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Abstract

Background: Misinformation is a threat to public health. The effective countering of misinformation may require moving
beyond the binary classification of fake versus fact to capture the range of schemas that users employ to evaluate social media
content. A more comprehensive understanding of user evaluation schemas is necessary.

Objective: Thegoal of this research was to advance the current understanding of user evaluations of social mediainformation
and to develop and validate a measurement instrument for assessing social media realism.

Methods: This research involved a sequence of 2 studies. First, we used qualitative focus groups (n=48). Second, building on
the first study, we surveyed a national sample of social media users (n=442). The focus group data were analyzed using the
constant comparison approach. The survey data were analyzed using confirmatory factor analyses and ordinary least squares
regression.

Results: The findings showed that social media reality evaluation involves 5 dimensions. fasity, naturality, authenticity,
resonance, and social assurance. These dimensions were differentially mapped onto patterns of social media use. Authenticity
was strongly associated with the existing globa measure of social mediarealism (P<.001). Naturality, or the willingnessto accept
artificiality and engineered aspects of social media representations, was linked to hedonic enjoyment (P<.001). Resonance
predicted reflective thinking (P<.001), while socia assurance was strongly related to addictive use (P<.001). Falsity, the general
belief that much of what ison social mediaisnot real, showed a positive association with both frequency (P<.001) and engagement
with (P=.003) social media. These results provide preliminary validity datafor a social mediareality measure that encompasses
multiple evaluation schemas for social media content.

Conclusions. The identification of divergent schemas expands the current focus beyond fake versus fact, while the goals,
contexts, and outcomes of social media use associ ated with these schemas can guide future digital medialiteracy efforts. Specificaly,
the social mediareality measure can be used to devel op tailored digital medialiteracy interventions for addressing diverse public
health issues.

(J Med I nternet Res 2024, 26:€52058) doi: 10.2196/52058
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: Americansto help deter its spread [1]. Research has found that
Introduction misinformation is widespread in diverse domains of public
Background health ir_1c| uding, but not Iimited tq, drugs and s_moki ng,

communicable and noncommunicabl e diseases, eating disorders,

The surgeon general of the United States declared thal  yeqrments and medical interventions, and mental health [2,3].
misinformation is aseriousthreat to public health and urged all

https://www.jmir.org/2024/1/e52058 JMed Internet Res 2024 | vol. 26 | €52058 | p. 1
(page number not for citation purposes)

RenderX


mailto:cho.919@osu.edu
http://dx.doi.org/10.2196/52058
http://www.w3.org/Style/XSL
http://www.renderx.com/

JOURNAL OF MEDICAL INTERNET RESEARCH

Given its ubiquity, addressing misinformation requires
whole-of-society efforts [1]. At the same time, the surgeon
genera’s advisory calls on researchers and educators to take
specific actions. Researchers are encouraged to develop a
user-centric understanding of how different individual sinterpret
and interact with information on social media. On the basis of
this understanding, educators are asked to offer programs that
assist diverseindividual sto become more discerning consumers
of digital media content.

Overall, there seemsto be aparadoxical reliance on, and distrust
in, social media. Research suggests that users generally doubt
the accuracy of social media information [4,5]; for example, a
recent survey found that 62% of participants from 7 countries,
including the United States, reported seeing misinformation on
social media[4]. Another study found that across a variety of
digital media contexts, participants consistently expected other
users to lie about their appearance [5]. Concurrently, 72% of
Americans use social media platforms and visit them at least
once aday [6].

The extensive social media use and simultaneous concern about
misinformation suggest that the motivations for, and
gratifications from, social media use may go beyond obtaining
factual information. Previousresearch in mass mediahas shown
that user evaluations of realism use multiple dimensions[7,8],
that is, users use divergent schemas or guiding frameworks
comprising a collection and structure of information when
interpreting media messages. Similarly, studies suggest that
when evaluating social mediainformation, users may use more
than just a dichotomy of fake versus fact [9-11], and different
evaluative schemas may be used for different goalsand contexts
[12,13]. However, despite this understanding, a comprehensive
examination of these dimensions has yet to be undertaken.

Objectives

Thegoal of thisresearch wasto advance the current knowledge
about user evaluations of socia media content and to develop
and initially validate a measurement instrument for assessing
social mediarealism. Given the pervasiveness of misinformation
[1-3], our goal wasto offer a general measure that can be used
in diverse public health domains. These efforts aim to inform
and enhance public health misinformation—countering efforts
using digital media literacy. Toward this end, 2 studies were
conducted. First, qualitative focus group research examined
salient themesin social mediarealism judgments among users.
Second, building on theidentified themesand existing literature,
a (Quantitative survey study investigated the schemas
connections with patterns of social media use.

Conceptual Foundation

User judgments of media's correspondence with reality are
commonly referred to as perceived realism. This construct has
been found to be one of the primary determinants of media
effects on various public health behaviors and outcomes. One
of these domainsis violence prevention. Research indicates that
when viewers perceive harmful media such as violent content
to be highly redlistic, the effects are amplified [14,15]. By
contrast, melanoma prevention interventions using a media
literacy approach found that correcting perceived mediarealism
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related to tanned looks was central to the intervention efficacy
evidenced at a6-month follow-up [16,17]. Anti—substance abuse
public service announcements were more persuasive when
viewersjudged that the realism of the messageswas high rather
than low [7].

Perceived realism has aso been found to be important in
determining social media effects pertaining to health behaviors;
for instance, exposing individualsto ajuxtaposition of real and
idealized Instagram images of the same woman reduced body
dissatisfaction compared to exposure to either the real image
or ideal image alone [18]. Perceived realism moderated the
effects of exposure to social media e-cigarette messages among
teenagers. When perceived realism was low, the effect of the
exposure on the provaping attitude was mitigated [19].

Moreover, research suggeststhat user judgments of social media
infformation may be multifaceted. One of the facets is
authenticity, which refers to the congruency between digital
and offline selves and behaviors [20]. Authenticity has been a
focus of studies on socia media realism effects on health
behaviors. Cho et al [19] investigated teenagers consideration
of how user-created content on social mediareflected the content
creators’ true selvesusing items such as* Peopl€’s posts portray
how they really live their lives” Similarly, Tiggemann and
Anderberg [18] assessed young women's perceptions using
items such as “ The models in the advertisements looked like
they would look likein person.” Importantly, these studiesfound
that alow perception of authenticity reduced the harmful effects
of social mediaon e-cigarette use and eating disorders[18,19].
Recognizing thissignificance, Jenkinset al [21] called for more
public health research ng the predictors of the perceptions
of authenticity concerning nutrition messages on social media.

Authenticity may not bethe only dimension users consider when
evaluating social media content. Studies suggest that users may
rely on social cuesto judge the proximity of social mediaposts
to reality. In addition to the core content of the message, the
metrics generated by others may provide abandwagon heuristic
for assessing social media messages [22]. Popularity cues such
as others' support and approval of a message may provide a
rule of thumb for evaluating the credibility of digital media
[23]; for instance, the effects of both pro- and antivaping social
media messages were increased by strong rather than weak
popularity cues[24].

We suspect that another criterion people use to evaluate social
media messages may be resonance. A significant body of
research has documented that, on social media, users tend to
prefer information that is consonant, rather than dissonant, with
their existing beliefs. Communication on social mediahas often
been described as occurring in “echo chambers” where users
attitudes are reinforced through repeated interactions with
like-minded others [25]. Related mechanismsinclude selective
exposure [ 26] and confirmation bias[27], whereby people seek
information consistent with their preexisting perspectives [28]
and processinformation in away that affirmstheir prior values
[29]. This biased process suggests that users may give more
credibility and evaluate more positively the social media
messages that resonate with their predispositions. Exposure to
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opposing positions can fecilitate pol arization through heightened
social identities on social media[30].

Study 1: Qualitative Focus Groups

Overview

Existing research suggests that users may be skeptical of
misinformation on social media, but they may also consider
other factors, such as authenticity, when eval uating the content,
rather than relying on a binary distinction of fake versus fact.
However, there is still a limited understanding of potential
additional factors. To address this gap in knowledge, we used
a qualitative method, focus groups, to identify these factors.

M ethods

Design and Participants

For our focus group research, werecruited 48 social mediausers
from alarge public university in the United States. We chose
young adults because they use a wider range of social media
platforms more frequently than older adults [6], providing us
with a deeper understanding of user experience [31]. The
participants were aged between 18 and 34 (mean 20.3, SD 3.3)
years. Of the 48 participants, 31 (65%) were female. None of
the participants chose to drop out from the study, and no cases
were excluded from analysis. Of the 48 participants, 13 (27%)
were Asian, 5 (10%) were Black, and 30 (63%) were White.
They reported using the following social media platforms:
Instagram (41/48, 85%), YouTube (31/48, 65%), TikTok (29/48,
60%), Facebook (24/48, 50%), Twitter (subsequently rebranded
X; 22/48, 46%), and Reddit (14/48, 29%).

Ethical Considerations

This study was determined to be exempt by the institutional
review board of the Ohio State University (2020E1164). It was
deemed that this study, which involved interview procedures,
would not reasonably place the participants at risk of harm.
Beforethefocusgroup participation, individua swere presented
with a consent form, informing them of the purpose of the
research. Only those who consented participated in the focus
groups. Compensation was given in the form of extra credit at
a rate of 0.25 credits per 15 minutes of participation. All
analyses involved deidentified data.

