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Abstract
Background: In recent years, social media has become ubiquitous and important

for social networking and content sharing. In this study, we demonstrate how
social media can be used by children to be famous. This study aims to evaluate
the use of social media by children to be famous; this study is designed to view
parents' attitudes about using the social media by young children. Method:
participants were 135 parents from the Kingdom of Saudi Arabia. The
participants were selected randomly. Results: The results from this study
revealed that most of parents would like to see their children famous to be part
of the group in the society only, and most of parents analyzed the reason why
their children seeking fame because children were being bullied before.
Conclusions/significance: This study is reviewing parents' perspectives with
using social media by children to be famous in Saudi Arabia. The findings from
this study reveal the parents' perspectives toward the fame of their children, and
illustrating why some parents would like to see their children famous, the
finding of this study stated that children seeking fame to satisfy their ego
gratification. Implementation: As children grow parents should be close to
children, trying to make them their friends, to understand their needs to be
famous in an attempt to try to save them from running behind the specter of
fame.

Keywords: social media, fame, famous

Introduction:
Apparently the days are over when children wanted to grow up to be astronauts

or policemen or firemen, now they want to be actors, singers or YouTube
personalities. The role and influence of celebrity in our society is huge, and
evidence suggests that many individuals show a desire for fame, Further, we are
living in a cultural moment in which ostensibly anyone can achieve sudden fame
via the latest reality television show or YouTube.com video (YouGov, 2006).

Social Networks have become an integral part of today's Web; such a global
integration of social media into everyday life is rapidly becoming the norm, and
arguably is here to stay (Boyd, 2009).
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In many cases, children spend more time with media than they do with their
parents or in school (Gunn & Donahue, 2008). Social media affords myriad
opportunities to feel seen and admired; it is not surprising that scholars have
identified both self-presentation and belonging needs as primary motivations for
using FB (Nadkarni & Hofmann, 2012).

As such, media are a significant socialization force with connections to salient
developmental tasks in early adolescence such as social learning and identity
formation (Subrahmanyam & Smabhel, 2010).

Further, it was speculated that superficial and self-oriented social media use may
explain, in part, an observed decline in self-reported empathy among college
students over the past several decades (Konrath et al., 2011).

Thus, Past research found that messages in popular television promote fame as a
top value, while social media allow anyone to reach broad audiences (Uhls &
Greenfield, 2012).

Not everyone would be interested in appearing on a reality television show for
an opportunity to become famous but it does appear that there is a collective
belief that being famous is an important and worthwhile goal that would
contribute to a meaningful and fulfilling life (Uhls & Greenfield, 2012).

The desire for fame and celebrity is increasing and many exhibit this desire
believing that they will achieve it, the global growth of the internet has been
related to the desire for fame and makes it seem more easily attainable (Choi &
Berger, 2009).

Today and for many people, attention to pseudo-events and the manufactured
mass media products of fame and heroes have replaced interest in real events,
people and lives (Halpern, 2007).

when people feel frustrated by the lack of material achievement associated with
the rich and famous, they develop they develop a psychological condition
known as achievement famine, this condition leads to the desire for fame as a
route to fulfilling one's desires (Rojek, 2001).
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a study conducted by Uhls and Greenfield (2012) found that 40% of 10-12-
year-old children report fame as their number one goal in life (benevolence and
achievement fell into the second and third positions, respectively) for reasons
that include attention, money, and popularity.

And the study of Amy Noser & Virgil Zeigler-Hill (2014) the goal of this study
was to gain a more nuanced understanding of the relationship that exists
between self-esteem and the desire to be famous.

And the study of Maltby et al. (2008): The aim of the present studies was to
generate implicit theories of a desire for fame among the general population.

Also, The study of Maltby (2010): examined the relationship between an interest
in fame and measures of the five-factor model of personality, narcissism, self-
esteem, curiosity, attachment style and perceived family, and peer and media
influence.

The study of Dara Greenwood (2013): seeks to clarify how specific views of self
are associated with specific dimensions of fame appeal.

The study of Gountas et al. (2012): aims to test the relationships between the
desire for fame and intrinsic and extrinsic goals and aspirations, specifically, a
stronger desire for fame is predicted to correlate positively with extrinsic goals
and aspirations (material achievement, social recognition etc.) and correlate
negatively with intrinsic goals and aspirations (self-acceptance and affiliation).

