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The problem statement.

Social networks, digital accounts are seen as
a space for realizing a sense of ownership and
are perceived by information entities as their own
space with all attributes of ownership. The con-
cept of sense of ownership and peculiarities of
its manifestation in social networks are analyzed.
A sense of ownership of virtual space is under-
stood as the psychological feeling that virtual
space, an account, created content, etc. belong
to you and the person can mark as «my» or
«mine». The issue of psychological nature of the
personal virtual space is raised and an attempt is
made to find answers to the questions about the
presence and qualitative expression of changes
in the phenomenology of experiencing the pos-
session, identity by the subject, whose psychic
functions are increasingly activated not in the
conditions of traditional dialogical communica-
tion, but with information overflowing in the media
space, hyperreality and hypertext. The results of
social networks users study about their experi-
ences and psychological ownership of their own
account or profile are presented. It was shown
that the sense of ownership of virtual space has
the same characteristics as in real space: self-in-
vestment, territory (platform), self-identification
(virtual identity), self-efficacy, protection, ability to
control, personalization, and fear of losing. It is
shown that women have a higher level of own-
ership than men. They are more involved in the
creation of own content, discussions, a more
intense experience of ownership and psycho-
logical desire for appropriation, and the fear of
losing. Virtual space and own account are asso-
ciated with a specific territory or thing. Young
internet users have stronger feeling that their
virtual space belongs to them only. They show a
much higher level of identification with their own
profile, fear of losing it, and a willingness to create
content than the older generation. There is a sig-
nificant distortion of virtual identity, which consists
in the biased evaluation of the representation of
one's own and other’s life on social networks.

Key words: sense of ownership, psychological
ownership, social networks, information space,
information and communication technologies.

Y cmammi coyjasbHi Mepexi, yughposi aka-
YyHMU po3esisidarombcs SK rpocmip 07151 peavii-
3ayjii moyymms gnacHocmi ma cripulivaomscsi
cy6’ekmanmu iHghopmayitiHoi disiibHoCMi SIK 8/1ac-

