
Abstract

In today’s digital era, a strong online presence is not just desirable, but often lucrative. Our study
elaborates on the development and validation of the Interest in Self-Marketisation Online (ISMO) scale,
designed to measure how individuals perceive their online persona as a valuable asset. Drawing upon
existing literature, semi-structured interviews, focus group discussions, and three quantitative surveys,
we established the ISMO scale as a reliable and valid instrument. An adult Romanian quota sample (n=
822) was utilised for the confirmatory stage of the study. The reliability and validity of the scale were
tested successfully on an adult USA quota sample (n= 280). Findings revealed ISMO to be significant-
ly influenced by attributes like materialism, self-monitoring, sincerity, and entrepreneurship. More-
over, it emerged as a powerful predictor of Facebook dependency, the number of online social networks
one engages with, and the time spent on these platforms. Our study breaks new ground in understand-
ing online self-marketisation (SMO), a concept that embodies the intersections of identity, self-pres-
entation, and commercialisation in the digital age. From a practical perspective, measuring individuals’
interest in self-marketisation online offers valuable insights into future self-conceptualisation and per-
sonal branding strategies, reflecting our growing immersion in the digital world.

Keywords: online self-marketisation; personal image salience; self-monitoring; entrepreneurship;
scale development and validation

1. Introduction

As the digital landscape evolves, it creates an intricate web of self-expression, interac-
tion, and personal branding. In the tapestry of this digital sphere, a potent paradigm of per-
sonal representation manifests: the practice of self-marketisation online. In this new form of
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self-expression, individuals actively curate their digital personas for personal or financial
gain, often projecting a marketable version of themselves to the virtual audience (Marwick,
2013; Tuominen et al., 2023). This presents a complex interplay of individual motivations,
self-presentation strategies (Goffman, 1959; Hogan, 2010), and the technological affordances
of online platforms. In recent years, the practice of self-marketisation has become not just an
option but a requirement for those seeking to enhance their personal branding and profes-
sional visibility for financial prospects online. The digital self-presentation process is now tan-
gled with the economics of attention, where visibility frequently translates into concrete social
and financial capital (Heitmayer, 2024).

Given the complexity of this digital self-curation process, there is a need for a dedicated
scale that assesses individuals’ engagement in self-marketisation online, capturing the indi-
viduals’ focus on leveraging their online persona for material rewards and the significance
placed on online appearance and audience perception. As no comprehensive scale currently
exists to measure self-marketisation, we propose a tool that assesses the extent to which in-
dividuals actively engage in strategic self-presentation online with the goal of monetising
their digital personas.

Existing scales do not fully capture the complexity of the online self-marketisation con-
cept, as they primarily address adjacent aspects. The Self-Monitoring Scale (SMS, Snyder,
1974) measures individuals’ response to social cues but neglects the unique aspects of online
environments and sincerity. Similarly, the Material Values Scale (MVS, Richins, 2004) gauges
materialistic motivations but does not address the complexity of online self-presentation.

Scales like the modified Self-Presentation Tactics Scale on Facebook (SPTS, Rosenberg,
2009), the Instagram Self-Presentation Tactics Scale (ISPT, adapted by Sarita & Suleeman,
2017 from the original scale developed by Lee et al., 1999), the Presentation of Online Self
Scale (POSS for adolescents, Fullwood et al., 2016; and POSSA for adults, Strimbu et al.,
2021) concentrate on platform-specific behaviour, limiting their cross-platform applicabili-
ty, and do not focus on self-marketisation behaviours. Other scales, such as the Self-Presen-
tation Tactics in Social Media (SPTSM, Huang, 2014), are culturally specific and have been
adapted for specific demographics, such as Chinese adolescents. The Authenticity Scale (Wood
et al., 2008) assesses authenticity in daily interactions, but does not fully consider digital-
specific challenges. The Narcissistic Personality Inventory (NPI, Raskin & Terry, 1988),
though predictive of online behaviours like selfie-posting (McCain et al., 2016), mainly fo-
cuses on a single personality trait, missing the wider scope of self-marketisation behaviours
and attitudes. 

Also, the Digital Self-Efficacy scale (Ulfert & Schmidt, 2022) considers an important as-
pect of online self-marketisation by measuring confidence in using social platforms for ef-
fective self-presentation. However, by focusing on the perceived digital competencies, it fails
to address self-marketisation strategies which are encompassed in the ISMO scale. Comple-
menting the landscape of scales measuring online self-presentation and marketisation, The Per-
sonal Brand Equity scale by Gorbatov et al. (2020) quantifies the external value of personal
brands, contrasting with the ISMO scale’s focus on the strategies of online self-marketisation
like self-monitoring and sincerity. Therefore, this study aims to explore the multi-dimension-
al aspects of online self-marketisation as existing scales do not fully capture this concept. We
incorporate Belk’s (2016) seminal study of the digital self and Goffman’s (1959) enduring the-
ory of everyday self-presentation. Research on social comparison on social networks (Ver-
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duyn et al., 2020) and the balance between self-promotion and authenticity in social media
(Dumas et al., 2020) further illuminate online self-marketisation’s unique characteristics.

The Interest in Self-Marketisation Online (ISMO) scale, based on recent theories and stud-
ies, is a new instrument for understanding motivations behind monetizing online personas. It
highlights the role of influencer marketing (Joshi et al., 2023) in motivating individuals to self-
market for material gains (Djafarova & Rushworth, 2017). The ISMO scale also sheds light on
managing personal image salience in digital spaces, capturing nuances of online self-marketi-
sation. In an era where influencers are valued for authenticity (Köles et al., 2024), the scale em-
phasizes the importance of developing a marketable online identity, akin to influencer success.