Procedure

Due to the ongoing COVID-19 pandemic, focus groups were
conducted over Zoom (Zoom Video Communications, Inc)
using audio and video functions. The focus group topic guide
was developed by the researchers, with the overall interview
procedure being guided by thework of Krueger and Casey [32].
Each sessionincluded 4 to 10 participantsand lasted an average
of 80 minutes. No parties other than the researchers and
participants were present during the sessions. Upon finishing
the seventh focus group, the researchers determined that both
data saturation and theoretical saturation had been reached;
increasing instances of redundancy were found in the data, and
successive groups provided diminishing contributions to the
development of themes and categories[33]. Thus, datacollection
ceased after 7 focus group sessions.
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The sessions used a semistructured approach, beginning with
theidentification of unrealistic content. Participantswere asked
to recall their experiences with, and reactions to, unrealistic
content, followed by a detailed discussion on realistic content
in later parts of the session. While all 7 focus groups followed
this general flow and organization of topics, the specific
questions used for each focus group were adjusted to probe the
different themes and issues that arose during prior sessions.
Given the far-reaching impact of socia media on both mental
and physical health, the partici pants were encouraged throughout
to consider avariety of content and platforms. At the conclusion
of each session, the moderator provided a verbal summary of
the discussion, inviting participantsto provide feedback on the
accuracy of the summary and to offer any additional comments.
All sessions were audio-recorded.

Data Analysis

Immediately after each focus group, the researchers met to
debrief on their notes, considering observed trends, unique
concepts, and suggestions for future discussions. Inductive,
deductive, and iterative approaches were used. The deductive
approach was based on existing research reviewed in the
Conceptual Foundation section above [7,8,19,20,23].
Concurrently, because novel themes emerged, coding took an
inductive approach: thesethemeswereiteratively reviewed and
refined to identify the salient schemas for evaluating social
media information and the contexts of this evaluation.

Transcription was carried out manually, with the assistance of
Zoom-produced transcripts, and cross-validated with the audio
recordings. Thetranscriptsfor the 7 sessions comprised 76,704
wordsintotal. Prominent themes across the focus group sessions
were identified using the constant comparison approach [34].
NVivo software (Lumivero) was used to code responses by
speaker (ie, as a form of case) and to attach participant
information such as race, sex and focus group session number
as case attributes. The data were chunked into smaller units,
and new patternswere compared across successive focus groups
using an emergent-systematic design. Specific quotes were
coded to each theme in NVivo, alowing for the easy
consolidation and creation of the schemas of interest.

Asall authors (faculty and graduate students) study the effects
of media on health outcomes, we used our knowledge about
research findings in this area to inform the interpretation. All
researchers, comprising female and male individuals, were
involved in the hosting of the focus groups and the theme
development process. The COREQ (Consolidated Criteria for
Reporting Qualitative Research) checklist is provided in
Multimedia Appendix 1.

Results

Overview

Overall, the focus group research revealed how social media
users judge the realism of content. Multiple approaches were
identified: falsity, authenticity, naturality, resonance, and social
assurance. Textbox 1 presents conceptual definitions of these
schemas.
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Textbox 1. Schemas for evaluating social media content.
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Schema and definition

»  Falsity: general sense of distrust or doubt about social media content

« Naturality: willingness to accept artificiality and engineered aspects of social media representations
« Authenticity: the extent to which one's social media posts align with one’s inner thoughts and feelings
« Resonance: felt relatedness between a social media post and the user’s self

«  Socia assurance: reliance on metrics associated with social media posts

Falsity

There was a general sentiment that much of what is on social
media is not real, or at least some of it cannot be trusted. A
pervasive sense of disillusion and doubt was evident throughout
thefocus group sessions. Many participants assumed that most,
if not al, of what is on social mediais not real or at least does
not present “the whole picture” This ranged from fake news
(usually fake unless coming from a credible platform with
citations and verification) to accounts with few followers,
“weird” usernames, low-quality pictures in profiles and posts,
no mutual followers, and repetitive posts. The motivation for
these behaviors was considered to be for money, fame,
popularity, and aneed for attention. These specific visible cues
and concrete motivations associ ated with the widespread fal sity
of information on social media were noted by participants
consistently across the 7 focus group sessions.

In addition to these more surface-level determinants,
participants’ comments revealed another layer. They perceived
that there may be a “fake ideology” on social media that can
easily create a“false perception” of somebody:

Everyone just has this invisible hand pushing them
to do something and not do something. [P8; male;
group 2]
There's a lot of like performative activism. I'm not
sure if that's the right word, but people just post
things because they want to make themselves look
better, not because they actually believe in
whatever.... So, it's like really hard to tell sometimes
on social media versusreal life. [P10; female; group
2]
Regarding a more subtle level of fakeness, participants showed
acertain level of resignation, tolerance, and acceptance of this
aspect. They said that they tend to ignore it or to not pay
attention:

| try not to read too much into other peopl€e' s posts....
I know | put a disclaimer on my Facebook that says
that I’ m showing more mountain tops than the valleys
that | also have in my life, like everyone else. [P14;
female; group 2]
Others were concerned that the lack of realism on social media
can have “toxic” effects:

I think that it is generally unimportant for people to
be realistic on social media, and it has given us a
false perception of the way people are in our
communities, in our society. [P8; male; group 2]

https://www.jmir.org/2024/1/e52058

Authenticity

Participants expressed concerns about the degree to which the
content posted by othersisatrue representation of the self. They
cared about the extent to which an individual’s posts reflected
their internal thoughts and values. Content that demonstrated
authenticity was perceived as more real. Whereas 1 facet of
falsity involved conforming to social norms and “invisible
hands,” authenticity was seen as asserting one’s uniqueness:

Poststhat | think are genuine[are ones] about trying
to not be like everybody else. [P41; female; group 6]

Personally, | like real content like...if you're being

authentic then you, | think you can build like a

friendship or bond with that person because you're

being vulnerable with each other. Versuslikeif you're

just fake all thetime like you' re posting Photoshopped

images like you're in it to look good. You're not,

you're in it for the popularity points | think instead

of the friendship or the realness. [P38; female; group

6]
Participants provided examples of authentic content.
Self-disclosure was widely regarded as a signifier of real
content. It did not need to focus on negative experiences,
although some found that events “like arguments and stuff like
that...are more likely to be real than people being nice to each
other... [since they are] harder to fake” (P29; female; group 5).
Another participant said that realism was conveyed through the
disclosure of one's “deep emotions or secret struggles...or
personal issues’ because “[it] makes you feel closer to that
person, or like you know them a little bit better as a person”
(P31; female; group 5), and yet another participant added that
“it’slikereally getting more insight of them personally instead
of [just seeing] their outside positive side” (P34; female; group
5). Disclosure provided a bridge between an individual's inner
thoughts and outer expressions, allowing them to be consistent
to their true self. This evaluation applied to public figures as
well:

People always put their best foot forward on social
media, usually.... So, | think | get an indicator that
something is real when an influencer takes a minute
and says, “ Here's a life update: | actually haven't
been the happiest” | tend to believe that those things
arereal, just because people don't often open up like
that on social media. [P31; female; group 5]
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Naturality

Although participants generally wanted others’ presentation of
the self and events to mimic external reality and its flaws, they
made alowance for some degree of latitude and deviation.
Participants indicated a certain willingness to accept some of
the artificial and engineered aspects of self-presentation and
storytelling that digital media affordances allow.

At abasic level, the practice of editing visual content such as
photos or videos had implications for perceptions of naturality.
Participants seemed to embrace atolerable level of artificiality,
as they distinguished between “heavy,” “extreme” and
“body-altering” editing from “enhancements.” Theformer were
generaly regarded as unreal, treated with disapproval or even
light ridicule. Multiple participants also indicated an ease with
identifying these forms of heavy editing, that “it's really
obvious’ (P27; male; group 4). By contrast, administering
enhancements such as color correctionsand “basic” filterswas
regarded as not only acceptable but al so a predominant practice
on the web. Content was still considered naturally real aslong
as edits were unobtrusive and refrained from altering the
substance of the photos, such as erasing portions of the
background or morphing body parts.

As a participant described, these types of edits are meant “to
changethe quality [of theimage] instead of changing the actual
person” [inthe pogt].... Everyone doesthat” (P21; female; group
4). Filters serve to “make [photos] pop out and bring [them] to
life a little more,” alowing audiences to “perceive what [the
postersare] seeing, what [they are] trying to display” (P5; male;
group 1). In other words, rather than strictly adhering to factual
realism by refraining from manipulating the content, users might
instead provide naturality through enhancing edits. These
changes intentionally overemphasize features of the post to
compensate for the experiential gap between the poster and
viewer. Thus, enhancing edits demonstrate naturality by
maintaining a balance between fidelity to reality and
(unobtrusive) manipulation.