Theoretical framework

Online social networking sites have become a core feature of daily life, with
millions of social interactions being played out in the virtual space on a daily
basis (Wilson, Gosling, & Graham, 2012).

Children under 13 are not allowed to use most of social media without a parent’s
permission. However, one survey found that seven million children under the
age of 13 have Facebook profiles, with five million of these under 10 years
(Consumer Reports, 2011).



ILA h)uﬂ:\_ﬁ)ﬂ\w\yac hﬂ\jﬁ;\)ﬁﬂhw\w\

Social Networks such as Facebook and Twitter have far exceeded the traditional
networking service of connecting people together. With millions of users
actively using their platforms, social networks have attracted third parties who
exploit them as an effective media to reach and potentially influence a large and
diverse population of web users (A. M. Kaplan and M. Haenlein, 2010).

The extraordinary amount of time people spend on FB may be a reflection of its
ability to satisfy ego needs that are fundamental to the human condition, that
pertain to how people wish to see themselves-socially attractive and embedded
in a network of meaningful relationships (Toma and Hancock, 2013).

Specifically, individuals may use social media in the service of ostensibly
gratifying specific psychological needs—the need to feel seen and valued, and
to feel meaningfully embedded in social networks. These needs may also
manifest in individuals’ attitudes about the appeal of fame, from being literally
seen and admired, to having elite access to resources, to having the power and
ability to help others (Dara N. Greenwood, 2013).

Additionally, research suggests that both fame and social media are more
appealing among younger individuals (Uhls & Greenfield, 2012). Psychologists
have noted that in addition to a growth in entertainment media content that
focuses on personal achievement and competition (e.g., reality TV shows), the
ubiquitous invitation to post, tweet, and broadcast the self en masse via
personalized new technologies may both reflect and fuel a societal shift toward
individualistic values and a quest for fame (Konrath, O’Brien, & Hsing, 2011).

A desire to differentiate one-self from others is an essential component of fame
and a recognized factor in individualism (Maltby, 2010). As well as distracting
individuals from the achievement of more intrinsic goals (e.g., self-acceptance)
that are associated with personal growth and well-being (Vonk & Smit, 2012).

Children who pursue extrinsic aspirational goals may be suffering emotional
insecurity and general neuroticism perhaps because of social and economic
disadvantages, In addition, recent empirical examinations of fame have found a
number of different motivations for desiring fame that extend beyond a desire

for acceptance, For example, extrinsic motivations such as financial success,
1
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attractiveness, and social recognition are often associated with the desire to
become famous (Gountas et al., 2012).

Many think of ‘fame’ as something earned, or merited, through exceptional
deeds, on the other hand, it has long been acknowledged that one may achieve
fame as a result of socially unacceptable or immoral behavior. Moreover, being
famous requires extreme attention to image in order to capture the interest of
audiences that can number in the multi-millions (Braudy, 1997).

These processes, he argues, have caused ordinary people to experience
achievement famine, a concept referring to a ‘psychological condition that
results from frustrated desires for material and romantic achievement of the sort
the rich and famous enjoy’ (Rojek, 2001).

It was found that while some children’s interest in celebrities was related to
secure attachments and friendship groups, other children’s interest in celebrities
were related to avoidance attachment and poor relationship with their parents,
reflecting more problematic aspects of the transition towards adulthood (Giles
and Maltby, 2004).

In 2006, national kids day asked children under 10 years old to reveal their
Christmas wish list, and the desire to be famous or achieve celebrity emerged at
top of the list, followed by good looks and wealth, for these young people fame
appears to be an aspiration or a goal (Johnson & McSmith, 2006).

Also, a survey for the Association of Teachers and Lecturers found that 60% of
teachers questioned felt that their pupils most aspired to be like David Beckham,
and that 32% said their pupils modeled themselves on Paris Hilton (Pattinson,
2008).

And other experimental research on terror management theory has shown that
one motive for desiring fame in the belief that one will be remembered after
death (Greenberg, et al., 2010)

There is more to the fame and social media story than superficial values and
self-involvement, however. Research suggests that both may also be fueled by
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basic, even existential anxieties about the self. Prior analyses found that
individuals with heightened inclusion anxiety (i.e., higher need to belong)
showed increased interest in diverse appeals of fame, in addition to increased
time spent engaged in fame fantasies (Greenwood et al., 2013).