2. Theoretical Background

2.1. Conceptualizing Self-Marketisation: 
The Online Self in a Materialistic and Entrepreneurial Society

Self-marketisation is the ongoing and intentional effort to shape, refine, and promote one’s
personal identity as something valuable in the marketplace. It is closely tied to personal brand-
ing, where people consciously curate their online and professional presence to stay compet-
itive in an increasingly digital world. Rooted in today’s fast-paced, gig-driven economy, this
process pushes individuals to present themselves as brands, combining emotional engage-
ment, visual storytelling, and platform-specific strategies to maintain visibility and appeal
(Whitmer, 2019). Self-marketisation extends beyond verbal self-representation to include aes-
thetic labour, where individuals meticulously curate their appearance, lifestyle, and daily ac-
tivities to align with market expectations and strategically design their visual and narrative
identity (Gran, 2025). This process fits into the platform economy, where people are pushed
to create eye-catching and carefully curated online personas to gain followers and pursue ca-
reer opportunities (Alacovska et al., 2025). 

Expanding on Giddens’ (1991) idea of the reflexive self, self-marketisation is about con-
stantly adapting and reshaping one’s identity to keep up with shifting social and economic
trends. It goes beyond making a good first impression as it represents a long-term effort to
stand out while still appearing authentic. Digital platforms add to this pressure, acting as both
a stage where people showcase themselves and a metric for their success, while algorithms
reward engagement-driven content (Dumitriu & Ciobanu, 2015; Rogstad et al., 2024). 

Self-marketisation can also be understood as a form of self-commodification, where in-
dividuals transform their identities into branded, consumable products to increase economic
and social capital. One of the main tensions in self-marketisation is the paradox of authen-
ticity, as people must appear both genuine and carefully tailored to meet audience expecta-
tions (Bullingham & Vasconcelos, 2013). This transformation is particularly visible in digital
environments, where authenticity itself becomes a curated performance designed to attract en-
gagement, sponsorships, and monetisation opportunities (Marshall, 2021). In this sense, self-
marketisation operates as a dual process: individuals seek validation while simultaneously
optimizing their visibility for commercial purposes. This process leads to tensions between
authenticity and performativity, as individuals must balance personal expression with strate-
gic branding (Hoose & Rosenbohm, 2023). This dual pressure leads to hyper-managed self-
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presentation, where even vulnerability and personal struggles become strategic elements of
one’s brand (Zhao et al., 2025). 

Self-marketisation reflects the neoliberal push for self-entrepreneurship, treating person-
al identity like a business, where individuals must constantly invest in their skills, image, and
brand to stay relevant and market themselves effectively (du Gay, 1996; Arruda & Dixson,
2010). These pressures blur the line between personal and professional life, demanding a
carefully crafted online identity that job markets expect more and more of (Duffy & Kang,
2019; Whitmer, 2019). Digital platforms have made self-marketisation feel less like a choice
and more like a necessity. On YouTube, Instagram, and TikTok, success depends on visibil-
ity, engagement, and staying in tune with ever-changing algorithms (Raun, 2018). Therefore,
people navigate a constant balancing act, striving to appear both authentic and aspirational
while carefully curating a digital persona that feels genuine yet strategically crafted (Raun,
2018; Whitmer, 2019). This shift makes self-commodification a professional necessity, requir-
ing individuals to manage their online presence and leverage their networks (Dean, 2023). 

Whether through content monetisation, sponsorships, or self-employment, self-marketi-
sation serves as a mechanism for transforming personal identity into a form of financial cap-
ital (Chin & Chee, 2024), thus closely tied to entrepreneurial intent, as individuals leverage
their online presence to develop economic opportunities. Self-marketisation is a form of en-
trepreneurial labour, where people constantly refine their self-presentation to attract audi-
ences, clients, or employers (Jonsson, 2023). In today’s social media-driven economy, visibility
and engagement are essential for individuals to leverage their social capital for economic
gain. Yan (2021) introduces the concept of self as enterprise, explaining how market-driven
economies push individuals to self-manage and optimise their labour value according to eco-
nomic principles. Also, entrepreneurial intent is deeply tied to opportunity recognition, where
individuals identify and use resources to create economic and social value (Chell, 2007). Self-
marketisation requires an entrepreneurial mindset, helping individuals stay visible, stand out
among competitors, and ensure long-term career sustainability, reinforcing its role as a form
of entrepreneurial ambition (Khamis et al., 2016; Xu et al., 2023). The rise of digital platforms
has transformed self-branding into an entrepreneurial strategy, requiring individuals to culti-
vate a hybrid identity that balances self-expression with market-driven tactics to maintain
relevance and monetize their presence (Duffy & Hund, 2015; Barros et al., 2025). Moreover,
research shows that individuals with a strong entrepreneurial identity actively shape their per-
sonal brand as a competitive advantage in careers and business (Liñán et al., 2018). This high-
lights self-marketisation as more than just a digital presence and more about building a lasting
entrepreneurial mindset (Zhang et al., 2024).

