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Abstract 

The study examined the relationship between creating fake identities on Facebook and the pursuit of pleasurable experiences. A 

total of 603 participants, consisting of 252 males and 351 females, were surveyed to gather insights. The results, analyzed using 

an independent samples t-test, indicated a significant difference in the number of fake identities created by each gender. Females 

reported a higher average number of fictitious identities as a means of seeking pleasure. Additionally, correlation analysis 

revealed a weak relationship between the creation of fake identities and the desire for pleasurable experiences, with a Pearson 

correlation coefficient of 0.127. These findings suggested that although the pursuit of pleasure may influence the creation of 

counterfeit identities, it is not the primary motivation. The results also indicate that females tend to be more active than males in 

generating these false personas on the Facebook. The research highlighted notable gender differences in social media behavior 

and provided insights into the underlying motivations for users crafting fake identities on Facebook. This understanding could 

have implications for grasping user dynamics on social media and the psychological factors that drive engagement with digital 

identities. Future research could expand on these findings to explore the long-term impacts of such behaviors on individuals' 

online experiences and interactions. 
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1. Introduction 

Communication technologies have transformed social 

connections, allowing people to interact in both genuine and 

fabricated ways online. In many parts of the world, internet 

users grapple with issues of trust and authenticity in digital 

spaces. As Turkle (2017) discusses, the anonymity and flexi-

bility of online identities can lead people to reveal, conceal, or 

even falsify aspects of themselves. While online masking may 

offer liberating opportunities for identity exploration, it also 

cultivates an atmosphere of uncertainty and suspicion. 

In Pakistan specifically, with over 76 million internet users 

as of 2020 [12], many find themselves navigating the com-

plexities of developing relationships and assessing credibility 

in online environments [23]. This landscape of mistrust man-

ifests in various forms across Pakistani digital culture. 

Social networking has become an integral part of modern 

life, connecting individuals and communities across the globe. 
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According to a 2021 study by PEW Research Center, around 

72% of American adults use social media platforms like Fa-

cebook, Instagram, LinkedIn and Twitter, with a majority 

reporting that these sites are important for maintaining con-

nections with friends, family, and groups [2]. 

Social media users have been found to construct fake 

identities for a variety of reasons. Research suggests that a 

fake identity is an online persona that is created and used to 

misrepresent one's true identity, often with the intention of 

deceiving others for personal gain [15]. 

Fake identities refer to online profiles, personas, or ac-

counts that are fabricated to conceal or misrepresent one's true 

identity. These false identities manifest in various forms 

across social media platforms and discussion forums. Re-

search shows higher rates of fake identities used on sites 

granting anonymity or by marginalized demographics seeking 

protection from harassment [5, 22]. Individuals construct fake 

online identities for diverse reasons, such as experimenting 

with different social roles, escaping everyday life, partici-

pating in unacceptable activities anonymously, gaining access 

to exclusive communities, and avoiding online harassment 

[21, 39, 34, 13]. 

Additionally, a study by Whitty defined a "fake identity" as 

one that is "deliberately constructed and used to deceive oth-

ers, in order to gain advantage or to hide one's true self" [46]. 

This definition highlights the intention behind the creation of 

a fake identity, which is often to deceive others for personal 

gain. 

Social networking sites are online platforms that allow in-

dividuals to create profiles, connect with other users, and 

share information, interests, and media. These sites provide a 

virtual space for people to interact, communicate, and engage 

with others who share similar hobbies, interests, or social 

connections [38]. Some popular social networking sites in-

clude: Facebook, Twitter, Instagram, LinkedIn, Snapchat, 

TikTok, Pinterestetc [40]. 

Facebook is the most widely used social media platform 

worldwide, with over 2.8 billion monthly active users as of 

December2021 [14]. A study by the Pew Research Center [40] 

found that as of 2016, around 69% of American adults use 

Facebook, making it the most popular social media platform 

among this population. 

Individuals may create fake identities on social media 

platforms such as Facebook for a variety of reasons, including 

experimenting with different social roles, escaping from their 

everyday lives, engaging in unacceptable activities, gaining 

access to exclusive communities, and seeking privacy and 

protection from online harassment [21, 5, 34, 52]. 

Research indicates that the anonymity and pseudonymity 

afforded by fake profiles allow people to explore different 

personas and social boundaries online, while also hiding their 

participation in stigmatized or marginalized communities [27, 

8, 35]. (Kennedy, 2006; boyd, 2007; Marshall et al., 2020). 

Additionally, groups vulnerable to cyberbullying and har-

assment often fabricate identities to shield their privacy and 

personal information [22, 6]. 

Facebook users have been found to construct fake identities 

for pleasure-seeking reasons. A study by Joinsonfound that 

individuals may create fake identities on Facebook to ex-

periment with different social roles and to escape from their 

everyday lives. This study suggests that pleasure-seeking can 

be one of the motivations behind individuals creating fake 

identities [21]. 

Research has shown that individuals may create fake iden-

tities on social media platforms, including Facebook, for 

various reasons. A study by Joinson found that individuals 

may create fake identities on Facebook to experiment with 

different social roles and to escape from their everyday lives 

[21]. Additionally, a study by Papacharissifound that indi-

viduals may create fake identities to engage in activities that 

would be socially or morally unacceptable under their real 

identities such as cyberbullying or visiting controversial 

websites [39]. 

Research by Döringhas found that the use of fake identities 

on social media is related to the desire for self-expression and 

the ability to explore different identities, as well as the desire 

for privacy and protection from online harassment [13]. 