Finally, such success, with apparently little effort, appeals to some who are also
motivated by material success. Therefore, it is hardly surprising that fame is
highly desired in "ordinary, everyday culture in modern times" (Rojek, 2001).

We expected that age might be inversely related to fame interest and narcissism,
both of which have been found to be prevalent or salient for younger generations
(Foster et al., 2003).

Definitions

Social Networks: We define social network sites as web-based services that
allow individuals to construct a public or semi-public profile within a bounded
system, articulate a list of other users with whom they share a connection, and
view and traverse their list of connections and those made by others within the
system (Boyd & Ellison, 2007).

Procedural definition

Social media is the collective of online communications channels dedicated to
community-based input, interaction, content-sharing and collaboration, Websites
and applications dedicated to forums, micro blogging, social networking, social
bookmarking and wikis are among the different types of social media.

Methods

Research problem

Study intended to answer the main question what is the adults' opinions about
using social media by children to be famous? So this study intended to answer
the following questions:

What draws children to be seeking fame?

How social media could help children being famous easily?

How and why children want to be famous?

The Significance of this research

This study is investigating adults' perspectives with using social media by
children to be famous in Saudi Arabia which studied this issue in order to

A
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a)Raising the awareness of parents about the dangerous of children seeking fame
and making fame their ultimate goal; b) defining fame appeal and its negative
effects on children in an attempt.
The aims of this research:
The aims of this research:

1) To identify the reasons why the child is seeking fame.

2) To define the disadvantages of seeking fame and the negative effect of
making the fame is the child's first goal.
3) To identify the methods used by the child to achieve fame.

Participants

Research sample formed from 135 parents, and they were selected randomly
from the Kingdom of Saudi Arabia.

Instrument

The questionnaire has 13 main items (themes) which investigated participants"
children gender, marital status, education, age, family size, children ages,
household average salary, social network sites, beliefs about the fame of
children, parents' perspectives about seeing their child famous, parents' attitude
toward seeking fame, parents concepts about fame, children behavioral problem
of being famous which the parents think affect the child negatively.

Results

The following is a comprehensive presentation of the results shown in Tables (1
- 13) and Figures (1 — 13) in terms of:

1- child's gender:

Table (1) the distribution of the participants' according to child's gender

Gender of your child

Boy 51 37.8%
Girl 84 62.2%

Sum 135 100%
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Figure (1) the distribution of the participants' according to child's gender

As shown in table (1), and figure (1) the distribution of the research sample
according to the child's gender variable, showed that a total of 84 of the children
is girls with a percentage 62.2%, while 51 of the children were boys with a
percentage 37.8%

2- Parent's marital status:
Table (2) the distribution of the participants' according to parent's marital status

Your Status Percentage

Married 92
Divorced 26
Single parents 17

135 100%
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Figure (2) the distribution of the participants' according to parent's marital status

As shown in table (2), and figure (2) the distribution of the research sample
according to the parent's marital status variable, showed that a total of 92 of the
sample is married with a percentage 68.1%, then 26 of the sample were divorced
with a percentage 19.3%, while 17 of the sample were single parents with a
percentage 12.6%.

3- Parent's Age:
Table (3) the distribution of the participants' according to parent‘s age

Up to 25 years oId
26-39 years old
40-49 years old
50-59 years old

Over 60

AR
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Figure (3) the distribution of the participants' according to parent's age

Table (3) and figure (3) displayed the distribution of the participants' according
to parent's age, A total of 42 of the research sample ages were 26 — 39 years
with a percentage 31.1%, followed by 36 of the research sample ages were 40 —
49 years with a percentage 26.7%, Then In the third place 23 of the research
sample ages were 50 — 59 years with a percentage 17%, in the fourth place 19 of
the research sample ages were up to 25 years with a percentage 14.1%, and
finally 15 of the research sample ages were over 60 years with a percentage
11.1%.

4- Family size:
Table (4) the distribution of the participants' according to the family size

Small famlly (5-7 members)
Big family (8-10 members) live
independently
Big family (Over 10 members) live with
grandparents

VY



ILA z\ﬁjuﬂ@jﬂ\w‘}ac hﬂ\jﬁc\‘)ﬂb)@\w\

60%

50%

40%

30%

20%

10%

0% -

Small family (5-7 Big family (8-10 Big family (Over 10
members) members) live members) live with
independently grandparents

Figure (4) the distribution of the participants’ according to the family size

Table (4) and figure (4) illustrated the distribution of the research sample
according to the family size variable, showed that a total of 68 of the sample
were live in small families (5 — 7) members with a percentage 50.4%, then 40 of
the sample were live in big families (8 — 10) members with a percentage 29.6%,
while 27 of the sample were live in big families (over 10 members) with a
percentage 20%.