The digital era has transformed the ‘online self’ into a central identity aspect, blending dig-
ital expressions with physical existence (Cover, 2016; Marwick, 2013). This integration affects
self-perception, making the online and offline selves increasingly indistinguishable and equal-
ly important in identity formation (Garbaºevschi, 2021; Haimson & Hoffmann, 2021). A core
dimension of self-marketisation is impression management, which draws from Goffman’s
(1959) dramaturgical model. Individuals actively control and direct their self-presentation to
influence how they are perceived by others. In digital spaces, this involves curating content,
managing engagement, and crafting authenticity. Self-marketisation, in this sense, is both a
performance and a regulatory process where individuals must balance idealized self-images
with social expectations (Shulman, 2022). Furthermore, societal norms and materialistic val-
ues, alongside a growing entrepreneurial spirit, shape the management of the online self. 
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Materialism’s influence on both real and virtual self-presentation highlights the inter-
twined nature of societal values and digital identity (Christopher & Schlenker, 2004; Frun-
zaru & Garbaºevschi, 2016; Dittmar, 2021). The self-presentation in the online realm is also
strongly influenced by the growing enterprise culture in society (Salamon, 2020). Here, in-
dividuals view themselves as entrepreneurs of their lives, pursuing the generation and extrac-
tion of value (Mardon et al., 2023). This entrepreneurial spirit has found its way into digital
self-expression and self-marketing, leading to what could be termed the ‘commodification of
the self’ (Illouz, 2021).

Materialism and entrepreneurship underpin motivations for online self-marketisation. Ma-
terialism, defined as attributing personal happiness, success, and social status to material
goods (Belk, 1985; Richins, 1987), expands to online platforms as individuals seek material
gains through virtual personas (Dittmar, 2021). On the other hand, entrepreneurship, denot-
ing innovation, risk-taking, and proactivity (Rauch & Frese, 2007), in self-marketisation on-
line signifies strategic personal branding for value creation in digital spaces (Shepherd, 2015).
It expands to individuals marketing their skills and attributes on social media, exhibiting en-
trepreneurial behaviour (Agyapong et al., 2021). Materialism and entrepreneurship thus form
the crux of online self-marketisation.

In a context where online platforms that reward self-promotion and self-branding are pro-
liferating, individuals begin to approach their online self as a valuable commodity to be strate-
gically curated, managed, and traded (Duffy, 2017; Marwick & Boyd, 201; Chandra et al.,
2022 ). Consequently, the online self evolves to reflect a market-oriented society, shaped by
material and entrepreneurial values. The way materialism, entrepreneurship, and online self-
presentation come together to shape self-marketisation is complex and worth deeper exploration. 

The increasing use of social networks has significantly shaped online behaviour, including
self-marketisation, as users adapt their self-presentation strategies to fit evolving social media
landscapes (Kuss & Griffiths, 2017). One key factor influencing self-marketisation is social
visibility, where high friend counts on social media act as popularity metrics, enhancing influ-
ence and reach, and ultimately reinforcing personal branding efforts (Nadkarni & Hofmann,
2012). Regular posting and interaction help people build a sense of community and stay visi-
ble online. This active engagement shapes how they present themselves, boosting their influ-
ence and perceived value in both social and professional settings (Verduyn et al., 2020). 

The increasing use of and dependency on social media play a significant role in shaping
entrepreneurial intent, as these platforms encourage self-optimization, visibility, and audience
engagement (Chin & Chee, 2024). By continuously interacting with algorithm-driven environ-
ments, individuals develop an entrepreneurial mindset, experimenting with branding tech-
niques, audience analytics, and content monetisation strategies to sustain their digital presence
and maximize opportunities (Pérez-Fernández et al., 2024). Nevertheless, the ever-changing
digital landscape makes it challenging to understand how users rely on social media. Facebook,
often studied due to its early dominance, broad user base, and wide reach, remains a key fo-
cus in research (Kuss & Griffiths, 2017; Kemp, 2023). While Instagram emphasizes visual
aesthetics and personal branding (Liu & Suh, 2017), and TikTok focuses on creative self-ex-
pression and short entertainment (Eryc, 2022), the user behaviours and dependencies on these
platforms are often more fragmented and less universally applicable than those on Facebook.
Unlike general use, dependency reflects a stronger reliance on Facebook for self-presentation,
and career growth (Michikyan et al., 2014). Research shows that validation-seeking behaviours
drive users to continuously promote themselves to gain recognition and maintain their online
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presence (Moningka & Eminiar, 2020). This reinforces self-marketisation, where individuals
curate their content strategically to stay visible, strengthen their personal brand, and stand out
in competitive digital spaces (Loh & Walsh, 2021). Additionally, Facebook’s algorithms fuel
dependency by driving prolonged engagement, making it a key space for entrepreneurial self-
promotion and potential monetization (Duffy & Pooley, 2017; Meese & Hurcombe, 2021).
Exploring the relationship between social media reliance, especially on Facebook, and online
self-marketisation facilitates a thorough examination of this modern digital trend and its ef-
fects. Self-marketisation is a key strategy for recognition and material opportunities in a dig-
italised world. It captures how materialism and entrepreneurship drive individuals to curate,
optimise, and monetise their digital identity in an evolving platform economy, with Facebook
dependency and use reinforcing these behaviours.

2.2. Navigating Online Identity: Self-Monitoring and Sincerity

As self-marketisation becomes increasingly embedded in digital id and non-verbal affec-
tive displayentity construction, self-monitoring emerges as a core mechanism for navigating
this landscape. Originally described by Snyder (1974, p. 526), self-monitoring represents the
self-control of “self-presentation, expressive behaviour, and non-verbal affective display”.
Individuals with high self-monitoring tendencies are highly aware of how they are perceived
online, carefully selecting content that aligns with audience expectations, while reinforcing
their entrepreneurial identity (Elias & Gill, 2017). Social media platforms push users to main-
tain a consistent and engaging personal brand, shaping their self-presentation to meet market
demands (Whitmer, 2019). Personal branding is often described as a “self-focused and high-
ly individualistic strategy for self-marketing” (Arruda & Dixson, 2010, p. 10). A key chal-
lenge in personal branding as self-marketisation is balancing control, authenticity, and
consistency (Trang et al., 2023). Freelancers should continuously refine their online pres-
ence, demonstrating a blend of personal branding and professional positioning, with com-
mercial appeal to secure work (Blyth et al., 2024).