The revolu-

Huli Mpocmip 3 yciMa ampubymamu B0/100iHHSI.
AHasii3yembCsi NOHSMMSI o4ymmsi enacHocmi U
ocob/usocmi {io2o nposisy B COYia/bHUX Mepe-
xax. [Modymms gracHocmi w000 sipmyasib-
HO20 1poCmopy PO3yMiEMbCS 5K MCUX0/I02i4He
Bi0Yymms, Wo sipmyasibHUl MpocMip, akayHm,
CMBOPHOBAHULI  KOHMEHM MOW0  Ha/leXums
came mobi Ui ocoba Moxe (i020 no3Ha4umu c/10-
BOM «MOE». [opyuwyemscs npob/iema rncuxosio-
2lyHocmi BipmyasibHo20 fpocmopy ocobu ma
3po6/ieHa cnpoba 3Halmu sionosioi Ha NUMaHHs!
w000 HasiBHOCMI ma. SIKICHO20 BUP&XKEHHST 3MiH
y ¢heHoMeHOs102ii  epexusaHHs1  B81acHOCMI,
i0eHmMuyHocmi  cy6'ekmom, MCUxidHi - QhyHKUII
SIKO20 BCE Yacmiwie akmusi3yrombCs He 8 yMO-
Bax mpaouyiliHo2o OiasioaiYHo20 CrifiKyBaHHSI,
a B repeHacuyeHoMy iHghopmayieto mediarpo-
cmopi, y cumyayji 2ineppeasibHocmi U 2inepmex-
cmy. [MpedcmagsieHo pe3sy/ibmamu orumysaHHs
Kopucmysadig coyjia/ibHUMU Mepexamu UWooo
IXHIX nepexusaHb | rcuxos102iYHo20 BO/TOOIHHS
B/1aCHUM aKayHmoM 4u npogpisiem. [lokasaHo,
wo rodymmsi snacHocmi Wodo sipmyasibHo20
rpocmopy Mae mi cami 03Haku, wo U y peasib-
HOMYy npocmopi: camMoiHBeCMyBaHHS1, mepumo-
piasbHicmb (M1amgbopma), camoideHmudbikayis
(BipmyasibHa  ideHmuy4Hicmb), camoeghekmus-
HiCmb, 3axucm, MOXJIUBICMb KOHMPOsIoBamu,
repcoHanizayis, cmpax ympamumu. BusHa-
4eHo, WO XIHKU Matomb suwull piseHb cghop-
MOBaHOCMI MOYYMmMSs B1ACHOCMI MOPIBHAHO 3
4o/108iKaMu, BOHU akmusHite 00/1y4arombesi 00
MBOPEHHST aBMopPCbKO20 KOHMEHMY, OUCKYCill,
2ocmpiwe nepexusaroms egeKkm  BO/I00IHHS
ma rcuxosioaiyHe 6GaxaHHsI MPUBacHeHHs, a
makox cmpax ympamu. BipmyasbHull npo-
cmip, sacHuli akayHm acoyjitorombCsi 3 eBHOH
mepumopito, piydro. Y Mo/00uX Kopucmysayis
IHMepHemMoM CU/IbHUM € posiB BIOYYMMSs, Wo
IXHIl 8ipmyasibHUl MPOCMIp Ha/IeXumb Mifbku
M. BOHU OeMOHCMPYoMb 3Ha4HO BULYULT piBeHb
i0eHmucbikayjii 3 eracHUM npoginem, cmpax
ympamu (io2o, 20mosHicmb CMBOPOBaMuU
KOHMEHM, HX cmapuue nokosiHHs. Criocmepi-
2aEMbCsl Cymmese BUKPUB/IEHHS Bipmya/ibHOT
i0eHmuyHoCcmi, WO rosisi2ae B8 HE0b'eKMUBHIL
oyiHyi npedcmasneHocmi 81acHo20 U 4yxo20
JKUMMS1 8 COYMEPEXaX.

KntouoBi cnoBa: rno4ymmsi g/1acCHOCMI, MCUxo-
J102iYHa B1acHicme, coyiasibHi Mepexi, iHghop-
mayitiHutl - npocmip,  iHhopmayitiHo-KoMyHika-
musHi mexHosoail.

interaction of people and create a special com-

tion in the field of communications has led to
the formation of a new virtual space. Access to it
is completely open, and communication between
people is free and without borders. Modern infor-
mation and communication technologies expand
the possibilities of social and psychological

municative space. It leads to the transformation
of the psychological structure of human activity
and the formation of new practices of interaction.

The sphere of property did not remain outside
the influence of the World Wide Web. On the one
hand, the issue of preserving property rights to
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products, especially information, which can be
easily reproduced [1]. On the other - the possi-
bility of presenting their property has moved from
the real life to the virtual space [2]. And in turn it
affected the ways of perceiving other people’s
ownership, the realism/unrealism of the demon-
strated property, the aggravation of the experi-
ence of the need to own something and, accord-
ingly, the way of presenting one’s ownership.

A sense of ownership of a personal virtual
space or profile needs to be considered sep-
arately. How is it important for modern man
and whether activity in social networks, the pro-
duction of unique content can enhance this expe-
rience of ownership?

Analysis ofrecentstudies and publications.
As a result of changes in the way of social-psy-
chological interaction and communication of peo-
ple became the emergence of such phenomena
as “virtual reality”, “virtual personality” and “vir-
tual identity”, which implies a mismatch between
the person’s real identity. Myronenko H. argues
that the full person’s realization in real space
reduces the internal need to construct a vir-
tual identity, which is significantly different from
the real one [3]. Social networks provide wide
and sometimes unlimited opportunities to exper-
iment with person’s identity create any image, up
to achange of age, gender, preferences, etc. With
healthy communication and adequate self-per-
ception in the real world, social networks can be
an additional tool to the main type of communi-
cation. However, among modern users of social
networks there is a dominance or significant dis-
tortion of virtual identity.