Another study by Papacharissifound that individuals may 

create fake identities to engage in activities that would be 

socially or morally unacceptable under their real identities 

such as cyberbullying or visiting controversial websites [39]. 

This study suggests that pleasure-seeking can be one of the 

motivations behind individuals creating fake identities as they 

engage in activities that they know would be unacceptable 

under their real identities. 

Additionally, a study by [34] Marwick and Boyd found that 

individuals may create fake identities on Facebook to gain 

access to exclusive or restricted communities, such as those 

that have age or location restrictions. This study also suggests 

that pleasure-seeking can be one of the motivations behind 

individuals creating fake identities as they seek access to 

exclusive or restricted communities. 

Fake identities, also known as alternate identities or online 

pseudonyms, are identities created and used by individuals on 

social media platforms for various reasons. One reason that 

has been identified in the research is pleasure-seeking [21]. 

Individuals may create fake identities on social media to ex-

periment with different personalities, escape their offline 

identity, or engage in activities that they may not feel com-

fortable doing under their real identity. 

Facebook, as a social media platform, allows users to create 

and share their personal information, which is commonly 

referred to as their "Facebook identity." This identity typically 

consists of various types of information, including basic in-

formation such as name, contact information, professional 

information, political views, religious views, and gender [18]. 

This information helps users to connect and interact with 

others on the platform and helps them form their online per-

sona or digital identity. 

Research has shown that individuals may create fake iden-
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tities on Facebook for catfishing due to a variety of reasons 

such as a lack of self-esteem, social anxiety, or a desire for 

attention and validation [46]. Some individuals may also 

create fake identities to hide their true identity and engage in 

activities that they would not feel comfortable doing under 

their real identity [21]. 

The use of fake identities on Facebook for catfishing can 

have negative consequences for both the individuals creating 

the fake identities as well as those they are deceiving. It can 

lead to emotional distress, broken trust, and financial loss for 

the individuals being deceived [50]. 

According to research, the concept of a "highlight reel" on 

social media refers to the tendency for individuals to present a 

curated and idealized version of their lives online [28]. This 

often includes only sharing the positive, exciting, and mem-

orable moments, rather than a complete representation of 

one's day-to-day experiences. This phenomenon is often re-

ferred to as "social comparison"[9] or "self-presentation" [16]. 

Research has also shown that individuals tend to present 

themselves as happier on social media than in real life [17]. 

This is often referred to as the "Facebook illusion" [30] as it 

creates a distorted perception of reality. 

Individuals may create fake identities on social media 

platforms, such as Facebook, for the purpose of trolling [3, 

51]. Trolling is defined as the act of deliberately inciting or 

causing trouble on the internet [51]. 

The creation of fake identities for trolling can be under-

stood through the lens of the uses and gratifications theory, 

which posits that individuals use technology to fulfill specific 

needs or wants [26]. In this case, individuals may create fake 

identities for trolling as a way to fulfill their need for pleasure 

or entertainment [4]. 

Research suggests that individuals may create fake identi-

ties, known as "sock puppets," on social media platforms for 

pleasure seeking. For example, some individuals may create 

multiple accounts to engage in different identities, such as 

different genders or age groups, to explore different aspects of 

themselves or to escape their real-life identity [45]. 

Sock puppetry on Facebook can have negative conse-

quences for both the individuals creating the fake identities 

and the platform itself. It undermines the trust and credibility 

of the platform and can lead to the spread of misinformation 

and propaganda [10]. 

According to research on online stalking, individuals who 

create fake identities on social media platforms, such as Fa-

cebook, often do so for the purpose of stalking their victims 

[20]. This behavior is referred to as "cyberstalking" and it is 

typically defined as the use of the internet or other electronic 

means to stalk another person [37]. 

In a study by Smith and colleagueson the motivations and 

behavior of cyber stalkers, it was found that many stalkers feel 

a sense of pleasure or excitement from engaging in this ac-

tivity. The study found that these individuals often have a 

desire for control and power over their victim and that the 

anonymity and distance provided by the internet allow them 

to act out these desires without fear of consequences [43]. 

Furthermore, research by Whitty and colleagues high-

lighted how individuals who engage in cyberstalking often 

have a desire for intimacy and connection with their victims 

but are unable to establish it in a healthy and appropriate way 

[49]. In this case, stalkers feel pleasure from the power they 

hold over their victims and from the control they exert over 

their victims’ lives. 

According to a study published in the Journal of Comput-

er-Mediated Communication [21] the creation of fake identi-

ties on social media platforms such as Facebook is commonly 

used for "flaming," or engaging in heated and aggressive 

online communication. The study found that individuals who 

engage in flaming with fake identities often find pleasure in 

the activity. 

In the study, participants were asked about their motiva-

tions for creating fake identities on social media. The results 

showed that a significant proportion of participants engaged 

in flaming as a primary motivation for creating a fake identity. 

The study also found that these individuals often found 

pleasure in the anonymity and freedom that a fake identity 

provided, allowing them to express themselves in a way that 

they may not feel comfortable doing so with their real iden-

tity. 

Additionally, the study found that individuals who engage 

in flaming with fake identities tend to have a higher likelihood 

of engaging in other deviant online behaviors, such as 

cyberbullying and harassment. 

The motivations behind the creation of fake identities are 

not fully understood, some researchers have suggested that 

individuals may engage in this behavior as a form of 

self-branding, which is a pleasure-seeking activity [25]. 