In the digital world, the way people share personal information and manage interactions
shapes how they balance their offline and online identities (Krämer & Winter, 2008; Hall et
al., 2013; Skoric et al., 2016). Self-monitoring and sincerity play a significant role in this
process, as social media blurs the line between authentic self-expression and societal expec-
tations, rendering online authenticity more complex (Hogan, 2010; Marwick & Boyd, 2011).
The capacity to curate online personas challenges the distinction between authenticity and on-
line constructs (Cover, 2016), with studies indicating that online identities are more about
strategic narratives than genuine self-expression (Kreling et al., 2022). However, an influ-
encer’s sincerity, built on genuine self-disclosure, deepens connections with followers, mak-
ing them more likely to trust and act on recommendations. Gran (2025) highlights that online
self-presentation operates as a form of performance, where individuals selectively disclose
personal information to shape their public image. This balance between authenticity and strate-
gic self-presentation reinforces their influence, showing that sincerity is not just about being
real but also an important aspect of effective digital endorsements, blending relatability with
commercial intent (Koay et al., 2023). 

Effectively navigating self-marketisation and digital identity for monetisation purposes
means finding the balance between strategic self-presentation and authenticity, visibility, and
credibility so as to build trust and engagement and remain relevant for market expectations.
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Likewise, self-monitoring is part of the process of adapting one’s online persona, refining the
image, and managing audience perceptions for personal or professional goals.

2.3. Measuring Self-Marketisation: Introducing the ISMO Scale

Given the prevalence of online interaction, understanding and measuring self-marketisa-
tion are essential. Influencers use social media to build a personal brand that aligns with au-
dience expectations. Through strategic self-marketisation, they shape consumer behaviour
and engagement while balancing authenticity and digital self-presentation (Lim et al., 2022).
Existing scales like the Material Values Scale (MVS, Richins, 2004) and the Self-Monitor-
ing Scale (SMS, Snyder, 1974) provide insights into psychological facets of self-marketisa-
tion, but focus on individual traits, missing specific behaviours and attitudes in the online
self-marketisation process.

Self-marketisation, a strategic online self-presentation approach, corresponds with grow-
ing expectations of personal branding and digital impression management. Its desirability,
often linked to career progression, social capital, and acceptance (Labrecque et al., 2011;
Marwick & Boyd, 2011), remains unexplored in the literature, especially concerning moti-
vations, behaviours, and outcomes. 

The Interest in Self-Marketisation Online (ISMO) scale that we propose examines how
actively individuals shape their online presence, capturing both their motivation to use their
digital identity for financial or material benefits (materialistic drive) and their efforts to cul-
tivate a curated and influential online image (personal image salience). The ISMO scale pro-
vides a comprehensive measureme of online self-marketisation, capturing key elements such
as self-monitoring (Snyder, 1974), sincerity (Marwick & Boyd, 2011), and an entrepreneur-
ial self-presentation approach (Chen, 2013). It embraces the balance between strategic self-
presentation and perceived authenticity, while accounting for materialistic (Richins, 2004)
and entrepreneurial influences (Nicolaou & Shane, 2009). 

Each of these dimensions reflects a different aspect of how individuals construct their on-
line presence for self-marketisation. Materialism, in this context, influences online behaviour
by driving individuals to create digital personas that signal material fulfilment and display
their possessions as an equivalent for social worth (Islam et al., 2018; Nguyen et al., 2023).
Social media provides a proper environment for materialistic values to flourish, as individu-
als are often exposed to possession-oriented content and imitate the lifestyles of influencers
(Yang et al., 2024). Self-monitoring represents the ability to control one’s self-presentation
and maintain a consistent image across digital platforms (Fuglestad & Snyder, 2009;
Garbaºevschi, 2021), while sincerity examines the tension between authenticity and the de-
liberate curation of online identities, acknowledging the edited self that often emerges in dig-
ital contexts (Duffy & Hund, 2015). Entrepreneurial intent reflects the tendency to view the
self as a project to optimize, the self becoming a flexible resource expected to acquire new
skills and develop a brand to generate economic value (du Gay, 1996; Mallios et al., 2023).
By integrating these aspects, the scale captures the complex motivations and strategies that
define self-marketisation online. 

The study also included Facebook dependency to assess how individuals engage with so-
cial media in the context of self-marketisation; the number of online social networks used and
the time spent on social media. Facebook dependency, rather than mere Facebook use, was in-
cluded in the model to better capture the psychological and behavioural engagement individu-
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als have with the platform in the context of self-marketisation. While Facebook use measures
frequency and access, dependency reflects a deeper reliance on the platform for social valida-
tion, identity construction, and strategic self-presentation, all of which are central to self-mar-
ketisation (Miranda et al., 2023; Qiu, 2024). Additionally, regarding the choice of social network,
Facebook remains the dominant social media platform in Romania, with 12.3 million users at
the end of 2024, representing 64.9% of the population, an increase of 1.2 million from the pre-
vious year (Statista, 2025), making it a key space for self-marketisation behaviours. 

The ISMO scale, encompassing various dimensions, sheds light on the complex nature of
online self-marketisation and its impact on digital identity. It provides a foundation for fur-
ther studies into its psychological implications, well-being effects, and strategies for effec-
tive online persona management.