The digital space fundamentally changes
the nature of social communications, which is
directly related to the change the phenomenology
of the community’s need for interaction, which, in
turn, leads to the deployment of a completely new
informational social-communicative paradigm.

The rapid development of the global informa-
tion space and social networks has led to changes
in the way people interact and access to infor-
mation resources and meet the needs for goods
and services. Researchers pay special atten-
tion to the peculiarities of changes in economic,
political, production processes due to the spread
of open access to the network [1; 3].

It is widely known that social media — global,
open, transparent, non-hierarchical, interactive
and in real time — changes consumer behavior
and expectations in a society. In times of informa-
tionboom and digitalization, thisissueis especially
acute, because it is information and communica-
tion technologies that create unlimited oppor-
tunities to demonstrate their ownership, create
a virtual, often idealized picture and, accord-
ingly, exacerbate the desire to own something.

More often people perceive their account,
personal information space as a continuation

of themselves. It is their virtual ownership. They
seek to control and dispose of it. Based on this, it
is important to consider the psychological nature
ofthe person’svirtual space and answer the ques-
tion of the presence and qualitative expression
of changes in the phenomenology of ownership,
subject’s identity. His/her mental functions are
increasingly activated not in traditional dialogic
communication, but in a situation of hyperreal-
ity and hypertext, where the simulation of reality
dominates and the inability to distinguish reality
from fantasy [4].

For along time the value of goods and services
was determined by their consumer value. But in
times of the information society it changed in
a symbolic value. The value of goods and services
is determined not by their immediate benefit, but
by the extent to which they symbolize prestige,
power, success or prosperity. In the information
space, the boundaries between a real object
and its sign, symbol are blurred. And the need to
ownanobjectoftendisappearsifthereisanillusion
of its existence. Not only has an object become
a symbol, but also the fact of possession. Our
space and culture are increasingly filled with sim-
ulacra. They are signs, symbols that mark some-
thing that does not really exist outside of human
consciousness. So the need to differentiate
imaginary and real things disappears, because
thanks to information and communication tech-
nologies, the imaginary can be quite realisti-
cally reflected. Bright, idealized, detached from
reality images often seem more attractive than
reality, forming a hyperreality that is more in line
with the norms and values of society. Even such
spheres of human life as relationships, politics,
economics, and sexuality now existin hyperreality.

Transformations of virtual reality are perceived
differently by people, differentiating their behav-
ior. So some people respond to such changes by
increasing activity, the emergence of new patterns
of behavior, creative self-expression, and oth-
ers —onthe contrary, indifferently and passively, or
internal protest. It can also affect the well-being,
emotional sphere of the individual (for example,
in the form of optimism, faith and hopes, or pes-
simism, apathy and fear of change and the pas-
sage of time) [3, p. 88].

Numerous studies show significant differences
between the activities of the individual in real life
and his/her virtual activity [5; 6; 7]. T. Tytarenko
notes that in the life world of man coexist not
real physical objects in their direct interaction,
but their subjective interpretations, between
these interpretations the mediator is the Inter-
net environment, which further symbolizes their
social-psychological content [7].

One of the new areas of research in the field
of economic and social psychology is the study
of the peculiarities of a sense of ownership man-
ifestation in the information space, including
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social networks. Issues related to digital owner-
ship, problems of preserving property rights in
the information world are analyzed.

We consider social networks, personal
accounts as one of the areas or platforms for
a sense of ownership realization, which are per-
ceived by the subjects of information activities as
their own space with all attributes of ownership.