Resonance

A sense of resonance was another lens through which
participants evaluated realism. The degree to which the social
media representation reverberated with one's own experience
was important:

| feel like we base what's real or not...on what our
own experiences are. So, if we've experienced
something similar...through ourselves or other people,
we'remorelikely to seeit [asreal]. So, if no onethat
we know closely has ever done X, Y, or Z, thenwe're
less likely to believe that another person outside of
our circle has ever done that. [P29; female; group 5]

Another participant explained that relatable content felt more
real:

[L]ikewhen peoplelike sharing more personal events
on their Instagram or YouTube, | feel like people are
ableto relate to it more, and | think it makesit more
believable, the messagethey'retrying to put out. [P1;
male; group 1]

https://www.jmir.org/2024/1/e52058
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In this context, participants tended to perceive content from
peers as more realistic because these sources were considered
more relatable. Peerswere seen asrelatabl e because they shared
similar traits and life experiences with the participants; for
instance, a participant described how he tended to “compare
[himself] way more to people [his] own age and people in
college than [to] celebrities’ (P27; male; group 4). In this case,
the participant’s identity as ayoung adult and a student served
as astandard for comparison to other social media users.

The benefit and value of resonance were described by another
participant:

So, when people see otherstalking about what’sgoing
onintheir lives or something that they relate to, and
seeing in a context that it's okay to feel thisway. It's
okay to be this way. It's okay to look this way. It's
okay to be like, who you are in this facet. The more
exposure they have to that type of like positivity and
acceptance, the more widespread it is, so, | feel like
realness helps others come to terms with their own
selves. [P20; female; group 4]

Social Assurance

Another factor in determining the realism of social media
content was the degree of social validation associated with it.
Online activity data, which serve as asignifier that others have
endorsed the content, influenced the eval uation of socia media
content. The visihility of others’ engagement behaviors may
indicate an existing consensus regarding the realism of the
content. Preexi sting engagement with apost can influence users
perceptions of the content’s validity by suggesting how real
others have already determined it to be.

Participants reported that seeing the interactions of others
influenced their perceptions of realism; for instance, a participant
described how engagement metrics caused her to reconsider her
initial evaluation of apost because after seeing “all of [her close
friends and family] posting positive comments and stuff like
that, it [made her] think... [she] should like this post [too]
becausethey believeit” (P10; female; group 2). This participant
also noted how a lack of likes or comments on a post sowed
discomfort and doubt about the realism of the post;

If | do see a post that | really like, and nobody has
commented on it yet, | fed weird. | don’t want to be
thefirst one[to interact withit]. [P10; female; group
2]
Engagement metrics such as likes, comments, and shares
influenced users' assessments and advocacy, or lack thereof, of
the realism of certain content, biasing subsequent evaluations
from other users.

Discussion
Overview

The 5 main themes that emerged from the focus group sessions
suggest that users manage divergent schemas to assess the
relationship between social media and reality. The binary
distinction of fake versus fact may not appropriately capture
these nuances. While participants expressed that they were
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distrustful of social media content, this schema coexisted with
others, which allowed for deviations, different standards, and
less rigorous applications. Altogether, these schemas suggest
that users are willing to negotiate the boundaries between social
media and reality based on the context and motivations.

Of note, these findings build upon and extend previousresearch
on severa key areas, including the effects of mass media on
health behaviors [7,14,15] and authenticity [18-20] or social
media metrics [22-24] pertaining to health-relevant decisions
and actions. The results illuminate the distinct nature of
judgments regarding social media realism compared to mass
media realism. The findings underscore that the evaluation of
social media realism encompasses dimensions that go beyond
the consideration of authenticity or social media metrics. This
study advances our understanding of how individuals perceive
digital information, suggesting multiple pathwaysthrough which
social mediainformation can impact health behaviors.

Dimensions

Falsity may reflect an overarching skepticism toward social
media content. This concern ranged from the more visible
factors, including fake accounts using weird usernames without
aprofile photo, to the more subtle issues, including people not
being honest on social media. Thislatter concern was expressed
using terms such as “fake ideology” and “invisible hands’ on
social mediathat drive people to be less than forthright.

The remaining 4 dimensions could be grouped into 2 categories.
The first category includes authenticity and naturality, which
concern the closeness between true others and their social media
representations. Authenticity may be more about the inner
thoughts and feelings of others, whereas naturality focuses on
their external features and characteristics. The second category
includes socia themes, including resonance and social
assurance. Resonance is based on a deeper level of
understanding of others and the self, whereas social assurance
relies on surface-level cues created by others.

Naturality refers to the tolerable degree of departure from the
true forms and shapes of entities in redlity. It is a willingness
to accept acertain level of artificidity, straddling aline between
the original and genuine and the made-up, manufactured forms
and shapes in our world. These findings echo prior research
reporting that “no-makeup” movements and calls for “natural
beauty” are actually positively associated with cosmetic sales
[35]. Users seem to place a premium on the appearance of
naturality, even when it is a product of planned and contrived
efforts. This opennessto compromise seemsto be stronger when
sociadl media use is motivated by enjoyment rather than
surveillance. Some participants even noted that realism does
not matter on these occasions; for example, although some
participants described TikTok as fake, others defended it as a
platform where they can be silly and have a good laugh.

Authenticity refersto the extent to which aperson’s social media
representations align with their true self. It entails evaluating
the consistency between the 2 [15]. Authenticity requires the
willingness to be genuine and distinguish oneself from others,
while falsity often arises from conforming to what is trendy,
popular, and acceptable on social media. Users expect authentic

https://www.jmir.org/2024/1/e52058
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self-representations to be consistent and stable over time and
not be influenced by the social norms of superficiality and
positivity.

Resonance is the self-validation that one derives from others
content and posts. It occurswhen others’ posts reverberate with
one's own experiences, beliefs, and attitudes. Whereas
authenticity refersto the alignment between the true and social
media—constructed self, resonance is the similarity of self and
others on social media. Users find the feelings of connection
and relatability meaningful and rewarding because they provide
opportunities for reflection and validation of the self and their
thoughts and experiences. Therefore, resonance refers to the
relatedness between a post and the user's self that is felt
internally.

By contrast, social assurance is a heuristic that users use to
quickly judgethe veracity and socia value of amessage. Unlike
the assessment of authenticity and resonance, which may require
arelatively closer examination of social media content, social
assurance relieson morereadily visible metrics associated with
apost, including likes. Knowledge of other users’ engagement
with apost may serve as cues for the credibility [23] aswell as
general acceptance of the content [22]. As a contrast to mass
media, these findings highlight the value of shared experiences
on social media

In summary, the widespread concern about falsity coexistswith
the willingness to accept manufactured social media
representations by others and rely on others' judgments rather
than one's own. While users may be suspicious about others
posts and motives, they still value authenticity and report
benefiting from resonance experiences. Moreover, the focus
group discussion suggests that these schemas may berelated to
social media use motivations, gratifications, and the contexts
that different platforms differentially afford.

Limitations

There are some limitations to this study. The participants were
college students, who may not represent the broader popul ation
of social media users. This sample was chosen because young
adults use social media more frequently and on a wider range
of platformsthan older adults. As samples of experienced users
allow researchers to gain a more in-depth insight into user
perspectives[25], these participants may appropriately capture
the purpose of thisfocus group research. Future research should
include a more heterogeneous sample. Due to the focus of this
paper, we could not include all contextua information that
emerged during the focus group sessions. Finally, focus group
datainvolve the communication of ideaswithin asocial setting.
Participants may express their thoughts differently within a
socia setting compared to a private or anonymous setting.

Study 2: Quantitative Survey

Overview

The focus group research provided valuable insights into the
diverse approaches that people use to navigate the array of
information on social media. On the basis of these findings, we
developed measurement items capturing users schemas for
evaluating social media content. The items were then
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administered to a general sample of social media users to
initially assess their content validity and construct validity.

Hypotheses

Overview

Theresults of our focus group research showed that social media
reality judgments may involve 5 dimensions: falsity, naturality,
authenticity, resonance, and social assurance. On thisbasis, we
formulated the following hypothesis:

« H1—Perceived social mediarealism isamultidimensional
construct comprising fasity, naturality, authenticity,
resonance, and social assurance.

To test the distinctiveness of the dimensions, we formulated
hypotheses predicting the rel ationshi p between each dimension
and =1 external variables. Informed by theinsights gained from
our focus groups and literature review, we expected that the
schemas would be differentialy associated with features of
social media use.

Falsity

We considered that falsity would be distinct from the other
dimensionsinthat it isageneral sense of distrust about what is
presented on social media. Despite this skepticism, the
participants in our study, as well asthose in aglobal study on
information literacy [4], continued to use social media. However,
the frequency and level of engagement may differ, depending
on the strength of the falsity beliefs. Some participants noted
that they do not “read too much into” others' posts, while other
participants reported closing their accounts on certain platforms.
For these reasons, we hypothesized that falsity will be negatively
associated with the frequency of use and engagement with social
media. We also expect that stronger falsity beliefs would lead
to greater information seeking to verify the socia media
representations against established facts. Information seeking
is a behavior to reduce uncertainty [36], which could be
associated with suspicion about the veracity of the stimuli at
hand. Accordingly, we formulated the following hypotheses:

- H2a—Falsity will be negatively associated with use
frequency and engagement with social media.

« H2b—Falsity will be positively associated with greater
information seeking.