3. Development of the ISMO Scale

The development of the ISMO scale had six stages, following a process recommended by
Kyriazos and Stalikas (2018), MacKenzie et al. (2011), and Morgado et al. (2017). In the first
stage, items were generated following an analysis of existing literature together with quali-
tative data obtained from a series of semi-structured interviews on online identity construc-
tion and performance. The second stage aimed to evaluate face validity, which was verified
in a focus group of academics and communication professionals. In the third stage, the items
were purified through an exploratory factor analysis (EFA). In the fourth stage, the two-fac-
tor scale was confirmed through a confirmatory factor analysis (CFA). The fifth stage target-
ed concurrent and predictive validity. In the last stage, the reliability and the validity of the
English version of the ISMO scale were tested on a USA sample. 

3.1. Stage 1. Item Generation 

Insights from existing literature were used to generate a first pool of items. These emerg-
ing items were expanded and refined with the insights obtained from a series of 20 one-to-
one semi-structured interviews with an average length of 60 minutes that were conducted
over a two-month period. Sampling was guided by the objective of obtaining qualitative da-
ta from a diverse age group of young adults (21 to 35 years of age) coming from diverse so-
cio-professional backgrounds. The Grounded Theory methodology (Glaser & Strauss, 1967)
was applied in order to isolate and define the main themes emerging from the data that were
further used to guide the formulation of the final 21 items. 

3.2. Stage 2: Face Validity Evaluation

To assess this initial pool of items, we conducted a focus group with 10 participants, 5 uni-
versity faculty members and 5 communication professionals. They were asked to evaluate each
item in terms of relevance and clarity and also provided broader insights to improve the face
validity of the scale (the degree to which it appears effective in terms of its stated aim). This
process led to a further reformulation and refinement of the items, which resulted in a pool
of 17 items that were further tested empirically. Some items were dropped because they were
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unclear or had meanings similar to other items (e.g., “The more popular you become online,
the greater your chances of financial fulfillment are”).

3.3. Stage 3: Item Purification and Refinement

To refine the initial pool of items, the scale was administered to a convenience sample of
312 undergraduate and graduate students in communication. The majority of respondents
were female (83%), aged 18 to 53 years (average=23.7, SD=6.3). Responses were distributed
on a 5-point Likert-type scale (1: strongly disagree; 5: strongly agree). All items displayed a
normal distribution: skewness and kurtosis were less than 1, except for one item that had a
kurtosis of -1.2. 

Using principal component analysis and Direct Oblimin for EFA, we aligned with expec-
tations of correlated factors in social science (Costello & Osborne, 2005). We followed ro-
bust criteria including a KMO > 0.5, Bartlett’s Test p-value < .05, eigenvalue > 1, total variance
explained > 50%, factor-loading > 0.50, cross-loading < 0.40, commonality > 0.40, and at least
three items per factor. EFA resulted in two factors: “materialistic drive” (8 items) and “per-
sonal image salience” (6 items), forming the reliable ISMO scale (Cronbach’s Alpha 0.87-
0.92), with no collinearity issue (Pearson correlations between factors 0.55, max between
items 0.63) (Table 1).

Table 1. Results of Exploratory Factor Analysis (n = 312)

Note.  for ISMO: 0.92;  for Factor 1: 0.89;  for Factor 2: 0.87. AVE for ISMO scale: 0.53; AVE for
Factor 1: 0.51; AVE for Factor 2: 0.54. CR for ISMO: 0.94; CR for Factor 1: 0.89; CR for Factor 2: 0.86.
KMO:0.922. p-value of the Bartlett’s Test of Sphericity < .001.
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Factor 1 Factor 2 Eigenvalue % of Variance

I1. A well-managed online image can lead to a better
salary in the future.

.787 6.697 47.84

I2. The more popular you become online, the greater
your chances of financial fulfillment are.

.787

I3. I wish my online activity brought me material
benefits.

.784

I4. I would like to know how to better promote myself
online.

.775

I5. A good online image can bring you material
benefits.

.715

I6. I would like to be an influencer. .703

I7. It’s important to promote yourself online. .588

I8. I work on my online image also for the potential
material benefits it could bring me.

.547

I9. I post online only things that put me in a good light. .818 1.495 10.68

I10. I’m careful with the impression I make on online
social networks.

.794

I11. It’s very important to me that, online, others
perceive me the way I want them to.

.788

I12. I want to build myself a certain image through
everything I post online.

.723

I13. I usually use online social networks to build myself
a good image.

.676

I14. I like to be appreciated and admired for what I post
online.

.598
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3.4. Stage 4. ISMO Scale Validation

To validate the ISMO scale, a questionnaire was administered to adult Romanians over
18 years of age (n=822) thorough a (paid) online survey platform owned by a multinational
research company. The final quota sample was comprised of an almost equal number of male
and female respondents and had a balanced distribution across age groups (see Annex 1). The
majority (61.3%) of participants are college educated, with only 5.2% lacking high school com-
pletion. The ISMO scale items were randomly displayed. The CFA confirmed the scale struc-
ture identified in the EFA (Appendix B). In both analyses, the top two items for each subscale
are the same, with one notable decrease in the loading of “I would like to be an influencer”
from 0.703 in the EFA to 0.517 in the CFA. This may be due to the EFA sample consisting
of communication students, who likely better understand influencer roles. Nevertheless, all
ISMO scale items load onto the same subscales and meet standard cutoff points. 