5- Parent's level of education:
Table (5) the distribution of the participants' according to Parent's level of
education

What is your level of education mw

Completed primary
Completed High school

Diploma
Bachelor degree
ngher education ((Master -Doctorate)

VY
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Figure (5) the distribution of the participants' according to Parent's level of
education

As shown in Table (5) and figure (5) a total of 56 of the research sample have
Bachelor degree with a percentage 41.5%, followed 30 of the research sample
have Diploma with a percentage 22.2%, Then in the third place 25 of the
research sample have completed high school with a percentage 18.5%, Around
11.9% of the sample (n=16) have completed primary, finally 8 of the research
sample have Higher education (Master — Doctorate) with a percentage 5.9%.

6- parent's average household salary per month:
Table (6) the distribution of the participants' according to Parent's average salary

What IS your average household
Number Percentage
salary per month?

Less than-4000SR
9000-4,000SR
15,000-10,000SR
30,000-20, 000 SR
I\/Iore than 40,000SR

V¢
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Figure (6) the distribution of the participants' according to Parent's average
salary

Table (4) and figure (4) illustrated the distribution of the research sample
according to the parent's average salary variable, showed that a total of 42 of the
sample were having (20.000 — 30.000 SR) with a percentage 31.1%, then 36 of
the sample were having more than 40.000 SR with a percentage 26.7%,
followed by 27 of the sample having (10.000 — 15.000 SR) with a percentage
20%, then 18 of the sample having (4.000 — 9.000 SR) with a percentage 13.3%,
while finally 12 of the sample having less than 4000 SR with a percentage 8.9%.

7- child's Age:
Table (7) the distribution of the participants' according to child's age

 rovosyourie | e ] e ]

0- 1 year
2-3 years

4-5 years
6-7 years
8- 9years

Vo
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Figure (7) the distribution of the participants' according to child's age

As shown in Table (7) and figure (7) the distribution of the research sample
according to the child's age variable showed that a total of 53 of the research
sample their ages were 6-7 years with a percentage 39.3%, followed by 40 of the
research sample their ages were 4-5 years with a percentage 29.6%, Then 21 of
the research sample their ages were 8-9 years with a percentage 15.6%, followed
by 15 of the research sample their ages were 2-3 years with a percentage 11.1%,
Then finally 6 of the research sample their ages were 0-1 years with a
percentage 4.4%.

8- the social network sites (SNS) used the most in everyday life
by the child:
Table (8) the distribution of the participants’ according to the social networks
sites used the most by the child

Which is the most social network

sites (SNS) does your child use in Number Percentage
their everyday life?
What's APP 102 26.8%
Instagram 44 11.5%
Snapchat 82 21.5%
You Tube 56 14.7%

V1
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Figure (8) the distribution of the participants' according to the social networks
sites used the most by the child

As shown in Table (8) and figure (8) showed that there were of 102 of the
research sample were using whatsapp with a percentage 26.8.3%, followed by
82 of the research sample were using Snapchat with a percentage 21.5%, Then
67 of the research sample were using Facebook with a percentage 17.6%,
followed by 56 of the research sample were using Youtube with a percentage
14.7%, Then 44 of the research sample were using Instagram with a percentage
11.5, finally 30 of the research sample were using Twitter with a percentage
7.9%.