Authenticity

We thought that the anticipated multiple dimensions should be
differentially associated with the currently available global
measure of perceived social mediarealism[18,19]. Thisexisting
global measure, asdiscussed earlier, seemsto primarily capture
authenticity, which isone of the most frequently studied aspects
of social media realism judgments. Therefore, we anticipated
that the extant global measure will be more strongly associated
with authenticity than with the other dimensions. We anti cipated
that the beliefs about authenticity could be linked to eudaimonic
gratification from social media use. Research has found that
on€e’s psychological well-being is associated with the sense that
one can manage and maintain one’ sauthentic self [37]. Building
on thesefindings, we conjectured that the desirefor, and rewards
from, encountering and interacting with authentic others could
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lead to a meaningful social media use experience, thereby
facilitating eudaimonic gratification. Accordingly, we developed
the following hypotheses:

« H3a—Authenticity will be more strongly associated with
the existing global measure of realism than the other
dimensions.

« H3b—Authenticity will be positively associated with
eudaimonic gratification.

Naturality

Naturality, the willingness to embrace artificiality in socia
media representations, may be related to other types of
gratifications or motivations. We hypothesized that the reliance
on the naturality schema may be associated with hedonic
enjoyment gratification and the motivation to escape from the
mundane and routine world through social media use. During
our focus group sessions, some participants commented that
realism does not really matter when they want to havefun being
on social media. This pursuit of happiness through media use
has been conceptualized as hedonic enjoyment [38]. Escapeis
the desire to get away from the daily rituals of work and life
[39]. In this state, people may prefer new, novel, and exotic
stimuli to the familiar [40]. Accordingly, the following
hypotheses were constructed:

« H4a—Naturality will be positively associated with hedonic

gratification.

«  H4b—Naturality will be positively associated with escape
motivation.

Resonance

As users manage networks that influence the kinds of
information they will consume, network characteristics may be
related to the schema they use to evaluate social media
messages. The preference for ideas that affirm and reinforce
existing ones—resonance—may be associated with a
homophilous social media network. Homophily refers to the
degree of similarity of node attributes, reflecting the
socialization process and social attitudes [41]. The propensity
to value consonant social media information may be linked to
how individuals use the information [27]. Specificaly,
confirmation bias was found to be positively associated with
the time spent processing information and the degree of
cognitive reflection on the information [28]. These findings
suggest that resonance may predict greater reflective thinking
when exposed to self-affirming information. Accordingly, we
formulated the following hypotheses:

+ H5a—Resonance will be positively associated with
homophilous socia networks.

- H5b—Resonancewill be positively associated with greater
reflective thinking.

Social Assurance

Social assurance, the dependence on external metrics rather
than theinternal message content to form judgments, may serve
a surveillance goal when using social media, that is, when a
person’'s primary purpose is to find out what is going on in
society and what is popular and trendy, external metrics can be
useful. However, this dependency on mental shortcuts of social
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assurance is unlikely to be positively associated with either
information-seeking or reflective-thinking behaviors. The
following hypotheses were devel oped:

« H6a—Social assurance will be positively associated with
surveillance motivation.

« H6b—Social assurance will not be associated with
information seeking or reflective thinking.

Research Question

In addition, we wondered whether these 5 schemas of realism
judgments might be differentialy related to the addictive use
of social media [42,43]. Prior research found that perceived
social mediarealismisafactor predicting social mediaaddiction
[44]. Thisfinding suggeststhat correcting social mediarealism
may mitigate social media addiction. However, the study used
agloba measure of realism, and it is unknown which specific
dimension may have a stronger association. As little prior
research provided us a basis to formulate a hypothesis, we
proposed the following research question (RQ) to examine the
possible associations:

«  What are the relationships between the 5 dimensions and
social media addiction?

Methods

Design and Participants

We recruited social media—using adults through the
CloudResearch web-based panel (Prime Research Solutions
LLC). To ensure a diverse sample, we used quota sampling to
ensure that our sample comprised 50% young adults (aged 18-29
y) and 50% adults (aged =30 y). This decision was based on
research indicating that younger adults are more likely to use
social media than older adults [6]. The sample size was 442
participants, after excluding those who failed 1 of 4 attention
checks (n=28). The participants ages ranged from 18 to 96
(mean 41.8, SD 20.7; median 29.0) years. Of the 442
participants, 219 (49.5%) were female. They reported using the
following social media platforms. Facebook (392/442, 88.7%),
Instagram (290/442, 65.6%), Reddit (180/442, 40.7%), TikTok
(234/442, 52.9%), and Twitter (213/442, 48.2%).

Ethical Considerations

This study was determined to be exempt by the institutional
review board of the Ohio State University (2022E0763). It was
deemed that this study, which involved survey procedures,
would not reasonably place the participants at risk of harm.
Before the survey participation, individua swere presented with
a consent form. Only those who consented participated in the
survey. Theweb-based panel company CloudResearch provided
the compensation to participants, which was up to US $3. Al
analyses involved deidentified data.

Measures

Measures were given on a scale ranging from 1=strongly
disagree to 5=strongly agree, unless noted otherwise. On the
basis of thefindings from the focus groups and existing research,
items were devel oped to measure the 5 aspects of socia media
reality judgments: falsity, naturality, authenticity, resonance,
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and social assurance. Multimedia Appendix 2 presents the full
list of items, along with scale means, SDs, and reliability.

Social media use frequency was assessed for 5 platforms,
including Facebook and Twitter. For each platform, participants
were asked how often they used it, and they rated their use on
a 5-point scale: 1=I don’t use this, 2=seldom, 3=sometimes,
4=often, and 5=very often (mean 2.94, SD 1.09; Cronbach
0=0.72). Socia media engagement was measured by asking
participants how often they engaged in liking, commenting,
replying to others' comments, and sharing. The scale ranged
from 1=never to 5=very often (mean 3.44, SD 0.91; Cronbach
0=0.84).

With regard to information seeking, following the stem “ after
seeing others social mediaposts,” participants were given items
that included how often they “look up additional information
to know more about the topic.” The scale ranged from 1=never
to 4=often (mean 2.77, SD 0.74; Cronbach 0=0.85).

Items for the global measure of social media realism included
“What's on socia media reflects real life for the most part”
(mean 3.01, SD 0.95; Cronbach a=0.90) [18].

Gratifications included eudaimonic and hedonic enjoyment.
Items were adapted from the study by Oliver and Raney [38].
Eudaimonic gratification itemsincluded social media* provide
agreater understanding of life” (mean 3.41, SD 0.89; Cronbach
0=0.86). Hedonic enjoyment items included “1 have fun while
on social media’ (mean 3.79, SD 0.78; Cronbach a=0.85).

Motivationsincluded escape and surveillance. Escape motivation
was measured with the scale developed by Rubin and Perse
[39]. Following the stem “| use social mediato,” itemsincluded
“forget about work and other things’ (mean 3.41, SD 0.99;
Cronbach a=0.90). Surveillance motivation was assessed using
the social media use motivation scale developed and validated
by Cho et al [19]. Respondents indicated the degree to which
they use social mediato “keep up to date with what istrending”
(mean 3.48, SD 0.87; Cronbach a=0.84).

Network homophily [45] was assessed by presenting the stem
“most people in my social media connections’ and following
it with items that included “have thoughts that are similar to
mine” and “express attitudes similar to mine” (mean 3.49, SD
0.80; Cronbach a=0.83).

Regarding reflective thinking, participants were asked, “When
seeing other people’s social media posts, how often do you think
about the following?’ Items included “what may be the
motivation for the post,” and the scale ranged from 1=never to
4=often (mean 2.82, SD 0.67; Cronbach a=0.84). These items
were based on the study by Chen [46].

Addictive social media use was measured with 6 items taken
from the study by Caplan [42]. The items represented
compulsive use, problematic use, and withdrawal dimensions.
Astheseitemsloaded onto the samefactor (loadings: 0.75-0.85),
we combined them into a single factor (mean 2.53, SD 0.99;
Cronbach 0=0.88).
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Data Analysis

H1 was tested with confirmatory factor analyses (CFA) using
the R package lavaan. H2 to H6 and the RQ were tested using
aseries of ordinary least squares multiple regressions. In each
model, the dependent variable was regressed onto all
dimensions, rather than only the one predicted to be associated,
for a more rigorous evaluation. No issue of multicollinearity
was found in the data, with variance inflation factors <4,
tolerance values >0.2, and condition indices <30. All analyses
were conducted using R (R Foundation for Statistical
Computing).

Results

Factor Structure

H1 hypothesized that the items would comprise a 5-factor
structure. Participants' responsesto the itemswereincluded for
the CFAs. Firgt, afirst-order single-factor model was estimated.
Second, a first-order oblique 5-factor model was estimated,
where the 5 factors were allowed to be correlated with each
other. Third, we estimated a first-order 3-factor model
comprising (1) falsity, (2) naturality and authenticity, and (3)
resonance and social assurance. Finally, a second-order

Table 1. Confirmatory factor analysis results.
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single-factor model was estimated, where the second-order
factor loaded on the 5 first-order factors, which were not allowed
to be correlated.

Three indices evaluated the fit of the CFA models. the
comparative fit index (desirably >0.90) [47], the root mean
square error of approximation (desirably <0.08) [48], and the
difference of Bayesian information criterion across the models
[49]. Model comparison was performed using sequential
likelihood ratio tests. Table 1 showsthemodel fit indices. These
results show that the first-order oblique 5-factor model yielded
the best fit to the data. The model comparison demonstrated
that thefirst-order 5-factor model performed significantly better

than the first-order single-factor model (Ax?;,=2556.1; P<.001),
the first-order 3-factor model (Ax27 =1326.6; P<.001), and the

second-order single-factor model (Ax25 =51.0; P<.001). The
best of these 4 modelsisthereforethefirst-order 5-factor model.
Thismodel aso hasthelowest information criteriaof al models
(Akaike information criterion=27,890, Bayesian information
criterion=28,168), which suggeststhat it isthe best fitting model
out of the 4. These findings support H1. Table 2 summarizes
the results, where the numbers are standardized regression
coefficients. Figure 1 presents the factor structure.