Sense of ownership is a cognitive-affec-
tive construct based on the experience that
a person feels towards certain objects of prop-
erty. It is a subjective feeling that something
belongs to you, something that you can mark
the word “mine” or “ours” [8; 9]. A sense
of ownership is formed on the basis of a sense
of power and control, knowledge of the object
of ownership, self-investment and self-efficacy,
self-identification and expected value, and sub-
ject to active involvement and use that affects
a person's self-esteem. Sense of ownership
can extend to tangible, intangible and abstract
objects in various fields and social practices. For
example, on personal things, territory, money,
body, ideas and values, social contacts, infor-
mation space, workplace and time regime.

Information space can be either atool, or rather
an areain which a sense of ownership is distorted,
or an object of psychological appropriation.
That is, the object to which the sense of owner-
ship extends. In the process of social compar-
ison, there is a desire to own a certain object
of ownership, and in the conditions of virtual real-
ity, this desire is easily scaled and strengthened.
The effects of mass, popularity, and necessity
appear, although often artificially.

The increased ability to personalize your
account, your device, and eventually your news
feed is unprecedented and one of the great

achievements of the information society era [2].
Such freedom of choice, uniqueness and empha-
sized personalization enhances the feeling
of uniqueness, ownership, and the tools of its cre-
ation give a person a sense of control and secu-
rity. Researchers’ attention is drawn to the possi-
bilities of social networks to strengthen the sense
of ownership, in particular during communicating
in virtual groups. Especially given that the virtual
groups canbe used as aplatform forworkinginter-
action of employees. At the same time, the issue
of a person’s perception of his/her account, pro-
file as his/her own space, in which the feeling
of ownership can be fully realized, is little studied.

The paper aims to theoretically substantiate
and empirically verify the peculiarities of the reali-
zation of a sense of ownership in social networks as
one of the important spheres of modern human life.

The statement of the main research mate-
rial. The research was conducted by using a set
of general scientific theoretical, empirical and sta-
tistical methods. To achieve the goal, a survey
was conducted in 2019 among 158 people —
users of the Internet and social networks. Partici-
pants were aged from 15to 77 years, and average
age is 34.7 years. 58 men and 100 women were
interviewed. The questionnaire included 16 con-
tent questions and points on social-demographic
data of respondents. The purpose of the survey
was to determine the peculiarities of a sense
of ownership manifestation in relation to one’s
own profile and the peculiarities of the manifesta-
tion of the respondents’ virtual identity.

The results and discussion. It was deter-
mined that 75% of women and 65.5% of men
consider their profile (account, page or group on
social networks) to belong only to them and they
can mark them with the word “mine”.

possibility to
independently determine,

limit and control the
people who can see your
own page

possibility to
completely close
the page at any
time for others

opportunity to
independently
select content for
your page and
create any image of
yourself

Sense of ownership
a personal account
and virtual space

opportunity to
control the list of
your "friends",
add or delete

opportunity to
freely express your
own opinion and
position in your

possibility to write on
your page, whatever, what
and how you like, without
thinking about how others
will react to it

anyone profile

Fig. 1. Correlations between feeling a sense of ownership a personal
account and virtual space and other statements
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It was important to analyze the semantic space
of the concept of ownership of information space
in the perceptions of social networks users. Thus,
Pearson’s correlation coefficient was used to test
correlations between feeling a sense of ownership
a personal account and virtual space and other
statements (fig. 1).

So, it was determined that it is directly related
to the possibility to independently determine,
limit and control the people who can see your
own page (r = .374**, p<0.000); the opportunity
to independently select content for your page
and create any image of yourself (r = .307**,
p<0.000); the opportunity to freely express your
own opinion and position in your profile (r=.257**,
p<0.001); the possibility to write on your page,
whatever, what and how you like, without think-
ing about how others will react to it (r = .240**,
p<0.002); the opportunity to control the list
of your “friends”, add or delete anyone (r=.214**,
p<0.007) and the possibility to completely
close the page at any time for others (r = .198*,
p<0.013). Accordingly, there was a negative cor-
relation for the lack of subjective feeling of pos-
session virtual account (r = -.554 **, p<0.000).