The structural equation modelling (SEM) results show a strong scale fit with EFA findings
(Figure 1). Goodness-of-fit indices as per Hu and Bentler (1999) and Byrne (2010) confirm
this: 2 (DF = 76) = 391.87, p = 0.00, GFI = 0.931, AGFI = 0.905, TLI =0.946, CFI = 0.955,
and RMSEA = 0.071 (CI = 0.064, 0.078). A notable modification index (M.I. =77) between
two items: “The more popular you become online, the greater your chances of financial ful-
fillment are” and “A good online image can bring you material benefits”, doesn’t support item
overlap due to a Pearson correlation of 0.52. After including this covariation, goodness-of-fit
indices slightly increase: 2 (DF = 75) = 368.66, p = 0.00, GFI = 0.948, AGFI = 0.927, TLI
=0.959, CFI = 0.967, RMSEA = 0.062 (CI = 0.055, 0.069). All standardized regression weights
are over 0.69 with a factor correlation of 0.86, indicating a fitting model (Figure 1).

Figure 1. Second-order Two-factor Structure of the ISMO Scale (Sample 2, n = 822)
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3.5. Stage 5. Criterion Validity

To test that the ISMO scale actually measures interest in self-marketisation online, criteria
deemed “pertinent or applicable to the matter at hand” (Cohen & Swerdlik, 2009, p. 197) were al-
so introduced. For this purpose, we employed the following additional scales: sincerity (Ashton
& Lee, 2009), self-monitoring (Snyder, 1974), materialism (Richins, 1987), Facebook dependen-
cy (Ross et al., 2009), and intentions towards entrepreneurship (European Commission, 2012). We
used the short versions of the sincerity and self-monitoring scales available from the IPIP repos-
itory (https://ipip.ori.org/). All scales displayed a five-point Likert-type structure with response
categories ranging from 1 (strongly disagree) to 5 (strongly agree). Higher scores indicate lower
sincerity but higher self-monitoring, materialism, Facebook dependency, and entrepreneurial ten-
dencies. An index was created based on the number of online social networks (OSNs) and partic-
ipants’time spent on them. Scales for sincerity, self-monitoring, materialism, and entrepreneurship
were used due to their presumed SMO ties. Measures of online social interaction, like Facebook
dependency, OSN count, and online time, demonstrated online engagement. Facebook depend-
ency was specifically included due to its prevalence in Romania, where the study occurred.

All correlations between the ISMO scale and the considered variables are significant (Table
2). Individuals with a higher interest in SMO monitor their self-presentation more colsely, are
less sincere, more materialistic, more interested in becoming entrepreneurs and more addict-
ed to Facebook. Moreover, they have more accounts on OSNs and spent more time on these
platforms. We used SEM with ISMO as a dependent variable for sincerity, self-monitoring,
materialism, and entrepreneurship, and an independent variable for Facebook dependency.
Even though all regression weights are significant (CR>3), the goodness of fit indices’ val-
ues are poor (÷2 (DF = 803) = 3402.70, p = 0.00, GFI = 0.836, AGFI = 0.816, TLI =0.862,
CFI = 0.871, RMSEA = 0.063 (CI = 0.061, 0.065). MIs suggest a correlation between sin-
cerity and self-monitoring (MI=401, Par Change=.50) and between materialism and entrepre-
neurship (MI=132, Par Change=.25). In the re-estimated model, sincerity does not have a
significant impact on ISMO and was removed based on this information. The new model
(Appendix C) displays acceptable goodness of fit values (Hu & Bentler, 1999) (2 (DF = 573)
= 1610.12, p = 0.00, GFI = 0.900, AGFI = 0.883, TLI =0.923, CFI = 0.935, RMSEA = 0.47
(CI = 0.044, 0.050). These overall results point to the reliability and validity of the instrument. 
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Table 2. Descriptives and Correlations Between ISMO and Chosen Criterions in the Ro-
manian Sample (n=822)

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
Note. All correlations are Pearson, except those referring to time spent on OSNs which are Spearman.

Time spent on OSNs was measured on an ordinal scale, where: 1: Less than 1 hour, 2: Between 1 and 2
hours, 3: Between 3 and 4 hours, 4: Between 5 and 6 hours, 5: More than 6 hours.

3.6. Stage 6. Confirmatory Factor Analysis of ISMO English Version

To test the reliability and the validity of the English version, the scale was administrated
to an USA quota sample (n=280) thorough a (paid) online survey platform. The items of the
scales were displayed in a random order. The sample has similar number of respondents in
what concern gender and age categories (Appendix D). The majority of the respondents
(81.4%) are white and the most of them (41.8%) completed higher education. 

The findings show that the English version of the ISMO is both reliable and valid (Table
3). The Crombach alpha of the ISMO is 0.95 and all the correlations between this scale and
self-monitoring, materialism and entrepreneurship are moderate and significant. CFA show
that the English version of the ISMO has two factors. Nevertheless, the loadings of the scale
in the USA survey are different than in the Romanian sample. In the study on the USA sam-
ple, 12 items loaded on one factor and only two items loaded on the second factor: “I post on-
line only things that put me in a good light” and “I’m careful with the impression I make on
online social networks”. The second factor refer at actions that people can take online to make
a good impression. A possible explanation for the discrepancy of the factors between the Ro-
manian sample and the USA sample is the cultural differences (Chen et al., 1995). Even if the
configural invariance is “the least stringent” (Putnick & Bornstein, 2016), or “the weakest
form” (Finch, 2014) of invariance, the configural non-invariance is a limit of our scale.
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Mean SD  1 2 3 4 5 6 7 8 9 10