Model Chi-square (df) CFI2 RMSEAP
First-order single-factor 3519.9 (377) 0.606 0.137
First-order 3-factor 2290.4 (374) 0.760 0.108
First-order 5-factor 963.8 (367) 0.925 0.061
Second-order single-factor 1014.8 (372) 0.919 0.063

8CFI: comparative fit index.
PRMSEA: root mean square error of approximation.
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Table 2. Ordinary least squares regression results of testing H2 to H6 and the research question.
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Falsity Naturality Authenticity Resonance Social assurance
SM2 use frequency 0.199° 0.257° 0.065 0.095 0.230°
SM engage 0.128° 0.213° 0.163° 0.208° 0.064
Info seek 0.197° 0.138° 0.082 0.248° 0.054
Global 0.004 0.012 0.467° 0.142° 0.267°
Eudaimonic 0.114° 0.138° 0.175" 0.303° 0.085
Hedonic 0.023 0.321° 0.188° 0.312° -0.091
Escape 0.219° 0.228" -0.024 0.119 0.280°
Homophily 0.102¢ 0.047 0.242° 0.201° 0.150°
Reflect think 0.105% -0.009 0.135¢ 0.266° 0.107
Surveillance 0.049 0155 0.076 0277 0.193°
Addictive use 0.062 0,102 0.1019 0.041 0.469°

33M: social media
bp<.001.

®p<.01.

dp<.05.
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Figure 1. Factor structure.

Cho et a

048 I Falsity |
067

Falsity

0.71 Fnlsi& 3

o Falsiyd ]
0.62 Falsit

Naturality

0.64
| Falsity 6|
063 J MNaturality 1 |
075 Naturality 2 |
059 | -
078 1 Naturality 3 |
078 MNaturality 3 |
| Nawrality4 |

| Authenticity 1 |

Relationships With External Variables

Zero-order correlations between the variables are provided in
Multimedia Appendix 3. Table 2 presents the results of testing
H2 to H6 and the RQ.

H2a predicted that falsity would be negatively associated with
social media use (frequency and engagement), and H2b
predicted that falsity would be positively associated with
information seeking. H2a was rejected because falsity was
positively linked to social mediause frequency and engagement.
On the other hand, falsity positively predicted information
seeking. Other dimensions, including resonance, predicted
information seeking. H2b was partially supported.
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H3a expected that authenticity would be positively associated
with the existing global measure of social media realism, and
H3b expected that authenticity would be positively associated
with eudai monic enjoyment. Supporting H3a, authenticity was
substantially related to the global realism measure, with other
dimensions showing weaker associations. Authenticity positively
predicted eudaimonic enjoyment, but so did resonance. These
results provide partial support for H3b.

H4ahypothesized that naturality would be positively associated
with hedonic enjoyment, and H4b hypothesized that naturality
would be positively associated with escape motivation.
Naturality was indeed positively associated with hedonic
enjoyment and escape motivation. Hedonic enjoyment wasal so
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predicted by other dimensions such as resonance. Escape
motivation was related to other dimensions, including social
assurance and falsity. H4a and H4b were partially supported.

H5a anticipated that resonance would be positively associated
with socia medianetwork homophily, and H5b anticipated that
resonance would be positively associated with reflective
thinking. Resonance was positively associated with socia
network homophily. However, other dimensions, including
authenticity and social assurance, were aso linked to network
homophily. H5a was partially supported. Supporting H5b,
resonance showed a stronger positive association with reflective
thinking than any other dimensions.

H6a hypothesized that social assurance would be positively
associated with surveillance gratification, and H6b hypothesized
that social assurance would not be associated with information
seeking or reflective thinking. Social assurance was positively
associated with surveillance gratification; other dimensions,
including resonance, were also linked to surveillance. These
findings partially support H6a. Consistent with H6b, social
assurance showed no association with information seeking or
reflective thinking.

The RQ asked whether the 5 dimensionswould be differentially
associated with addictive socia media use. Social assurance
was more strongly associated with addictive social media use
than the other dimensions. Authenticity also showed a positive
association. Falsity, naturality, and resonance were unrelated
to addictive social media use.

Discussion
Summary

This survey study provides initial quantitative evidence that
social mediareality judgments comprise 5 dimensions—falsity,
naturality, authenticity, resonance, and social assurance—and
that these dimensions are differentially associated with the
patterns of social media use.

Dimensions

Falsity wasthe strongest belief among the dimensions, as shown
in Table 2. The strength of this schema observed in this study
may reflect the finding of arecent global study on information
literacy [4] that the majority of social media users are aware of
the problem of misinformation. However, this belief did not
deter people from using, and engaging with, social media. An
alternative explanation may be that frequent social media users
are more likely to encounter misinformation. Future research
should examine this potential using a longitudinal design. By
contrast, falsity did motivate users to seek information and
engage in reflective thinking. The falsity schemamay function
as a general self-protective mechanism against potential harm
on socia media. The fact that falsity was related to escape
motivation suggests that less purposeful and more passive use
of social media[50] may present users with less-than-credible
information.

Naturality is a unique dimension that emerged in this study,
representing openness to artificiality in social media
presentations. This schema was linked to hedonic enjoyment
and escape motivation for social media use. Naturality may be
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particularly relevant when people use socia media for
entertainment and diversion purposes because they may be more
willing to embrace the use of filters, digital editing and
alterations, and preplanned and prechoreographed videos. As
hedonic gratifications are central to social mediause [51], itis
important for future research to understand the mechanismsand
effects of naturality. Furthermore, the schema of naturality can
be useful for research on visual misinformation and visual
information processing, with concerns growing over the
increasing prevalence of deep fakes and cheap fakes[52].

Authenticity, as hypothesized, was more strongly associated
with the current global measure of socia media realism than
the other dimensions. This finding highlights the necessity for
multidimensional measures, such as the ones proposed in this
study, for a more comprehensive understanding of user
judgments of social media realism. Concurrently, the results
show that authenticity plays important and multiple roles in
social media use. It was positively linked to eudaimonic and
hedonic enjoyment, but the belief that people's social media
posts represent their true selves also predicted addictive social
media use.

Resonance is another distinctive dimension identified in this
study. It was a stronger predictor than the other dimensions of
reflective thinking and information seeking after social media
use. This finding corroborates the confirmation bias theory,
which argues that people tend to search for, and focus on,
information that supports their preexisting beliefs. Perhaps as
aresult, resonance facilitated social media engagement, but it
was unrel ated to the frequency of use. Inlight of thesefindings,
future research should investigate how users social media
networks influence resonance. Network homophily was
associated with resonance in this study. Future research should
expand on this result to identify other network features.

Social assurance, a heuristic-based judgment, was unrelated to
reflective thinking or information seeking. It was positively
associated with surveillance motivation for keeping up with
what is trendy. Social assurance was a stronger predictor than
the other dimensions of addictive social media use, suggesting
that it may have a less-than-healthy role in social media use.
While unrelated to eudaimonic or hedonic enjoyment, social
assurance was positively associated with escape motivation.
This schema was positively linked to the frequency of socia
media use but not to engagement with social media. These
results suggest that people depend on social assurance when
they engage in passive use of social media

The results offer further perspectives on the distinctiveness of
the dimensions, as well as their connectedness. Although
resonance and social assurance share a social-orientation focus,
theresults show that they function starkly differently. Resonance
promoted reflective thinking and information seeking, while
social assurance was unrelated to either. The former fostered
eudai moni ¢ and hedonic enjoyment, but thelatter did not. Social
assurance was strongly linked to addictive use, but resonance
was not. Resonance predicted engagement, while socia
assurance was related to the frequency of use. Resonanceisan
internally sensed connection between a post and the user,
whereas social assurance is a dependence on external cues.
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Authenticity and naturality are both judgments about others,
but the former focuses on internal thoughts and feelings, while
the latter focuses on external features, of others. Authenticity
was strongly associated with the existing global measure of
social mediarealism, while naturality was not. Considering the
important role of naturality evidenced in this study, more
research is needed to examine this dimension and its effects on
digital media uses and outcomes.

In addition, our findings suggest that resonance can be an
important dimension influencing the effects of social mediause
on health-related outcomes. Beyond our predictions, resonance
was linked to the gratifications and motivations related to
eudaimonic well-being, hedonic pleasure, and surveillance.
These associations demonstrate the importance of the sense of
connection with others in social media use and its impact on
how individuals evaluate digital information. Consistent with
our expectation, resonance predicted reflective thinking more
strongly than the other dimensions. This finding suggests the
central role of resonance in influencing how individuals may
engage with health information on social media. Collectively,
these findings highlight the need for future research to closely
examine the role of resonance in determining the evaluation of
health information on social media. Resonance is likely based
on one's prior experiences and beliefs, which can bias
subsequent judgments and actions [53].

Limitations

This study has limitations. Asit used a cross-sectional design,
making a causal inferenceis difficult. Although the predictions
were based on theory, findings should be interpreted keeping
thislimitation in mind. Future research could apply the measures
to diverse platforms and to more speciaized populations to
examine how these differences may shape the schemas. The
affordances of agiven platform may promote the use of certain
schemas rather than others. There may be differencesin schema
use across social media use experiences.