Self-branding refers to the process of creating and manag-

ing one's image and reputation online, and it has been found to 

be positively associated with pleasure-seeking behaviors [25]. 

This suggests that individuals who create fake identities on 

social media may be doing so in order to present a more fa-

vorable image of themselves to others, and that this behavior 

may be driven by a desire for social validation and pleasure. 

However, the creation of fake identities on social media can 

have serious consequences, both for the individuals engaging 

in the behavior and for those who are targeted. Not only it can 

lead to flaming and other deviant online behaviors, such as 

cyberbullying and harassment, but it also undermines the trust 

and authenticity of online interactions, which can impact the 

well-being and mental health of users [3]. 

Research has suggested that individuals may engage in this 

behavior for a variety of reasons, including sexting [1]. 

However, use of fake identities for sexting can have serious 

consequences, both for the individuals engaging in the be-

havior and for those who are targeted and distribution of 

explicit images without consent, which can have serious legal 

and personal consequences [36]. 

Sexting refers to the sending of sexually explicit messages 

or images via digital communication, and it has been found to 
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be associated with the use of fake identities on social media 

[1]. This suggests that individuals who create fake identities 

on social media may be doing so in order to engage in sexting 

without revealing their true identities. 

In a study conducted by [42] Ross and colleagues, it was 

found that among undergraduate students, those who had ever 

sexted were more likely to have multiple social media ac-

counts, suggesting that the use of fake identities may be 

prevalent among individuals who engage in sexting. 

Fake identities are often created on Facebook for the pur-

pose of role-playing [11]. This can include taking on different 

personas or characters in online communities, such as in 

fantasy or gaming groups. These fake identities can also be 

used for more mundane or everyday role-playing, such as in 

online dating contexts [51]. 

Role-playing, also known as identity experimentation, al-

lows individuals to explore different aspects of their identity 

and try on different personas in a safe and controlled online 

environment. This type of behavior is particularly prevalent 

among young people, who use social media as a means of 

self-expression and exploration [32]. 

1.1. Significance 

This study offers significant contributions to the emerging 

body of literature on online identity and social media use. 

First, it provides much-needed empirical insights into the 

motivations and behaviors related to creating fake identities 

on social networking sites, illuminating a phenomenon that 

has outpaced research. Prior work has primarily focused on 

identity performance broadly, without interrogating fabri-

cated personas specifically. By examining the prevalence, 

motivations, and repercussions of false online identities fab-

ricated for pleasure, this study addresses a notable knowledge 

gap. 

Second, identifying relationships between pleasure-seeking 

and identity deception furthers theoretical understanding of 

impression management and psychological gratification in 

digital spaces. The findings can enrich models of user be-

havior and motivation in computer-mediated communication. 

Third, this research has important practical implications. 

Understanding risk factors and negative consequences can 

inform the development of interventions, policies, and design 

features on social platforms to curb harmful fake identities. 

The analysis of gender differences also highlights issues of 

inequality and targeted misuse that can guide ethics-focused 

technology regulation. Finally, this study provides a lens into 

social media usage patterns among Pakistani youth in a region 

undergoing rapid digital transformation. 

1.2. Theoretical Framework 

The uses and gratification theory (UGT) is a communica-

tion theory that proposes that individuals actively seek out and 

use media to fulfill specific needs and desires. In the context 

of social media, UGT suggests that individuals use social 

media platforms to fulfill a variety of psychological needs, 

such as the need for social interaction, self-expression, in-

formation seeking, and entertainment [26]. 

Research has shown that individuals use social media to 

gratify a variety of needs, such as the need for social integra-

tion, personal identity, affective needs and cognitive needs. 

For example, a study by Lin, Lu and Guo found that Facebook 

users use the platform to gratify social needs such as social-

izing and maintaining relationships, as well as personal inte-

gration needs such as self-expression and self-presentation 

[33]. 

Recent research has applied UGT to the context of social 

media and has shown that individuals use social media plat-

forms to gratify a variety of psychological needs. For example, 

a study by Lin, Lu and Guo found that Facebook users use the 

platform to gratify social needs such as socializing and 

maintaining relationships, as well as personal integration 

needs such as self-expression and self-presentation [33]. 

Another study by Tufekci and Wilson found that Twitter 

users use the platform to gratify the need for infor-

mation-seeking and the need for self-expression [44]. Addi-

tionally, a study by Papacharissi found that individuals use 

social media to gratify the need for affective needs such as 

emotional support, as well as the need for cognitive needs 

such as understanding and interpreting events [39]. 

According to the uses and gratification theory, individuals 

use social media to fulfill various needs, including affective 

needs such as fear and pleasure [26]. For example, individuals 

may use social media to seek pleasure through entertainment 

and social interaction, while also using it to alleviate fear by 

staying informed about current events and connecting with 

others in times of crisis. 

One reason why fake identities are created is catfishing [47]. 

Catfishing refers to the practice of creating a false identity on 

social media platforms, such as Facebook, in order to deceive 

others and form romantic relationships online. This can be 

done for various reasons such as seeking attention, revenge, or 

scamming others. 

The Uses and Gratifications Theory is a theoretical 

framework that explores why individuals choose to engage 

with media and how they derive satisfaction or gratification 

from it. This theory posits that individuals actively seek out 

specific media content to fulfill their needs and desires. It 

suggests that media use is driven by the gratifications indi-

viduals expect to receive from their chosen media sources. 