1. ISMO 3.17 0.98 0.94 -

2. ISMO_Materialistic drive 3.15 1.05 0.89 .956** -

3. ISMO_ Personal image
salience

3.20 1.03 0.89 .917** .759** -

4. Self-monitoring 2.49 0.69 0.76 .399** .372** .378** -

5. Sincerity 1.76 0.84 0.86 .412** .394** .378** .536** -

6. Materialism 3.09 0.76 0.73 .449** .445** .390** .286** .332** -

7. Entrepreneurship 3.53 0.94 0.81 .330** .363** .239** .239** .96** .358** -

8. Facebook dependency 2.92 1.05 0.89 .470** .387** .516** .284** .229** .292** .152** -

9. Number of OSN accounts 2.17 1.51 - .342** .347** .287** .175** .218** .203** .200** .213** -

10. Time spent on OSNs - - - .254** .238** .239** .164** .110** .140** .089* .307** .337** -
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Table 3. Descriptives and Pearson Correlations Between ISMO and Criterions in the USA
Sample (n=280)

**. Correlation is significant at the 0.01 level (2-tailed).

4. Discussion

The primary objective of this study was to develop and validate a scale to measure Inter-
est in Self-Marketisation Online (ISMO). The scale was found to be reliable and valid, as ev-
idenced by questionnaire-based research conducted on Romanian and U.S. samples. During
ISMO scale validation, we defined two core dimensions: “materialistic drive”, depicting in-
dividuals’ focus on their online persona for potential material rewards, and “personal image
salience”, showing concern for online appearance. The process established links between IS-
MO and related constructs, confirming it is influenced by materialism, self-monitoring, sin-
cerity, and entrepreneurship, and affects Facebook dependency, number of online social
networks used, and time spent on these platforms. The results help pinpoint conditions trig-
gering online self-marketisation and highlight how societal commodification and digitisation
impact self-construction.

The findings of this study provide strong empirical support for the validity of the ISMO
scale, confirming its associations with several key psychological constructs and behavioural
patterns. Specifically, the ISMO scale was found to be positively correlated with self-moni-
toring, a concept originally developed by Snyder (1974), which reflects an individual’s abil-
ity to regulate and adjust their expressive behaviours, emotions, and self-presentation in
different social contexts. This relationship suggests that individuals with a higher tendency
for self-marketisation online are also more adept at adjusting their public image in response
to social expectations, emphasising their ability to strategically manage their online persona.

Conversely, the ISMO scale demonstrated a negative correlation with sincerity (Ashton &
Lee, 2009). This result aligns with previous research indicating that individuals who engage
in frequent self-marketisation may be more likely to adopt strategic or calculated behaviours
rather than prioritising authenticity and unfiltered self-expression. Given that sincerity reflects
a person’s tendency to be genuine, honest, and uncalculated in social interactions, this nega-
tive correlation suggests that individuals who invest significant effort in managing their on-
line identity may be less inclined to adhere to purely authentic self-presentation strategies.

Furthermore, the ISMO scale exhibited a positive correlation with materialism, as meas-
ured by Richins (1987, 2004). Materialism reflects an individual’s tendency to place impor-
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Mean SD  1 2 3 4 5 6

1. ISMO 3.01 1.09 0.95 -

2. ISMO1 2.96 1.15 0.95 .994** -

3. ISMO2 3.34 1.11 0.64 .715** .632** -

4. Self_monitoring 2.52 0.91 0.85 .589** .600** .330** -

5. Materialism 3.12 0.82 0.72 .572** .201** .201** .383** -

6. Entrepreneurship 3.33 0.99 0.74 .443** .218** .218** .332** .362** -
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tance on possessions as a source of happiness, success, and self-identity. This finding sup-
ports the notion that individuals who actively engage in online self-marketisation may also
be more likely to equate self-worth and social standing with material possessions, reinforc-
ing the broader cultural association between consumerism and digital self-presentation.

Additionally, the ISMO scale was positively correlated with interest in entrepreneurship,
Facebook dependency, the number of online social network (OSN) accounts, and time spent
on OSNs, consistent with the findings of Frunzaru and Bo?an (2015) and Frunzaru and
Garbaºevschi (2016). This suggests that individuals who exhibit a strong inclination toward
self-marketisation online are also more likely to engage in entrepreneurial activities, possi-
bly leveraging their online presence for professional or business opportunities. The positive
correlation with Facebook dependency further highlights the potential addictive nature of on-
line self-presentation behaviours, as individuals who invest in self-marketisation may become
increasingly reliant on social media platforms for validation and recognition. Similarly, the
correlation with the number of OSN accounts and time spent on these platforms suggests
broader and more frequent engagement with digital networks is characteristic of individuals
who prioritize online self-promotion.

The distinct value of our research lies not only in the novelty of the ISMO scale but also
in the theoretical advancements it introduces. While previous studies have provided instru-
ments to measure related concepts such as identity consistency (Oeldorf-Hirsch et al., 2017),
identity fusion (Jiménez et al., 2016), and online identity management (Frunzaru &
Garbaºevschi, 2016), none directly address the specific phenomenon of Self-Marketisation
Online (SMO).

This study underlines the rising importance of self-marketisation in today’s society, assert-
ing that SMO as a preferred method of self-construction and performance.. It aligns with stud-
ies pointing to self-marketisation as a key modern-day phenomenon, boosted by social media
and rampant commodification (Marwick & Boyd, 2011; Tuominen et al., 2023). Focusing on
the interest in SMO, an under-researched aspect, we provide a unique viewpoint. We propose
interest as a vital precursor to actual self-marketisation, deserving more in-depth scrutiny.
Therefore, the ISMO scale is the pioneer instrument assessing SMO’s appeal. Our study has
limitations, including the language and geographical territory, which may introduce idiosyn-
crasies. The scale yields different subscale structures in the USA and Romania, suggesting cul-
tural impact on responses and limiting replicability. Since the survey in stage 3 is based on a
convenience sample, and the surveys in stages 4 and 6 are based on quota samples, a non-
probabilistic sampling approach limits the generalizability of the findings. Despite limitations,
this study offers valuable theoretical and practical contributions. The rigorously and reliably
developed ISMO scale can be used for future exploration of online self-marketisation’s caus-
es, links, and effects at both individual and societal levels. Future studies could investigate IS-
MO’s cultural variations and associations with psychological constructs and behaviours.
Additionally, exploring objective behavioural measures alongside self-reported data could pro-
vide a more comprehensive understanding of self-marketisation and its implications.