Theresults of this survey study provide a better understanding
of social mediareality judgments. The results further illustrate
that the different schemas may coexist in users for different
goals, gratifications, contexts, and outcomes. Thisunderstanding
could be useful for future efforts for digital media literacy
education to prevent the harmful effects of various forms of
misinformation, including visual misinformation.

General Discussion

Principal Findings

Across the 2 studies, this research identified prominent user
schemas for evaluating social media reality and investigated
the schemas’ association with social mediause behaviors. These
efforts aimed to develop and preliminarily validate a social
media reality measure, an instrument designed to capture
multifaceted user schemas used in assessing socia media
messages. Given the pervasiveness of misinformation, our goal
was to provide a general measure that can be used in diverse
domains of public health. The areas of application can include,
but are not limited to, awide range of public health issues such
as drugs and smoking, communicable and nhoncommunicable
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diseases, diet and eating disorders, treatments and medical
interventions, and mental health[2,3,7,9-11,14-19,21,24,42-44].

The development of these measures opens up possibilities for
future research on socia media and public health. The
multifaceted user schemas suggest a new avenue for enhancing
current effortsto counter misinformation through tailored digital
medialiteracy initiatives. The 5 dimensions suggest that research
may need to move beyond the current binary distinction of fake
versus fact to obtain a more dynamic understanding of the user
interpretations of social mediainformation. On the basis of this
understanding, user-centric tailored digital media literacy
interventions can be devel oped.

Through formative research, interventions can specifically
identify whether usershavelow or high levels of these schemas,
for example, for users with high levels of beliefs on certain
dimensions (eg, naturality, resonance, and socia assurance),
tailored interventions can seek to reduce the beliefs by providing
facts, statistics, or anecdotal evidence. Conversely, for users
with low levels of beliefs on dimensions such as falsity, a
tailored intervention can focus on content that provides new
information to increase these beliefs. For userswith the desirable
levels of beliefs (eg, low levels of beliefs on social assurance),
interventions can focus on maintaining or reinforcing the beliefs.
The optimal level of beliefs for each dimension will depend on
the specific public health issue and context, necessitating a
user-centric approach. The scales developed in this study can
usefully assist these efforts.

In thisapproach, educators can also encourage usersto critically
examine and discern the various facets of a social media post
and understand how the facets impact their judgments and
actions; for instance, a funny TikTok video may be deemed
strongly authentic, although not highly natural. A glamorous
Instagram image may be perceived as natural yet lacking in
authenticity. By challenging users to more critically examine
their beliefs, educators can help users recognize how their
existing beliefs and values shape their eval uations and improve
their ability to differentiate social media information from
reality.

By using these scales, researchers can also examine how users
deal with diverse messages within the contexts of differential
motivations and gratifications. The findings of this study (eg,
users being morewilling to embrace artificiality in social media
presentations when motivated by escapism) can be used in
educational efforts so that users can better understand how their
evaluation is context dependent.

Thefindings suggest that the multiple functions served by each
schemain various contexts and goal s should be acknowledged.
The results and the social media reality measures of this study
can assist educators in assessing users' existing schemas and
the context within which the schemas operate; for example,
although perceived authenticity may provide enjoyment, it was
weakly linked to the addictive use of social media. Therefore,
users can be prompted to question their assumptions about
authenticity. Likewise, users who hold beliefs about naturality
may be obtaining hedonic enjoyment, but they may also be
vulnerable to the growing presence of visual misinformation
on social media, including deep fakes and cheap fakes.
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The diametrically different functions of the 2 socially focused
schemas should also be addressed. The use of the resonance
schema can be rewarding, but its stronger association with
reflective thinking and information seeking compared to falsity
suggests that it may reinforce confirmation bias. Digital media
literacy efforts can inform users of thistendency and encourage
openness to different opinions. Users who rely on social
assurance should critically examine the content they quickly
accept based on metrics generated by others.

In addition, research could use the scales to examine the role
of the schemas in the mechanisms of social media effects
because different schemas, when primed, may activate different
types of information processing and produce differential
outcomes.

Although the initial form of the social media reality measure
would benefit from further validation, it holds potential for
future applications. Toimprove on our research, futureresearch
could use more diverse samples and use a longitudinal design
that allows causal inference of the realism effects.

The results of this research advance our existing knowledge.
They demonstrate that judgments of social mediarealism differ
significantly from those of mass media realism [7,8]. The
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findings a so indicate that the dimensions are broader than the
current focus on authenticity [18-20] or social media metrics
[23], encompassing aspects such as fasity, naturality, and
resonance. Furthermore, the results illuminate how these
different dimensions are differentially connected to
health-relevant perceptions and practices, including information
seeking and reflective thinking, social medianetwork structures,
and social media addiction. These insights suggest avenues for
modification and correction. By unpacking the complexity of
social media content evaluation, research can better develop
tailored interventions and strategies that improve digital media
literacy and foster healthier web-based engagement.

Conclusions

The schemas identified in this research contribute to a more
nuanced understanding of how usersinteract with, and interpret,
social media. We hope that these studies will stimulate further
research toward a deeper and more dynamic understanding of
user evaluations of socia media information. Understanding
where users stand regarding these schemas can be a basis for
developing personalized digital medialiteracy education tailored
to each individuad's distinctive set of schemas and for
proactively shielding users from the harmful influence of
misinformation on social media.

Conflictsof Interest
None declared.

Multimedia Appendix 1

COREQ (Consolidated Criteriafor Reporting Qualitative Research) checklist.

[PDF File (Adobe PDF File), 437 KB-Multimedia Appendix 1]

Multimedia Appendix 2

Dimensions and items.
[DOCX File, 17 KB-Multimedia Appendix 2]

Multimedia Appendix 3

Bivariate correlations between variables.
[DOCX File, 19 KB-Multimedia Appendix 3]

References

1.  Confronting health misinformation: the U.S. surgeon general’s advisory on building a health information environment.
U.S. Department of Health and Human Services. 2021. URL: https.//www.hhs.gov/sites/default/files/
surgeon-general-misinformation-advisory.pdf [accessed 2024-07-15] [WebCite Cache ID NBK572169]

2. Suarez-LledoV, Alvarez-Galvez J. Prevalence of health misinformation on social media: systematic review. JMed Internet
Res. Jan 20, 2021;23(1):€17187. [FREE Full text] [doi: 10.2196/17187] [Medline: 33470931]

3. Yeung AW, Tosevska A, Klager E, Eibensteiner F, Tsagkaris C, Parvanov ED, et a. Medical and hedlth-related
misinformation on social media: bibliometric study of the scientific literature. JMed Internet Res. Jan 25, 2022;24(1):€28152.
[FREE Full text] [doi: 10.2196/28152] [Medline: 34951864]

4. A global study on information literacy: understanding generational behaviors and concerns around false and misleading
information online. Poynter Institute for Media Studies, MediaWise, YouGov Inc., Google. Aug 2022. URL: https:.//www.
poynter.org/wp-content/upl oads/2022/08/A -Gl obal - Study-on-Information-L iteracy-1.pdf [accessed 2024-07-14]

5. Drouin M, Miller D, Wehle SM, Hernandez E. Why do people lie online?“ Because everyone lies on the internet”. Comput
Hum Behav. Nov 2016;64:134-142. [doi: 10.1016/j.chb.2016.06.052]

6. Auxier B, Anderson M. Socia mediausein 2021. Pew Research Center. Apr 07, 2021. URL : https.//www.pewresearch.org/
internet/2021/04/07/social-media-use-in-2021/ [accessed 2024-07-14]

https://www.jmir.org/2024/1/e52058

JMed Internet Res 2024 | vol. 26 | €52058 | p. 14
(page number not for citation purposes)


https://jmir.org/api/download?alt_name=jmir_v26i1e52058_app1.pdf&filename=6d0d56b6515bcabbd3a13b0a1eedc1aa.pdf
https://jmir.org/api/download?alt_name=jmir_v26i1e52058_app1.pdf&filename=6d0d56b6515bcabbd3a13b0a1eedc1aa.pdf
https://jmir.org/api/download?alt_name=jmir_v26i1e52058_app2.docx&filename=a462086baec660d5cce1d1e72bcabcad.docx
https://jmir.org/api/download?alt_name=jmir_v26i1e52058_app2.docx&filename=a462086baec660d5cce1d1e72bcabcad.docx
https://jmir.org/api/download?alt_name=jmir_v26i1e52058_app3.docx&filename=6891aed6ff9f8825ecf60c8383dfbf69.docx
https://jmir.org/api/download?alt_name=jmir_v26i1e52058_app3.docx&filename=6891aed6ff9f8825ecf60c8383dfbf69.docx
https://www.hhs.gov/sites/default/files/surgeon-general-misinformation-advisory.pdf
https://www.hhs.gov/sites/default/files/surgeon-general-misinformation-advisory.pdf
http://www.webcitation.org/