There were interesting results regarding
a sense of ownership manifestation in relation
to a personal account or profile which depends
on the respondents’ age (Fig.2). This ques-
tion was evaluated on a 5-point scale, where
1 — definitely disagree, 2 — rather disagree, 3 -
difficult to answer, 4 — rather agree, 5 — exactly
agree. Thus, 100% of respondents under the age
of 20 (N = 22) said that they had this feeling
exactly or rather. The same opinion is supported
by 85.1% of respondents aged 20 to 30 years
(N =47),60.7% respondents aged 30 to 40 years
(N =28), 57.1% — aged 40 to 50 years (N = 35)
and 56% — over 50 years (N =25). 3.8% of the total
sample had no any subjective feeling of the Inter-
net as their own, and 8.3% said that they rather
did not have such feeling. As we can see, the vast
majority of respondents (almost 88%) indicate
a subjective sense of ownership concerning their
account or profile. Despite the fact that most
respondents are convinced that they can moder-
ate and control the account and delete all infor-
mation at any time.

And there is a paradox — users of social net-
works create their own accounts, realizing that
it will violate their privacy from the beginning
and at the same time offended and perceived
as a violation of ownership when someone finds
private information about them on the Internet,
“inadequate” comments on posts, misinterprets
someone's personal information.

One of the key indicators of a sense of own-
ership formation and manifestation is the fear
of losing what you feel as “your own”. To this aim
we asked respondents about the feelings of a per-
son whose account has been hacked. Anticipat-

ing the reactions of other people, a person in fact
projects his/her own experiences. When assess-
ing how people whose account was hacked or
blocked feel, respondents often indicated that
this feeling was similar to “someone interfering
in your territory without permission” (r = .317**,
p<0.000); “you have lost an important, valuable
for you thing” (r = .269**, p<0.001); or «robbed
your house» (r =.184*, p<0.021). That is, the pro-
file is perceived more as a certain space, territory,
and the created content as a thing, a product
that belongs to the user and to which the sense
of ownership extends.

Accordingly, the answer do not feel anything
special, because you can always quickly create
a new account or page has a negative correlation
(r = -.464**, p<0.000) and such an answer was
given by only 12.1% of respondents.

Another important indicator and factor in
the actualization of a sense of ownershipisthevio-
lation of the legitimacy of psychological posses-
sion, boundaries and one’s own space. As for
social networks, here as a manifestation of their
own space violation, people perceive when others
add a person to different groups without his con-
sent (65.6% of men and 66% of women), when
a person created text, photos, videos, infograph-
ics, etc. someone teaches to a page without
preserving authorship (32.8% of men and 58%
of women), when someone marks a person on
collective photos or joint greeting cards (25.8%
of men and 31% of women), when someone
writes on a private page of a person (18.8% of men
and 30% of women). Among other things, social
media users violated their own space by includ-
ing private messages from strangers, including
spamming postcards and dating, posting private
photos without permission, intrusive advertising,
and posting in irrelevant posts.

Correlation analysis has shown that the more
often and longer people use social networks,
the more they feel this space as their own and feel
like the loss of something important and special.
The more a person feels the information space
as his/her own, the more he/she protects it as
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under 20 years 20-30 years  30-40 years ~ 40-50 years over 50 years

Fig. 2. Sense of ownership manifestation
of a personal virtual profile depending
on the age
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property, the more his/her activity in social net-
works is meaningful. The more often a person
writes his/her own posts, confidently expresses
his/her opinion in the comments, which is actu-
ally a manifestation of self-investment of their
strength, time, knowledge, the stronger he/she
experiences a sense of ownership of the profile
and information space (r = .262**, p<0.001).

Thus, itwas noted that self-investmentand per-
ceived control had a positive effect on the real-
ization of users’ sense of ownership of social
networks. It in turn intensifies their involvement
in social networks, their active content creation
and expression of subjective position.