In the context of the study on the creation of fake identities 

on Facebook, the Uses and Gratifications Theory can guide 

the research process by providing a lens through which to 

understand the motivations behind this behavior. By applying 

this theory, researchers can examine how individuals use fake 

identities on Facebook to fulfill certain needs or gratifications, 

such as pleasure-seeking, self-expression, or social interac-

tion. 

The theoretical underpinnings sought from the Uses and 
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Gratifications Theory in this study would involve exploring 

the specific gratifications that individuals seek when creating 

fake identities on Facebook. By understanding the underlying 

motives and gratifications associated with this behavior, the 

study aims to shed light on the role of pleasure-seeking in the 

creation of fake identities on social media platforms. 

By employing the Uses and Gratifications Theory, the 

study seeks to explore the motivations, needs, and gratifica-

tions that drive individuals to create fake identities on Face-

book. It provides a framework for understanding why indi-

viduals engage in this behavior and how it satisfies certain 

psychological, social, or emotional needs. This theory can 

guide the research process by shaping the research questions, 

data collection methods, and data analysis to examine the role 

of pleasure-seeking as a motivation for creating fake identities 

on Facebook. 

1.3. Problem Statement 

Internet and gadgets have connected society abstractly and 

virtually. The people who interact with one another could be 

genuine, show their partial identity, be gratifying pseu-

do-selves, and be fake. Millions of internet users are someone 

in the chaos of mistrust. 

2. Methods 

The study examines false identities as the dependent vari-

able whereas pleasure is the independent variable which rep-

resents affective needs related to enjoyment, entertainment, 

self-expression, and exploration. The pleasure is hypothesized 

to be a driver of fabricating fake online identities. Addition-

ally, the model identifies nine constructs that exemplify dif-

ferent types of pseudo-identities driven by pleasure i.e, (1) 

Catfishing, (2) Sock puppetry, (3) Highlight reel, (4) Trolling, 

(5) Stalking, (6) Flaming, (7) Self-Branding, (8) Sexting, and 

(9) Roleplaying. 

The research is designed to achieve the following objec-

tives: 

Objective 1: To examine the relationship between pleas-

ure-seeking motivations and fake identity creation on Face-

book. 

Objective 2: To compare the prevalence of fake identity 

creation for pleasure-seeking on Facebook between women 

and men. 

The following hypotheses are based on the objectives: 

H1: The reason for creating fake identities on Facebook is 

pleasure-seeking. 

H2: Women are likely to create more fake identities than 

men for pleasure-seeking on Facebook. 

Hence, to achieve these objectives, the study utilizes a 

quantitative survey methodology to examine the relationship 

between pleasure-seeking motivations and fake identity crea-

tion on Facebook, as well as compare potential gender dif-

ferences in this phenomenon. 

While the target population is broadly social media users, 

this study narrows its focus to university students in Islama-

bad, Pakistan. As the capital city, Islamabad hosts students 

from diverse localities, cultures, and socioeconomic back-

grounds, providing a microcosm of the broader social media 

landscape. 

A structured questionnaire will be administered to a sample 

of university students in Islamabad to collect data on de-

mographics, social media usage habits, motivations for using 

Facebook, and self-reported incidents of creating fake identi-

ties for pleasure-seeking activities. Quantitative data analysis 

will examine correlations and group differences to test the 

hypothesized relationships between pleasure-seeking, gender, 

and fake identity creation. 

The sample selection process for this study involved sev-

eral steps. Firstly, the study identified universities in Islama-

bad Capital Territory that were registered with the Higher 

Education Commission (HEC) and had a significant student 

population. The total number of students enrolled in these 

universities during the year 2017-2018 was determined to be 

165,086. 

The study excluded two specific universities, namely Al-

lamaIqbal Open University (AIOU) and the National Uni-

versity of Technology (NUT), Islamabad. AIOU was ex-

cluded because it is a distance education institution, which 

may have different characteristics and student demographics 

compared to traditional universities. NUT was excluded due 

to the absence of any enrolments, making it an inappropriate 

choice for sampling. 

The study opted for a probability sampling technique, spe-

cifically a proportionate sampling technique. This technique 

involves selecting a sample size proportionate to the size of 

the population. In this case, the sample size was determined 

based on the total number of students enrolled in the selected 

universities. 

To calculate the sample size, an online sample calculator 

was employed. The researchers specified a confidence level of 

95% and a margin of error of 3%. These parameters determine 

the level of confidence in the survey results and the acceptable 

degree of sampling error. Based on these inputs, the sample 

size of 1,061 students was determined. 

The rationale for selecting this sample size is to achieve a 

balance between obtaining a representative sample of the 

student population and maintaining feasibility in terms of data 

collection and analysis. A sample size of 1,061 students is 

considered statistically significant and provides a reasonable 

representation of the larger population, allowing for the gen-

eralizability of findings within a certain margin of error. 

By using a quantitative survey methodology and employing 

a proportionate sampling technique with a calculated sample 

size, the study aimed to gather data that could be analyzed to 

investigate the relationship between the creation of fake 

identities on Facebook and the affective need for pleasure 

among students in the selected universities. (Appendix). 

http://www.sciencepg.com/journal/ajap


American Journal of Applied Psychology http://www.sciencepg.com/journal/ajap 

 

134 

3. Ethical Consideration 

This study was conducted in accordance with ethical 

guidelines. Participation was completely voluntary and in-

formed consent was obtained from all participants. Anonym-

ity was protected by collecting no personally identifying 

information and storing survey data securely. In addition to 

that Study results were anonymized at the group level when 

disseminating findings and demographic data were reported in 

aggregate only. 