                                            NBK572169
https://www.jmir.org/2021/1/e17187/
http://dx.doi.org/10.2196/17187
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=33470931&dopt=Abstract
https://www.jmir.org/2022/1/e28152/
http://dx.doi.org/10.2196/28152
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=34951864&dopt=Abstract
https://www.poynter.org/wp-content/uploads/2022/08/A-Global-Study-on-Information-Literacy-1.pdf
https://www.poynter.org/wp-content/uploads/2022/08/A-Global-Study-on-Information-Literacy-1.pdf
http://dx.doi.org/10.1016/j.chb.2016.06.052
https://www.pewresearch.org/internet/2021/04/07/social-media-use-in-2021/
https://www.pewresearch.org/internet/2021/04/07/social-media-use-in-2021/
http://www.w3.org/Style/XSL
http://www.renderx.com/

JOURNAL OF MEDICAL INTERNET RESEARCH Choetd

7. ChoH, Shen L, Wilson K. Perceived realism: dimensions and roles in narrative persuasion. Commun Res. Jul 12,
2012;41(6):828-851. [doi: 10.1177/0093650212450585]

8.  Hall A. Reading realism: audiences evaluations of the reality of mediatexts. J Commun. Dec 2003;53(4):624-641. [doi:
10.1111/j.1460-2466.2003.tb02914.X]

9.  LivingstonJ, Holland E, Fardouly J. Exposing digital posing: the effect of social media self-disclaimer captionsonwomen's
body dissatisfaction, mood, and impressions of the user. Body Image. Mar 2020;32:150-154. [doi:
10.1016/j.bodyim.2019.12.006] [Medline: 32014705]

10. Bury B, Tiggemann M, Slater A. Disclaimer |abels on fashion magazine advertisements: does timing of digital alteration
information matter? Eat Behav. Apr 2017;25:18-22. [FREE Full text] [doi: 10.1016/j.eatbeh.2016.08.010] [Medline:
27591965]

11. Naderer B, Peter C, Karsay K. This picture does not portray reality: developing and testing adisclaimer for digitally enhanced
pictures on social media appropriate for Austrian tweens and teens. J Child Media. Jun 23, 2021;16(2):149-167. [doi:
10.1080/17482798.2021.1938619]

12. Egelhofer JL, Boyer M, Lecheler S, Aaldering L. Populist attitudes and politicians’ disinformation accusations: effects on
perceptions of media and politicians. J Commun. Dec 2022;72(6):619-632. [doi: 10.1093/joc/jgac031]

13. Ferrari E. Fake accounts, real activism: political faking and user-generated satire as activist intervention. New Media Soc.
Sep 21, 2017;20(6):2208-2223. [doi: 10.1177/1461444817731918]

14. Barlett CP, Rodeheffer C. Effects of realism on extended violent and nonviolent video game play on aggressive thoughts,
feelings, and physiological arousal. Aggress Behav. 2009;35(3):213-224. [doi: 10.1002/ab.20279] [Medline: 19280624]

15. Huesmann LR. The impact of electronic media violence: scientific theory and research. J Adolesc Health. Dec 2007;41(6
Suppl 1):S6-13. [FREE Full text] [doi: 10.1016/j.jadohealth.2007.09.005] [Medline: 18047947]

16. ChoH, Song CC, AdamsD. Efficacy and mediators of aweb-based medialiteracy intervention for indoor tanning prevention.
JHealth Commun. Feb 01, 2020;25(2):105-114. [FREE Full text] [doi: 10.1080/10810730.2020.1712500] [Medline:
31984873]

17. ChoH, YuB, CannonJ, Zhu'Y M. Efficacy of amedialiteracy intervention for indoor tanning prevention. JHealth Commun.
2018;23(7):643-651. [FREE Full text] [doi: 10.1080/10810730.2018.1500659] [Medline: 30058942]

18. Tiggemann M, Anderberg . Social mediaisnot real: the effect of ‘ Instagram vsreality’ images on women'ssocial comparison
and body image. New Media Soc. Nov 16, 2019;22(12):2183-2199. [doi: 10.1177/1461444819888720]

19. ChoH, Li W, ShenL, Cannon J. Mechanisms of social media effects on attitudes toward e-cigarette use: motivations,
mediators, and moderatorsin anational survey of adolescents. JMed Internet Res. Jun 27, 2019;21(6):€14303. [FREE Full
text] [doi: 10.2196/14303] [Medline: 31250830]

20. Schwarz KC, Williams JP. Introduction to the socia construction of identity and authenticity. In: Studies on the Social
Construction of Identity and Authenticity. Milton Park, UK. Routledge; 2020.

21. JenkinsEL, llicic J, Barklamb AM, McCaffrey TA. Assessing the credibility and authenticity of social media content for
applications in health communication: scoping review. JMed Internet Res. Jul 23, 2020;22(7):€17296. [FREE Full text]
[doi: 10.2196/17296] [Medline: 32706675]

22. Waddell TF, Sundar SS. Bandwagon effectsin social television: how audience metrics related to size and opinion affect
the enjoyment of digital media. Comput Hum Behav. Jun 2020;107:106270. [doi: 10.1016/j.chb.2020.106270]

23. Metzger MJ, Flanagin AJ, Medders RB. Social and heuristic approaches to credibility evaluation online. JCommun. Sep
2010;60(3):413-439. [doi: 10.1111/].1460-2466.2010.01488.X]

24. ChoH, Shen L, Peng L. Examining and extending the influence of presumed influence hypothesisin social media. Media
Psychol. 2021;24(3):413-435. [FREE Full text] [doi: 10.1080/15213269.2020.1729812] [Medline: 34421390]

25. Del VicarioM, Bessi A, Zollo F, Petroni F, ScalaA, Caldarelli G, et al. The spreading of misinformation online. Proc Natl
Acad Sci U SA. Jan 19, 2016;113(3):554-559. [FREE Full text] [doi: 10.1073/pnas.1517441113] [Medline: 26729863]

26. Hazard PD, Klapper JT. The effects of mass communication. Am Q. 1962;14(1):103-104. [doi: 10.2307/2710239]

27. Nickerson RS. Confirmation bias: a ubiquitous phenomenon in many guises. Rev Gen Psychol. Jun 1998;2(2):175-220.
[doi: 10.1037//1089-2680.2.2.175]

28. Knobloch-Westerwick S, Mothes C, Polavin N. Confirmation bias, ingroup bias, and negativity bias in selective exposure
to political information. Commun Res. Jul 18, 2017;47(1):104-124. [doi: 10.1177/0093650217719596]

29. Munro GD, Stansbury JA. The dark side of self-affirmation: confirmation bias and illusory correlation in response to
threatening information. Pers Soc Psychol Bull. Sep 02, 2009;35(9):1143-1153. [doi: 10.1177/0146167209337163] [Medline:
19491331]

30. Asker D, DinasE. Thinking fast and furious: emotional intensity and opinion polarization in online media. Public Opin Q.
Sep 09, 2019;83(3):487-509. [doi: 10.1093/pog/nfz042]

31. AspersP, Corte U. What is qualitative in qualitative research. Qual Sociol. 2019;42(2):139-160. [FREE Full text] [doi:
10.1007/s11133-019-9413-7] [Medline: 31105362]

32. Krueger RA, Casey MA. Focus Groups: A Practical Guidefor Applied Research. Thousand Oaks, CA. SAGE Publications,
2014.

https://www.jmir.org/2024/1/e52058 JMed Internet Res 2024 | vol. 26 | €52058 | p. 15

(page number not for citation purposes)


http://dx.doi.org/10.1177/0093650212450585
http://dx.doi.org/10.1111/j.1460-2466.2003.tb02914.x
http://dx.doi.org/10.1016/j.bodyim.2019.12.006
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=32014705&dopt=Abstract
https://core.ac.uk/reader/74221090?utm_source=linkout
http://dx.doi.org/10.1016/j.eatbeh.2016.08.010
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=27591965&dopt=Abstract
http://dx.doi.org/10.1080/17482798.2021.1938619
http://dx.doi.org/10.1093/joc/jqac031
http://dx.doi.org/10.1177/1461444817731918
http://dx.doi.org/10.1002/ab.20279
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=19280624&dopt=Abstract
https://europepmc.org/abstract/MED/18047947
http://dx.doi.org/10.1016/j.jadohealth.2007.09.005
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=18047947&dopt=Abstract
https://europepmc.org/abstract/MED/31984873
http://dx.doi.org/10.1080/10810730.2020.1712500
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=31984873&dopt=Abstract
https://europepmc.org/abstract/MED/30058942
http://dx.doi.org/10.1080/10810730.2018.1500659
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=30058942&dopt=Abstract
http://dx.doi.org/10.1177/1461444819888720
https://www.jmir.org/2019/6/e14303/
https://www.jmir.org/2019/6/e14303/
http://dx.doi.org/10.2196/14303
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=31250830&dopt=Abstract
https://www.jmir.org/2020/7/e17296/
http://dx.doi.org/10.2196/17296
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=32706675&dopt=Abstract
http://dx.doi.org/10.1016/j.chb.2020.106270
http://dx.doi.org/10.1111/j.1460-2466.2010.01488.x
https://europepmc.org/abstract/MED/34421390
http://dx.doi.org/10.1080/15213269.2020.1729812
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=34421390&dopt=Abstract
https://www.pnas.org/doi/abs/10.1073/pnas.1517441113?url_ver=Z39.88-2003&rfr_id=ori:rid:crossref.org&rfr_dat=cr_pub  0pubmed
http://dx.doi.org/10.1073/pnas.1517441113
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=26729863&dopt=Abstract
http://dx.doi.org/10.2307/2710239
http://dx.doi.org/10.1037//1089-2680.2.2.175
http://dx.doi.org/10.1177/0093650217719596
http://dx.doi.org/10.1177/0146167209337163
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=19491331&dopt=Abstract
http://dx.doi.org/10.1093/poq/nfz042
https://europepmc.org/abstract/MED/31105362
http://dx.doi.org/10.1007/s11133-019-9413-7
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=31105362&dopt=Abstract
http://www.w3.org/Style/XSL
http://www.renderx.com/

JOURNAL OF MEDICAL INTERNET RESEARCH Choetd

33.

