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Abstract-
The current study investigated the relationship between extraversion and social media use. The study was centred on a detailed research framework, which involved both secondary and primary research. The secondary research has included several main psychology articles (https://moodle.uwtsd.ac.uk/pluginfile.php/880505/mod_folder/content/0/Relevant%20articles/Big%20Five%20ORIGINAL%20ARTICLE%20%28Book%20chapter%29.pdf?forcedownload=100 and key websites. The primary research concentrated on quantitative methods, involving data collection from a number of participants (34). The data was then collated and analysed using SPSS. Within the analysis, both primary and secondary data sources were reviewed. Specific statistical figures were considered against the earlier sourced literature, whereby similarities and differences were considered. 
Key findings from the research proved interesting for the study, however numbers were limited in the research (only 34), to draw widespread conclusions. Mixed correlation was identified between levels of extroversion and introversion and social media usage. Conclusions drawn were that social media usage is popular with all groups included in the study, although a strong link was not fully proven between social media usage and personality (extroversion and introversion)
Whilst the study proved rigorous in its research methods, there is always room for improvement in any research and method design. Some suggested improvements included; widening the sample group, to encompass differing population types and varying the data collection types, such as, quantitative data collection, and qualitative data. With differing research methods employed in the future, this would support a greater understanding of the topic area. 













Introduction-
With social media now being a regular part in many people’s lives, with many different types of available platforms, such as; Facebook, Instagram, X, Snapchat, amongst others, it has become a very interesting and key topic area for research. Areas of particular interest for research include, examining the diverse ways and means in which individuals engage with social media, such as their use of platform types, length of time interacting with social media apps, and how personality, (individuals being extroverted or introverted), may influence levels of connectivity and usage. Extroverts are typically outgoing with a stronger passion for social interaction, whereas introverts tend to be more reserved, having quieter interaction preferences, and generally are less inclined to socialise.
 	When it comes to social media platforms usage, investigating both these contrasting personality types are of strong interest, linked to their levels of usage and the motivations for social media access. In recent years, there has been much research surrounding personality type and social media engagement. In reviewing several different literature sources, focussing on the topic area, as shown in the reference list, from these articles, it was found that there is varied opinion on whether personality type (extrovert and introvert) influences social media usage. However, from most of the research articles reviewed, there appears to be greater research which suggests a connection between extraversion and social media use and elaborated upon below. 
[bookmark: _Int_kvPk3EO8]  Studies have found that individuals with extraversion tendencies have a significant impact on a person’s motivations to engage with online / social media usage, for example Facebook, due to these individuals having greater needs to interact and be social. Furthermore, extraverts generally have higher levels of self-esteem and wider social networks. This suggests that extraverted individuals may use social media more often to actively engage with existing friends and also to widen their networks. From research, other reasons why the extroverted may choose to engage more with social media is that they are keen to vocalise opinion, like taking part in online discussions. From the diverse forms of social media apps, from informal; including Facebook, to formal; such as LinkedIn, these provide opportunities through the platforms to vocalise opinion and to reach large audiences. From this potential of sharing individual voices and views, this suggests that extraverted users may be very enthusiastic about using social media and therefore more active online. From looking at a recent piece of research conducted which focussed on IT students, from this group, it was found that the sample indicated that extroverts were more active on social media and used it more frequently. 
 	However it is important to highlight contrasting theory viewpoints and opinions, that challenge the idea that extroverts engaging with social media more than introverts, as noted below. One piece of research going against the above, suggests that instead of social media being a motivator for positive ‘social’ behaviour for those that are extroverted, it can in certain cases, become a demotivator for social interaction and engagement, due to the negative associations of social media affecting levels of self-esteem and confidence, due to modern day issues such as cyber bullying, online addiction, and limited ‘face to face’ interaction. In addition, again going against the suggestion that social media is more widely engaged in by extroverts, this research shows that introverted individuals may also use social media frequently to support their confidence building. It is encouraged for introverts to use social media to engage in for example, wide discussion forums / chat rooms, then boosting their self-esteem and personal growth. From this research’s figures, it suggests that extraversion does not always lead to higher usage in every situation.
Overall, however, there is greater resources which suggest that extraversion is linked to greater / more active social media use, although this can vary depending on the situation and type of use. Based on the review of literature, which largely supports greater social media usage by extroverts, the following hypothesis is supported. 
The hypothesis supported is; Individuals with greater levels of extroversion are likely to spend an increased amount of time engaging and interacting with social media compared to individuals who have greater levels of introversion. 
The following sections of this report will try to explain / prove the hypothesis using SPSS data from collected research and support with wider secondary research, to then draw conclusions.