4. Results 

The study investigated the creation of fake identities on 

Facebook and its relationship with the affective need for 

pleasure. Through a quantitative survey methodology, a 

sample of 1,061 students from selected universities in the 

Islamabad Capital Territory was examined. The findings 

revealed that various forms of fake identity creation were 

prevalent among the surveyed population. The highest re-

ported behavior was the "Highlight Reel" phenomenon, with 

43.30% of respondents engaging in this practice. Other nota-

ble behaviors included Sock Puppetry (23.60%), Catfishing 

(22.50%), and Stalking (20.80%). 

H1: The reason for creating fake identities on Facebook is 

pleasure-seeking. 

H2: Women are likely to create more fake identities than 

men for pleasure-seeking on Facebook. 

A Pearson correlation coefficient (R-value) is a measure of 

the strength and direction of the linear relationship between 

two variables. An R-value ranges from -1 to 1, with -1 indi-

cating a strong negative correlation, 0 indicating no correla-

tion, and 1 indicating a strong positive correlation. 

This result indicates that there is a small, positive correla-

tion (r =.127) between gender (specifically female vs male) 

and the frequency of creating fake Facebook identities for 

pleasure-seeking. The standard error (SE) of the correlation 

coefficient is.042, and the approximate t-value (t) is 3.245. 

This result is statistically significant at the.001 level (p =.001), 

meaning that there is less than a.1% chance that this correla-

tion could be due to chance. The small correlation coefficient 

suggests that the variables are weakly correlated. 

Therefore, we reject the null hypothesis (that there is no 

relationship between gender and fake identity creation for 

pleasure seeking) and accept the alternate hypothesis. 

The independent sample T-test was conducted to inves-

tigate the relationship between gender and the construction 

of fake identities for pleasure seeking. The sample consisted 

of 252 males and 351 females. The mean score for males was 

3.2 (standard deviation =.89) and for females, it was 3.5 

(standard deviation =.75). The test was conducted with the 

assumption of equal variances, and the results indicated that 

there was a significant difference between males and fe-

males in the construction of fake identities for pleas-

ure-seeking (F(1,601) = 13.5, p =.000). The mean difference 

between the two groups was -2.7, with a standard error of.67. 

The two-tailed significance level of the T-test was.000, 

indicating that the results were statistically significant and 

that males constructed fewer fake identities for pleas-

ure-seeking than females. 

Therefore, we conclude that women create more fake 

identities than men. 

5. Discussion 

The research article highlights a growing concern in the 

online world, that individuals are creating fake identities on 

social media platforms for pleasure-seeking. The study 

provided clear conceptual definitions for each construct 

grounded in prior academic studies on online deception, 

presentation management, and identity performance. These 

constructs, included catfishing, sock puppetry, highlight reel, 

trolling, stalking, flaming, self-branding, sexting, and 

role-playing that contribute to the creation of fake identities 

on Facebook. 

The study found that females tend to create more fake 

identities on Facebook compared to males. This could be due 

to the cultural impact, upbringing, suppression, ignored child 

and various other reasons. However, this study was limited to 

the factors which were related to pleasure-seeking motiva-

tions. The higher rate of fake identity creation among females 

should be interpreted with caution, as there are likely many 

societal, cultural, and individual dynamics that were not ad-

dressed in the scope of this research. The study was not de-

signed to conclusively identify all potential explanations for 

the gender discrepancy, only to examine correlations specif-

ically pertaining to pleasure-seeking behaviors. Further in-

vestigation is needed to develop a more comprehensive un-

derstanding of the influences leading to greater fabrication of 

false online personas among females versus males. The re-

searchers acknowledge that their findings are limited by the 

narrow focus on pleasure-seeking motivations for creating 

fake identities on Facebook. 

The study measured the usage of fake identities for prob-

lematic behaviors like catfishing, trolling, and harassment. 

The connections revealed between fake identities and abusive 

activities underscore the need for social media platforms to 

take proactive measures to prevent the creation of fake pro-

files and protect users' privacy and safety online. 

The study has important implications for policymakers, 

social media platforms, and educators. Policymakers can use 

the findings to develop effective legislation to address the 

issue of fake identities on social media. Social media plat-

forms can use the findings to develop effective policies and 

practices to prevent the creation of fake identities and ensure 

the safety and privacy of their users. Educators can use the 

findings to educate young people about the potential risks and 

negative consequences associated with the creation of fake 

identities on social media. 
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6. Recommendation for Policy and 

Legislation 

1. The government can take a proactive approach to ad-

dress cyber issues by introducing an ombudsman office 

which can act as a mediator between victims and the 

justice system, and provide an alternative means of 

seeking justice for individuals who have experienced 

cybercrimes. 

Currently, many people are hesitant to report cyber issues 

to traditional courts and police due to a lack of understanding 

of the legal system, fear of retaliation, or mistrust of the jus-

tice system. Moreover, traditional justice systems can be 

expensive, time-consuming, and may not be well-equipped to 

handle cyber issues. 

The ombudsman office can serve as a more accessible and 

approachable alternative for victims of cyber ethical issues. 

The office can offer free legal assistance, provide support and 

guidance to victims, and mediate between the victim and the 

offender. This can help in addressing cyber ethical issues 

effectively, without the need for traditional court proceedings. 

2. Educate social media users: Educating social media us-

ers about the consequences of creating fake identities 

and the potential risks associated with it can help in re-

ducing the creation of fake identities on social media. 