35.

36.

37.

38.

39.

40.

41.

42.

43.

45,

46.

47.

48.

49,

50.

51.

52.

53.

Saunders B, Sim J, Kingstone T, Baker S, Waterfield J, Bartlam B, et a. Saturation in qualitative research: exploring its
conceptualization and operationalization. Qual Quant. 2018;52(4):1893-1907. [FREE Full text] [doi:
10.1007/s11135-017-0574-8] [Medline: 29937585]

Strauss A, Corbin J. Basics of Qualitative Research: Techniques and Procedures for Devel oping Grounded Theory, Second
Edition. Thousand Oaks, CA. SAGE Publications, Inc; 1998.

Smith RK, Yazdani E, Wang P, Soleymani S, Ton LA. The cost of looking natural: why the no-makeup movement may
fail to discourage cosmetic use. J Acad Mark Sci. Aug 10, 2021;50(2):324-337. [doi: 10.1007/s11747-021-00801-2]

Afifi WA, Weiner JL. Toward atheory of motivated information management. Commun Theory. Jan 10, 2006;14(2):167-190.
[doi: 10.1111/j.1468-2885.2004.tb00310.X]

Ryff CD. Happinessis everything, or isit? Explorations on the meaning of psychological well-being. J Pers Soc Psychal.
1989;57(6):1069-1081. [doi: 10.1037//0022-3514.57.6.1069]

Oliver MB, Raney AA. Entertainment as pleasurable and meaningful: identifying hedonic and eudaimonic motivations for
entertainment consumption. J Commun. Oct 03, 2011;61(5):984-1004. [doi: 10.1111/j.1460-2466.2011.01585.X]

Rubin AM, Perse EM. Audience activity and television news gratifications. Commun Res. 1987;14(1):58-84. [doi:
10.1177/009365087014001004]

Farquhar LK, Meeds R. Types of fantasy sports users and their motivations. J Comput Mediat Commun. Jul 01,
2007;12(4):1208-1228. [doi: 10.1111/j.1083-6101.2007.00370.X]

McPherson M, Smith-Lovin L, Cook JM. Birds of afeather: homophily in social networks. Annu Rev Sociol. Aug
2001;27(1):415-444. [doi: 10.1146/annurev.soc.27.1.415]

Caplan SE. Problematic internet use and psychosocial well-being: development of a theory-based cognitive—behavioral
measurement instrument. Comput Hum Behav. Sep 2002;18(5):553-575. [doi: 10.1016/S0747-5632(02)00004-3]

Dogan H, Norman H, Alrobai A, Jiang N, Nordin N, Adnan A. A web-based intervention for social media addiction disorder
management in higher education: quantitative survey study. JMed Internet Res. Oct 02, 2019;21(10):e14834. [FREE Full
text] [doi: 10.2196/14834] [Medline: 31579018]

Li W, Cho H. Modifiable factors associated with social media addiction: gratifications sought, social media realism, and
socia network characteristics. Commun Rep. Sep 15, 2022;36(2):69-81. [doi: 10.1080/08934215.2022.2121976]

Mal, Lee CS, Goh DH. Understanding news sharing in social media: an explanation from the diffusion of innovations
theory. Online Inf Rev. 2014;38(5):598-615. [doi: 10.1108/0IR-10-2013-0239]

Chen Y C. The effectiveness of different approaches to media literacy in modifying adolescents' responsesto acohol. J
Health Commun. Jun 2013;18(6):723-739. [doi: 10.1080/10810730.2012.757387] [Medline: 23496333]

Hu LT, Bentler PM. Cutoff criteriafor fit indexes in covariance structure analysis: conventional criteria versus new
alternatives. Struct Equ Modeling. Jan 1999;6(1):1-55. [doi: 10.1080/10705519909540118]

Browne MW, Cudeck R. Alternative ways of assessing model fit. Sociol Methods Res. 1992;21(2):230-258. [doi:
10.1177/0049124192021002005]

Raftery AE. Bayesian model selection in social research. Sociol Methodol. 1995;25(1995):111-163. [doi: 10.2307/271063]
Escobar-Viera CG, Shensa A, Bowman ND, Sidani JE, Knight J, James AE, et al. Passive and active socia media use and
depressive symptoms among United States adults. Cyberpsychol Behav Soc Netw. Jul 2018;21(7):437-443. [doi:
10.1089/cyber.2017.0668] [Medline: 29995530]

de Oliveira Santini F, LadeiraWJ, Pinto DC, Herter MM, Sampaio CH, Babin BJ. Customer engagement in social media:
aframework and meta-analysis. JAcad Mark Sci. May 27, 2020;48:1211-1228. [doi: 10.1007/s11747-020-00731-5]
Paris B, Donovan J. Deepfakes and cheap fakes: the manipulation of audio and visual evidence. Data & Society. Sep 18,
2019. URL: https://datasociety.net/library/deepfakes-and-cheap-fakes/ [accessed 2024-07-15]

ChoH, Cannon J, Lopez R, Li W. Social medialiteracy: aconceptual framework. New Media Soc. Feb 2024;26(2):941-960.
[FREE Full text] [doi: 10.1177/14614448211068530] [Medline: 38328341]

Abbreviations

CFA: confirmatory factor analyses
COREQ: Consolidated Criteriafor Reporting Qualitative Research
RQ: research question

https://www.jmir.org/2024/1/e52058 JMed Internet Res 2024 | vol. 26 | €52058 | p. 16

(page number not for citation purposes)


https://europepmc.org/abstract/MED/29937585
http://dx.doi.org/10.1007/s11135-017-0574-8
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=29937585&dopt=Abstract
http://dx.doi.org/10.1007/s11747-021-00801-2
http://dx.doi.org/10.1111/j.1468-2885.2004.tb00310.x
http://dx.doi.org/10.1037//0022-3514.57.6.1069
http://dx.doi.org/10.1111/j.1460-2466.2011.01585.x
http://dx.doi.org/10.1177/009365087014001004
http://dx.doi.org/10.1111/j.1083-6101.2007.00370.x
http://dx.doi.org/10.1146/annurev.soc.27.1.415
http://dx.doi.org/10.1016/S0747-5632(02)00004-3
https://www.jmir.org/2019/10/e14834/
https://www.jmir.org/2019/10/e14834/
http://dx.doi.org/10.2196/14834
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=31579018&dopt=Abstract
http://dx.doi.org/10.1080/08934215.2022.2121976
http://dx.doi.org/10.1108/OIR-10-2013-0239
http://dx.doi.org/10.1080/10810730.2012.757387
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=23496333&dopt=Abstract
http://dx.doi.org/10.1080/10705519909540118
http://dx.doi.org/10.1177/0049124192021002005
http://dx.doi.org/10.2307/271063
http://dx.doi.org/10.1089/cyber.2017.0668
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=29995530&dopt=Abstract
http://dx.doi.org/10.1007/s11747-020-00731-5
https://datasociety.net/library/deepfakes-and-cheap-fakes/
https://europepmc.org/abstract/MED/38328341
http://dx.doi.org/10.1177/14614448211068530
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=38328341&dopt=Abstract
http://www.w3.org/Style/XSL
http://www.renderx.com/

JOURNAL OF MEDICAL INTERNET RESEARCH Choetd

Edited by T Leung, G Eysenbach; submitted 21.08.23; peer-reviewed by A Faux-Nightingale, M Zhou; comments to author 06.09.23;
revised version received 26.09.23; accepted 01.07.24; published 06.08.24

Please cite as.

ChoH, Li W, LopezR

A Multidimensional Approach for Evaluating Reality in Social Media: Mixed Methods Sudy
J Med Internet Res 2024;26:€52058

URL: https://www.jmir.org/2024/1/€52058

doi: 10.2196/52058

PMID: 39106092

©HyunYi Cho, Wenbo Li, Rachel Lopez. Originally published in the Journal of Medical Internet Research (https://www.jmir.org),
06.08.2024. This is an open-access article distributed under the terms of the Creative Commons Attribution License
(https://creativecommons.org/licenses/by/4.0/), which permits unrestricted use, distribution, and reproduction in any medium,
provided the original work, first published in the Journal of Medical Internet Research (ISSN 1438-8871), is properly cited. The
complete bibliographic information, a link to the original publication on https.//www.jmir.org/, as well as this copyright and
license information must be included.

https://www.jmir.org/2024/1/e52058 JMed Internet Res 2024 | vol. 26 | €52058 | p. 17
(page number not for citation purposes)

RenderX


https://www.jmir.org/2024/1/e52058
http://dx.doi.org/10.2196/52058
http://www.ncbi.nlm.nih.gov/entrez/query.fcgi?cmd=Retrieve&db=PubMed&list_uids=39106092&dopt=Abstract
http://www.w3.org/Style/XSL
http://www.renderx.com/