And there is another paradox - the more
respondents are involved in activities in the Inter-
net space, the stronger their feeling that they
control it, and the less they can actually control
their activity and degree of involvement in social
networks. This can manifest itself as an uncon-
trollable desire to use social networks, create
content and collect likes, comments, and be
dependent on the reaction of others to the image
and content you create.

Another indicator of the feeling of ownership
is the identification with this space and the same
users, the desire to be like them. To empirically
define this indicator, we asked respondents about
their feelings about whether someone might have
(and demonstrate it on their pages) something
attractive and valuable from their point of view
(for example, beautiful or expensive things, travel
photos, recognition of their success, awards
and achievements, products of their creativity,
etc.) and whether there is a desire to have some-
thing similar, or even better.

Women are more likelytowantwhat others have
(58%) than men (29.3%). They increase the effect
of ownership, given the overall higher level of own-
ership of their own profile in social networks.

Such a paradox was fixed — 63.8% of men
and 71% of women say that in general their
account truthfully describes, presents their real
life (its quality, level, intensity, their hobbies,
etc.). At the same time, 58.6% of men and 60%
of women notice that other people, whom they
know quite well in real life, do not quite truthfully
show their lives on social networks. That is, peo-
ple in general try to present themselves on social
networks from the best side, although they do
not recognize the fact that consciously or not,
but embellish their image. At the same time, they
often notice that other people (but not me) dec-
orate, improve their image on social networks by
creating false photos or writing special statuses.

Conclusions and prospects for further
research. An empirical study of the peculiari-
ties of a sense of ownership realization in social
networks has shown a high level of the effect
of ownership manifestation on a personal profile
or account in social networks. Digital accounts

v) i} Bunyck 20. 2020

are considered as one of the areas or a platform
for the realization of a sense of ownership and are
perceived by the subjects of information activities
as their own space with all the attributes of psy-
chological possession. Signs of the psycholog-
ical nature of cyberspace are demonstrated. It
is expressed in increased personalization, iden-
tification with the Internet community, motiva-
tion/demotivation of activity in social networks,
involvement, empathy and fear to loss. The
presence and qualitative expression of changes
in the phenomenology of property experience,
identity of the subject, whose mental func-
tions are increasingly activated not in the con-
text of traditional dialogic communication, but in
information-saturated media space, in a situation
of hyperreality and hypertext. A sense of owner-
ship of cyberspace has the same characteristics
as inreal space, namely self-investment, territori-
ality or platform, self-identification or virtual iden-
tity, self-efficacy, protection, ability to control, per-
sonalization, and fear to loss. In general, women
have a higher level of ownership of the information
space in comparison with men. They are more
activelyinvolved in the creation of original author’s
content, discussions, more acutely experienc-
ing the effect of ownership, psychological desire
for appropriation and fear of loss. Virtual space,
own account in the minds of users of social net-
works is associated with a certain area, at least —
a thing. Young Internet users have a strong sense
that their cyberspace belongs only to them. They
show a much higher level of identification with
their own profile, fear of losing it, willingness to
create content than the older generation. There
is a significant distortion of virtual identity, which
consists in a biased assessment of the rep-
resentation of their own and others lives on social
networks. Three paradoxes have been identified
in the process of a sense of ownership realiza-
tion on social networks: 1) by voluntarily creating
an account and posting private information, users
show a high level of dissatisfaction that anyone
can find and use their data; 2) the more a per-
son is involved in activities in the Internet space,
content creation, the stronger his/her sense
of ownership in this area, and therefore increases
the sense of control over it; but at the same time
increases dependence and real inability to control
their activity to the extent involvement in social
networks; 3) creating a more attractive image
of yourself and not recognizing it on the one hand,
and fixing such inconsistencies for others — on
the other.

Prospects for further research are seen in
the study of the possibilities of distorting the pres-
entation of psychological ownership and its per-
ception in social networks through various media
technologies and the study of relevant psycho-
logical consequences that may arise as a result
of mismatch between real and virtual world.
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