Social media platforms can work with educational in-

stitutions and organizations to launch awareness cam-

paigns. 

3. Reporting Mechanism: Social media platforms can in-

troduce an easy-to-use reporting mechanism for users to 

report fake profiles. This can encourage users to report 

fake identities and help social media platforms to take 

necessary actions against such accounts. 

7. Conclusion 

This study explored the creation of fake identities on Fa-

cebook and its association with pleasure-seeking motivations 

among university students in Pakistan. The survey findings 

revealed that fabricating false online personas is a common 

occurrence among young adults on social media, with diverse 

behaviors like highlighting idealized lifestyles, catfishing, and 

sock puppetry driven by desires for enjoyment, exploration, 

and self-promotion. 

These results provide insight into how the quest for per-

sonal pleasure and satisfaction, if unchecked, can proliferate 

inauthentic identities and potentially harmful conduct on 

social media. Further research is needed to deepen under-

standing of this phenomenon across cultural contexts and 

platforms. 

This study highlights the nuanced interplay between human 

motivations and online identity performance. Its findings 

underscore the responsibilities of both users and platforms in 

fostering authenticity and protecting privacy amidst the rife 

ambiguity of identities in the digital age. Promoting media 

literacy and ethical digital citizenship is essential for har-

nessing technology’s potential while mitigating its risks. 

8. Tables and Figures 

8.1. Constructs of the Study 

Table 1. Constructs of the Study. 

Construct(s) Reference 

Catfishing Whitty, 2012; Whitty, 2016; Joinson, 2008 

Sock Puppetry Cheng, et al., 2018; Turkle, 2011 

Highlight Reel Kirschner&Karpinski, 2010; Buffardi& Campbell, 2008 

Trolling Bargh, McKenna, & Fitzsimons, 2002; Whitty& Gavin, 2001; Bargh et al., 2002 

Stalking Holt, Bossler, & May, 2011; Smith et al., 2019; Whitty, et al., 2008 

Flaming Joinson, 2008 

Self-Branding Kang, 2017; Bargh& McKenna, 2004 

Sexting Albury& Crawford, 2016; Mitchell, Finkelhor, &Wolak, 2012 

Role Playing Whitty& Gavin, 2001; Lampe et al., 2006 
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8.2. Model 

 
Figure 1. Creation of Fake Identities for Pleasure Seeking. 

The chart you provided shows the percentage of individuals engaging in the creation of pseudo identities on Facebook for 

pleasure-seeking purposes, categorized by different indicators and gender. Here are the percentages for each indicator: 

 
Figure 2. Creation of Fake Identities% Age Wise. 

It appears that "Highlight Reel" has the highest percentage, 

with 43.30% of individuals engaging in this form of creating 

pseudo identities for pleasure-seeking on Facebook. This 

could involve presenting an idealized version of oneself or 

selectively showcasing positive aspects of one's life. 

Following that, "Sock Puppetry" and "Catfishing" have 

percentages of 23.60% and 22.50% respectively. Sock pup-

petry refers to the creation of fake accounts to support or 

defend oneself or to manipulate online discussions, while 

catfishing involves creating deceptive online personas to 

deceive or manipulate others. 

The other indicators such as stalking, personal branding, 

trolling, role playing, flaming, and sexting also show varying 

percentages of individuals engaging in the creation of pseudo 
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identities for pleasure-seeking purposes on Facebook. 

Gender and Fake Identities 

These percentages provide a breakdown of the engagement 

in different pleasure-seeking behaviors on Facebook in terms 

of gender. The percentages represent the prevalence of each 

behavior among individuals surveyed in the study, catego-

rized by gender. 

 
Figure 3. Pleasure Seeking in Perspective of Gender. 
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Appendix 

Table 2. Sample of the Study. 

Name of University Sector 

Students 

Grand Total 

Male Female 

Air University, Islamabad Public 3199 1331 4530 

Bahria University, Islamabad Public 10801 5673 16474 

Capital University of Science & Technology, Islamabad Private 3405 934 4339 

COMSATS University, Islamabad Public 20995 13106 34101 

Foundation University, Islamabad Private 2696 3132 3132 

Institute of Space Technology, Islamabad Public 1083 308 1391 

International Islamic University, Islamabad Public 15855 15112 30967 

Muslim Youth University, Islamabad Private 192 16 208 

National Defence University, Islamabad Public 1109 571 1680 

National University of Computer &Emerging Sciences (NUCES), Islamabad Private 7397 1992 9389 

National University of Modern Languages (NUML), Islamabad Public 9131 5903 15034 

National University of Sciences &Technology (NUST), Islamabad Public 11434 4636 16070 

Pakistan Institute of Development Economics (PIDE), Islamabad Federal 452 236 688 

Pakistan Institute of Engineering and Applied Sciences (PIEAS), Islamabad Public 729 138 867 

Quaid-i-Azam University (QAU), Islamabad Public 4922 4949 9871 

Riphah International University, Islamabad Private 6380 6079 12459 

ShaheedZulfiqar Ali Bhutto Medical University, Islamabad Public 310 434 744 

ShifaTameer-e-Millat University, Islamabad. Private 510 936 1446 

TOTAL 100600 64486 165086 

 

References 

[1] Albury, K., & Crawford, K. (2016). The sexting panic: Re-

thinking criminalization, privacy, and consent. University of 

Chicago Press. 

[2] Auxier, B., & Anderson, M. (2021). Social media use in 2021. 

Pew Research Center, 1, 1-4. 