Finally, by highlighting the intricacies of SMO, this study opens new avenues for under-
standing the evolving dynamics of online identity construction, self-presentation, and self-per-
ception in the digital age. It is hoped that the ISMO scale will serve as a foundation for further
theoretical and empirical inquiries into this increasingly salient aspect of digital life.
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5. Conclusion

The inextricable entwinement of the self with the digital context marks a transformative
shift in how selfhood is understood and enacted. Online social networks have not only de-
mocratised the practices of self-marketisation but also normalised a transactional approach
to the construction of self-identity. The increasing prevalence of Self-Marketisation Online
(SMO) signals its growing importance and highlights the urgency for its thorough theoreti-
cal exploration.

As we improve instruments to investigate self-marketisation, our comprehension of its
personal and societal implications expands. The ISMO scale introduced here provides a vi-
tal instrument for studying self-marketisation in digital modernity. Assessing individuals’ in-
terest in SMO provides foresight into future self-construction practices. A deeper understanding
of SMO allows better prediction of its effects, supporting both individual digital navigation
and policy development aimed at societal well-being. The ISMO scale establishes a base for
future investigations into significant facets of our digital existence. Improving our compre-
hension of online identity dynamics, self-presentation, and self-perception sets the stage for
additional theoretical and empirical studies into SMO, its precursors, associations, and ef-
fects on individuals and society. Future research should explore how the ISMO scale applies
across different cultures, as self-marketisation may vary based on social norms and platform
preferences. Testing it on probabilistic samples would also improve its generalizability. Ad-
ditionally, as digital trends evolve, the scale could be adapted to capture new self-marketisa-
tion behaviours, including emerging behaviours shaped by AI-generated content and evolving
social media trends. 

In conclusion, the increasingly popular phenomenon of SMO, amplified by the omnipres-
ence of online social networks, has profound implications for how we construct, present, and
perceive our identities. Through the lens of the ISMO scale, we gain a more nuanced under-
standing of these dynamics, contributing to the broader discourse on selfhood in the digital age.
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Appendix A

Background Variables in Survey Stage 4 (n = 822)
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n %

Gender

Female 417 50.7

Male 405 49.3

Age

18-24 84 10.2

25-29 80 9.7

30-34 79 9.6

35-39 81 9.9

40-44 79 9.6

45-49 81 9.9

50-54 85 10.3

55-59 82 10.0

60-64 85 10.3

65 years or above 86 10.5

Level of education

Secondary school (8 grades) 11 1.3

Vocational school 32 3.9

High school (12 grades) 197 24.0

Undergraduate 78 9.5

Bachelor 327 39.8

Master’s 161 19.6

PhD 16 1.9
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Appendix B

Results of Confirmatory Factor Analysis (n = 822) – Romanian version of the scale

Note.  for ISMO: 0.94;  for Factor 1: 0.89;  for Factor 2: 0.89. AVE for ISMO scale: 0.55; AVE for
Factor 1: 0.52; AVE for Factor 2: 0.58. CR for ISMO: 0.94; CR for Factor 1: 0.89; CR for Factor 2: 0.87.
KMO:0.959. p-value of the Bartlett’s Test of Sphericity < .001.
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Component

Factor 1 Factor 2 Eigenvalue % of Variance

I1. A well-managed online image can lead to a
better salary in the future.

0.890 7,81 55.78%

I2. The more popular you become online, the
greater your chances of financial fulfillment are.

0.885

I5. A good online image can bring you material
benefits.

0.837

I3. I wish my online activity brought me material
benefits.

0.762

I7. It’s important to promote yourself online. 0.638

I4. I would like to know how to better promote
myself online.

0.583

I8. I work on my online image also for the potential
material benefits it could bring me.

0.556

I6. I would like to be an influencer. 0.517

I9. I post online only things that put me in a good
light.

0.875 1,15 8.22%

I10. I’m careful with the impression I make on online
social networks.

0.813

I14. I like to be appreciated and admired for what I
post online.

0.783

I11. It’s very important to me that, online, others
perceive me the way I want them to.

0.744

I12. I want to build myself a certain image through
everything I post online.

0.736

I13. I usually use online social networks to build
myself a good image.

0.616
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Appendix C

Results of SEM with ISMO as a Dependent and Independent Variable (N=822)

**. Significant at the 0.01 level (2-tailed).
***. Significant at the 0.001 level (2-tailed).
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Appendix D

Background Variables in Survey Stage 6 (n = 280)
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n %

Gender

Female 139 49.6

Male 138 49.3

Other 3 1.1

Age

18-29 56 20

30-39 56 20

40-49 56 20

50-59 56 20

60 years or above 56 20

Level of education

Elementary school 5 1.8

Some high school 61 21.8

Completed high school 117 41.8

Trade or vocational school 16 15.7

Post-secondary certificate or diploma 6 2.1

Bachelor’s degree 38 13.6

Master’s degree 27 9.6

Professional or doctorate 6 2.1

Other 4 1.4

Race

White 228 81.4

Black or African American 28 10

American Indian or Alaska Native 3 1.1

Asian 6 2.1

Native Hawaiian or Other Pacific Islander 4 1.4

Some other race 11 3.9
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