9- Parental beliefs about the fame of children :
Table (9) the distribution of the participants' according to Parental beliefs about
the fame of children

Parental beliefs about the
i Number Percentage
fame of children

My child would rather be famous than 14 10.4%
smart

Children who watch TV and read “glam 21 15.6%

ARY%
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mags” want and expect fame the most

Heavy TV-watchers are especially likely to

0,
believe fame will improve their lives 19 14.1%
Poor children are more desperate for fame 15 11.1%
Chlldr’(zn who watch TV and read “glam 10 7 4%
mags” want and expect fame the most
Heavy TV-watchers are especially likely to 8 5 90/
believe fame will improve their lives 970
Lonely and depressed children hope that 0
fame will solve their problems 17 12.6%
Lonely children are also more likely to o
follow the lives of celebrities 12 8.9%
My life's ambition to have a famous child 13 9.6%
Children believe that celebrities deserve 6 4.4%

their fame

16%

14%

12%

10%

8%

6%

4%

2%

0%

Figure (9) the distribution of the participants' according to Parental beliefs about
the fame of children

Table (9) and figure (9) shows that 21 of the research sample indicated that
“Children who watch TV and read “glam mags” want and expect fame the
most” with a percentage 15.6%, followed by 19 of the research sample reported
that “Lonely and depressed children hope that fame will solve their problem”
with a percentage 14.1%. Around 12.6% (n=17) reported that “Lonely and

YA
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depressed children hope that fame will solve their problems”, followed by 15 of
the research sample said that “Poor children are more desperate for fame” with a
percentage 11.1%. A total of 14 of the research sample said that “My child
would rather be famous than smart” with a percentage 10.4%, followed by 13 of
the research sample said that “My life's ambition to have a famous child” with a
percentage 9.6%, A total of 12 of the research sample reported that “Lonely
children are also more likely to follow the lives of celebrities” with a percentage
8.9%, followed by 10 of the research sample said that “Children who watch TV
and read “glam mags” want and expect fame the most” with a percentage 7.4%.
Only 8 of the research sample reported that “Heavy TV-watchers are especially
likely to believe fame will improve their lives” with a percentage 5.9%, A few
number of participants (n=6) mentioned that “Children believe that celebrities
deserve their fame” with a percentage 4.4%.

This finding stated that most of the children watching TV will be wanting and
seeking fame, influenced by some celebrities who see and desire in what
available to them from luxuries.

10- Parents' perspectives about seeing their child famous for any

reason:
Table (10) the distribution of the participants' according to parents' perspectives
about seeing their child famous

Do you prefer to see your child Number Percentage
Famous for any reason?

I want to see my child’s picture in

) 26 19.3%
magazine

My chllc_i should _be famous because of 15 11.1%
his/her unique character

I want my child to be famou§, so he/she 5 4.4%
can contribute to society

I would do anything to my child to be 10 7 4%

famous
Being famous would prllng_some meaning 7 5 204
to my child's life
Parents should encourage their children to 21 15.6%

be famous if their child wishes that
Parents should give their child space of 14 10.4%

Y4
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freedom to be famous, but they must

monitor their child's social behavior
Parents should ask/supervise the contents
of their child's online postings (on Social

Network Sites (SNS such as Snapchat,

Instagram, WhatsApp, YouTube)
Being famous in these days is important
for my child to have good future 17 12.6%
(financially/socially)

11 8.1%

Being famous may effected children’ life
negatively as it prevents them from 8 5.9%
enjoying their childhood

20%
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14% £
12% €1 F
10% £
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Figure (10) the distribution of the participants' according to parents' perspectives
about seeing their child famous

Table (10) and figure (10) shows that 26 of the research sample indicated that “I
want to see my child's picture in magazine” with a percentage 19.3%, followed
by 21 of the research sample reported that “Parents should encourage their
children to be famous if their child wishes that” with a percentage 15.6%.
Around 12.6% (n=17) reported that “Being famous in these days is important for
my child to have good future (financially/socially)”, followed by 15 of the
research sample said that “My child should be famous because of his/her unique

A
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character” with a percentage 11.1%. A total of 14 of the research sample said
that “Parents should give their child space of freedom to be famous, but they
must monitor their child's social behavior” with a percentage 10.4%, followed
by 11 of the research sample said that “Parents should ask/supervise the contents
of their child's online postings (on Social Network Sites (SNS such as Snapchat,
Instagram, WhatsApp, YouTube)” with a percentage 8.1%, A total of 10 of the
research sample reported that “I would do anything to my child to be famous”
with a percentage 7.4%, followed by 8 of the research sample said that “Being
famous may effected children' life negatively as it prevents them from enjoying
their childhood” with a percentage 5.9%. Only 7 of the research sample reported
that “Being famous would bring some meaning to my child's life” with a
percentage 5.2%, A few number of participants (n=6) mentioned that “I want
my child to be famous, so he/she can contribute to society” with a percentage
4.4%.