[3] Bargh, J. A., & McKenna, K. Y. (2004). The Internet and social 

life. Annual Review of Psychology, 55(1), 573-590. 

[4] Bargh, J. A., McKenna, K. Y., & Fitzsimons, G. M. (2002). Can 

You See the Real Me? Activation and Expression of the “True 

Self” on the Internet. Journal of Social Issues, 58(1), 33-48. 

[5] Bernstein, M. S., Monroy-Hernández, A., Harry, D., André, P., 

Panovich, K., & Vargas, G. (2011). 4chan and/b: An analysis 

of anonymity and ephemerality in a large online community. 

Proceedings of the Fifth International AAAI Conference on 

Weblogs and Social Media, 50-57.  

https://www.aaai.org/ocs/index.php/ICWSM/ICWSM11/pape

r/view/2873 

[6] Blackwell, L., Dimond, J., Schoenebeck, S., & Lampe, C. 

(2017, May). Classification and its consequences for online 

harassment: Design insights from HeartMob. Proc. ACM 

Hum.-Comput. Interact., 1(CSCW).  

https://doi.org/10.1145/3134659 

[7] Bimber, B., Flanagin, J., &Stohl, C. (2000). Collective action 

in organizations: Interaction and engagement in an era of 

technological change. London: Sage. 

[8] boyd, d. (2007). Why youth (heart) social network sites: The 

role of networked publics in teenage social life. MacArthur 

foundation series on digital learning–Youth, identity, and dig-

ital media volume, 119-142.  

https://www.danah.org/papers/WhyYouthHeart.pdf 

http://www.sciencepg.com/journal/ajap


American Journal of Applied Psychology http://www.sciencepg.com/journal/ajap 

 

139 

[9] Buffardi, L. E., & Campbell, W. K. (2008). Narcissism and 

social networking web sites. Personality and Social Psychol-

ogy Review, 12(3), 220-229. 

[10] Cheng, X. (2018). National propaganda organs in Chinese 

mass media content creation. 

[11] Chen, Y., & Lee, Y. (2017). Motivations for creating fake 

identities in online role-playing games. International Journal of 

Cyber Behavior, Psychology and Learning, 7(2), 1-13. 

[12] DataReportal. (2020). Digital 2020: Pakistan.  

https://datareportal.com/reports/digital-2020-pakistan 

[13] Döring, N. (2017). ‘Fake It Till You Make It’: The Use of Fake 

Identities on Social Media. Journal of Computer-Mediated 

Communication, 22(1), 1-18. 

[14] Facebook. (2021). Facebook Community Standards Enforce-

ment Report Q4 2020. Retrieved from  

https://about.fb.com/wp-content/uploads/2021/03/Q4-2020-En

forcement-Report.pdf 

[15] George, Joey F., Kent Marett, and Patti Tilley. "Deception 

detection under varying electronic media and warning condi-

tions." 37th Annual Hawaii International Conference on Sys-

tem Sciences, 2004. Proceedings of the. IEEE, 2004. 

[16] Goffman, E. (1959). The presentation of self in everyday life. 

Doubleday. 

[17] Dufner, M., Rauthmann, J. F., &Denissen, J. J. (2013). The 

Facebook paradox: More friends, but less social support?. So-

cial Psychological and Personality Science, 4(3), 363-371. 

[18] Gross, R., &Acquisti, A. (2005). Information revelation and 

privacy in online social networks. In Proceedings of the 2005 

ACM workshop on Privacy in the electronic society (pp. 

71-80). ACM. 

[19] Guillory, J., & Hancock, J. T. (2012). The effect of Linkedin on 

deception in resumes. Cyberpsychology, Behavior, and Social 

Networking, 15(3), 135-140. 

[20] Holt, T. J., Bossler, A. M., & May, D. C. (2011). Cyberstalking 

and the technologies of interpersonal terrorism. Deviant Be-

havior, 32(9), 714-734. 

[21] Joinson, A. N. (2008, April). Looking at, looking up or keeping 

up with people? Motives and use of Facebook. In Proceedings 

of the SIGCHI conference on Human Factors in Computing 

Systems (pp. 1027-1036). 

[22] Hua, J. (2021). Cyberbullying, digital marginalization and 

online downvoting among marginalized social groups in online 

platforms. International Journal of Communication, 15, 780–

798. https://ijoc.org/index.php/ijoc/article/view/16886 

[23] Hussain, Z., & Griffiths, M. D. (2009). Excessive use of massively 

multi-player online role-playing games: A pilot study. Interna-

tional journal of mental health and addiction, 7(4), 563-571. 

[24] Joinson, A. N. (2008). Looking at, looking up or keeping up 

with people?: motives and use of Facebook. Proceedings of the 

SIGCHI conference on Human Factors in Computing Systems, 

1027-1036. https://doi.org/10.1145/1357054.1357213 

[25] Kang, J. (2017). Self-branding and pleasure-seeking: The 

relationships among self-branding, pleasure-seeking, and so-

cial media addiction. Cyberpsychology, Behavior, and Social 

Networking, 20(12), 746-752. 

[26] Katz, E., Blumler, J. G., &Gurevitch, M. (1974). Uses and 

Gratifications Research. Public Opinion Quarterly, 37(4), 

509-523. 

[27] Kennedy, H. (2006). Beyond anonymity, or future directions 

for internet identity research. New media & society, 8(6), 

859-876. https://doi.org/10.1177/1461444806069641 

[28] Kirschner, P. A., &Karpinski, A. C. (2010). Facebook and 

academic performance. Computers in Human Behavior, 26(6), 

1237-1245. Buffardi, L. E., & Campbell, 

[29] W. K. (2008). Narcissism and social networking web sites. 