11- Parents' attitude toward seeking fame for their children
Table (11) the distribution of the participants' according to parents' attitude
toward seeking fame for their children
What do you think the most value
influence parents/children's
attitude to seek for future goals in Number Percentage
relation to Social Network Sites
(SNS)?

Fame itself (being famous)

Benevolence (being Kind to other)

Community feeling (being part of the
group)

Achievement (being successful)

Financial success (being rich)

Self-acceptance (looking good)

Image (What you look like)

Y
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Figure (11) the distribution of the participants' according to parents' attitude
toward seeking fame for their children

As shown in table (11) and figure (11) Most of the incidents that were reported
community feeling (being part of the group) with a percentage 23.7%, followed
by 25 reported that Image (What you look like) with a percentage 18.5%. Then
21 of the participants reported that Self-acceptance (looking good) with a
percentage 16.6%, while 20 of the research sample reported that Achievement
(being successful) with a percentage 14.8%. Then in the fifth place 15 of the
research sample reported that Financial success (being rich) with a percentage
11.1%, then 13 of the research sample reported that fame itself (being famous)
with a percentage 9.6%. Finally 9 of the research sample reported that
Benevolence (being kind to other) with a percentage 6.7%.

This finding state that your need to influence in your society, your belonging to
it, and participation in its events, prompts you to seek fame through social
networking sites that allow you to do so, as the Findings of the study of Dara
Greenwood (2013) illuminate the socio-emotional underpinnings of fame appeal
and the individual differences that may render certain aspects of fame
particularly alluring, it is also found that both belongingness needs and
narcissism were associated with multiple dimensions of fame appeal,

12- Parent's concepts about the experience of fame

Yy
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Table (12) the distribution of the participants' according to parents' concepts
about the experience of fame

In which word could you describe
the life experience of being Number Percentage
famous?

Ego gratification
Unlimited access to life luxurious life
Enormous wealth |

adoration

warmth

Ego Unlimited Enormous adoration warmth

gratification  access to life wealth
luxurious life

Figure (12) the distribution of the participants' according to parents' concepts
about the experience of fame

As shown in table (12) and figure (12) Most of the participants (n=47) reported
that Ego gratification with a percentage 34.8%, followed by 31 reported that
Enormous wealth with a percentage 22.9%. Then 29 of the participants reported
that Unlimited access to life luxurious life with a percentage 21.5%, while 16 of
the research sample reported that Adoration with a percentage 11.9%. Finally
only 12 of the research sample reported that Warmth with a percentage 8.9%.
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These findings showed that Ego gratification is the motivation that drives
children to seek fame to satisfy their goals and ego, as the findings of the study
of Young and Pinsky (2006) found that famous people attending a radio station
for interview scored higher on the Narcissistic Personality Inventory (NPI) than
scale norms for the general population.

13- common child’s behavioral problem of being famous which
the parent think affect the child negatively:
Table (13) the distribution of the participants’ according to child's behavioral
problem of being famous which the parent think affect the child negatively

Which of the following common
child's behavioral problem of
being famous do you think effect
the child negatively
Abusive language
Disrespect others
Being bossy to others

Violent behaviors
Being bulling victim

Number Percentage

Lack of motivation and laziness
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30%

25%

20%

15% ¢

10%

5%

0% -

Abusive Disrespect Being bossy Violent Being bulling Lack of
language others to others behaviors victim motivation
and laziness

Figure (13) the distribution of the participants' according to child's behavioral
problem of being famous which the parent thinks affect the child negatively

As shown in table (13) and figure (13) Most of the incidents (n=34) were
reported Being bulling victim with a percentage 25.2%, followed by 28 reported
that Violent behaviors with a percentage 20.7%. Then 23 of the participants
reported that S Lack of motivation and laziness with a percentage 17%, while 21
of the research sample reported that Being bossy to others with a percentage
15.6%. Then in the fifth place 18 of the research sample reported that Disrespect
others with a percentage 13.3%, finally 11 of the research sample reported that
Abusive language with a percentage 8.1%.

These findings stated that most parents think the child being bulling victim is the
main reason which drives the children seeking fame, as the study of Giles
(2000) suggest self-esteem explanations for those who are famous, with those
being particularly high in self-esteem, or those having particularly low self-
esteem, seeking to be famous due to issues of confidence, be it under- or over-
confidence of one’s own self-image.
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