Personality and Social Psychology Review, 12(3), 220-229. 

[30] Kramer, A. D., Guillory, J. E., & Hancock, J. T. (2014). Ex-

perimental evidence of massive-scale emotional contagion 

through social networks. Proceedings of the National Academy 

of Sciences, 111(24), 8788-8790. 

[31] Kuss, D. J., et al. (2011). Online Social Networking and Ad-

diction- A Review of the Psychological Literature. Interna-

tional Journal of Environmental Research and Public Health, 

8(9), 3528-3552. 

[32] Lampe, C., Ellison, N. B., &Steinfield, C. (2006). A Face 

(book) in the crowd: Social searching vs. social browsing. 

Proceedings of the 2006 20th anniversary conference on 

Computer supported cooperative work (pp. 167-170). New 

York, NY: ACM Press. 

[33] Lin, L. H., Lu, H. P., &Guo, G. (2011). Why people use social 

networking sites: An empirical study integrating network ex-

ternalities and motivation theory. Computers in Human Be-

havior, 27(4), 1152-1161. 

[34] Marwick, A. E., &boyd, d. (2011). I tweet honestly, I tweet 

passionately: Twitter users, context collapse, and the imagined 

audience. New Media & Society, 13(1), 114-133. 

[35] Marshall, T. C., Lefringhausen, K., &Ferenczi, N. (2015). The 

Big Five, self-esteem, and narcissism as predictors of the topics 

people write about in Facebook status updates. Personality and 

Individual Differences, 85, 35–40.  

https://doi.org/10.1016/j.paid.2015.04.039 

[36] Mitchell, K. J., Finkelhor, D., &Wolak, J. (2012). The nature 

and dynamics of internet pornography exposure for youth. 

Cyberpsychology, Behavior, and Social Networking, 15(1), 

13-18. 

[37] National Center for Victims of Crime. (2021). Cyberstalking. 

Retrieved from  

https://victimsofcrime.org/our-programs/stalking-resource-cen

ter/stalking-information/cyberstalking 

[38] Obar, J. A., & Wildman, S. (2015). Social media definition and 

the governance challenge: An introduction to the special issue. 

Telecommunications policy, 39(9), 745-750.  

https://doi.org/10.1016/j.telpol.2015.07.014 

http://www.sciencepg.com/journal/ajap


American Journal of Applied Psychology http://www.sciencepg.com/journal/ajap 

 

140 

[39] Papacharissi, Z. (Ed.). (2010). A networked self: Identity, 

community, and culture on social network sites. Routledge. 

[40] Perrin, A. (2016). Social Media Usage: 2005-2015. Pew Re-

search Center. 

[41] Perrin, A., & Anderson, M. (2019, April 10). Share of U.S. 

adults using social media, including Facebook, is mostly un-

changed since 2018. Pew Research Center.  

https://www.pewresearch.org/fact-tank/2019/04/10/share-of-u

-s-adults-using-social-media-including-facebook-is-mostly-un

changed-since-2018/ 

[42] Ross, M. W., Turner, J. J., Mark, K. P., & Wilson, A. N. (2016). 

The Relationship between Social Media and Sexting: A Study 

of Undergraduates. Deviant Behavior, 37(11), 1250-1265. 

[43] Smith, P. K., Joinson, A., Dantchev, N., & Nettle, D. (2019). 

The psychology of cyberstalking. Journal of Social and Per-

sonal Relationships, 36(7), 1426-1448. 

[44] Tufekci, Z., & Wilson, C. (2012). Social media and the deci-

sion to participate in political protest: Observations FromTah-

rir Square. Journal of Computer-Mediated Communication, 

17(2), 363-382. 

[45] Turkle, S. (2011). The flight from conversation. The New York 

Times. 

[46] Whitty, M. T. (2008). Revealing the ‘real’ me, searching for 

the ‘actual’ you: Presentations of self on an internet dating site. 

Computers in Human Behavior, 24(4), 1707-1723. 

[47] Whitty, M. T. (2012). Catfishing: The truth about deception 

online. Cyberpsychology, Behavior, and Social Networking, 

15(2), 181-183. 

[48] Whitty, M. T. (2016). Romantic deception: A psychosocial 

perspective. In The Oxford Handbook of Internet Psychology 

(pp. 89-106). Oxford University Press. 

[49] Whitty, M. T., & Buchanan, T. (2008). The online disinhibition 

effect: A theoretical perspective and methodological consid-

erations for online aggression and sexual harassment research. 

Journal of Computer-Mediated Communication, 13(1), article 

1. 

[50] Whitty, M. T., & Buchanan, T. (2012). The online romance 

scam: A serious cybercrime. Cyberpsychology, Behavior, and 

Social Networking, 15(2), 103-106. 

[51] Whitty, M. T., & Gavin, J. (2001). Cyberspace romance: The 

psychology of online relationships. CyberPsychology& Be-

havior, 4(2), 215-221. 

[52] Yang, C., Huang, Q., Quan-Haase, A., &Nevin, A. D. (2019). 

The role of online anonymity in the social media participation 

paradox: A YouTube study. International Journal of Virtual 

Communities and Social Networking, 11(2), 1-16.  

https://doi.org/10.4018/IJVCSN.2019070101 

 

 

 

 
 

http://www.sciencepg.com/journal/ajap