Methods- 
[bookmark: _Int_i1TSJFV3]The research methods section below outlines the detailed approach taken to investigate the topic area, for example; whether extroverts engage in greater usage of social media than those that are introverted. 
A quantitative survey approach was used as part of this current study to collect data on personality and behaviour and social media usage, with the aim to determine results / outcomes.
Methodology 
Participants= 
For the study a small sample was used for the study. There were 34 number in total included in the study. Of this number, there were 13 Males and 19 Females and 2 nonbinary. Of the age ranged included, these went from 18 to 69 years.
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Design=
The study examined subjects, for example; those that were extrovert or introvert determined by their answers from research responses. These assigned categories then allowed for comparisons to be made on their social media usage, which from the results, determined whether there were any actual differences within the subject group (personalities – coded: IV and social media activity – coded DV). Subjects were categorised into low or high levels of extraversion based upon sample mean. 
To collect data, questionnaires were used - 1) The Big Five Inventory (BVI) and 2) Social Media Questionnaire.
Analysis was conducted using SPSS data sets, independent statistics and sample T-Tests were completed.

Materials= 
The Big Five Inventory (BFI; John & Srivastava, 1999) was used to assess levels of extraversion in participants (see appendix A). The full BFI includes 44 items, however only items related to the trait of extraversion were used in this study. A total of eight items, therefore, were used to measure extraversion levels. Participants were instructed to respond to each of the eight statements based on how they generally see themselves, and the anchor ‘I see myself as someone who…’ was provided at the beginning of the questionnaire. Responses to each statement, including “... generates a lot of enthusiasm”, were given on a 5-point Likert scales anchored from 1 = strongly disagree to 5 = strongly agree, with total scores on the scale subsequently ranging from eight to 40. Three items were negatively worded and required reverse scoring prior to analysis. Higher scores for this personality trait indicate a more outgoing and sociable person. Internal reliability for the extraversion scale in this study was initiated to be .56 which is lower than that reported by John, Donahue and Kentle (1991) (Cronbach’s alpha = .83). To measure level of social media use, the Social Media Use Questionnaire (SMUQ; Xanidis & Brignell., 2016) was used. This questionnaire contained nine items that aimed to assess levels of dependence to social networking sites (SNS). Participants were asked to provide a response to statements, such as “I spend a large proportion of my day using social network sites”, on a five-point scale anchored between zero (never) to five (always). Final scores ranged between zero and 36, with higher scores indicative of higher levels of dependence on SNS. Internal reliability for this scale was .90, which corresponds with previous research using this scale (e.g., Xanidis & Brignell, 2016)
Procedure= 
In conducting the study, strict procedures were followed, addressing research guidelines and practices. To ensure appropriateness in recruiting from a sample group, this was done through EMS – Experiment Management System. Participants were well briefed on the study / research. Information provided was via a detailed participant information sheet and relevant consent forms. Following agreement and approval, participants were then able to complete the set questionnaires, these being; ‘Extraversion Questionnaire’ and ‘Social Media Use Questionnaire’. Various factors were taken into consideration within the research, including demographic information.  Once data had been collected, participants were debriefed and formally thanked for participation. Participant information (questionnaires and consent forms) are included in the appendix.

Results (Tables)-
The below section now presents the findings of the study, which was to explore differences in levels of social media use between extroverts and introverts.  Detailed data was collected from the survey and then analysed using statistics and a sample t-test. Results were done using SPSS, creating output tables and graphical displays. Findings were presented in group means, standard deviations and statistical significances.
Descriptive statistics are presented in SPSS tables below.
TABLE 1.
Total number included in the study: 34 
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TABLE 2: 
Gender : Mean and Std Deviation 
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TABLE 3: 
Independent Samples Test – Levene’s Test for Equality Variances – SELF ESTEEM
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TABLES  4,5,6: Items 2,5,7 from BFI (INTROVERTED Questions). 
These questions were important to consider in the results to understand levels of introversion within the group. In responding strongly to these questions, it could be inferred that respondents had quieter personalities (introverted).
Questions relating to: 
Item 2 “I see myself as reserved” 
Item 5 “I see myself as tends to be quiet” 
Item 7 “I see myself as sometimes shy, inhibited”
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TABLE 7 : Summary of Ex2,5,7
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TABLES 8,9,10: Items 1,3,4,6, 8 from BFI (EXTROVERTED Questions)
These questions were important to consider in the results to understand levels of extraversion within the group. In responding strongly to these questions, it could be inferred that these respondents had more outgoing personalities (extroverted).
Questions relating to: 
Item 1 “I see myself as talkative” 
Item 3 “I see myself as full of energy” 
Item 4 “I see myself generating a lot of enthusiasm
Item 6 “I see myself as assertive”
Item 8 “I see myself as outgoing / sociable”
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TABLE 11 :Summary Tables for Items 1,3,6,8
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TABLES 12, 13: Total Score for Social Media Use
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The above graphs and tables show the key findings for the two questionnaires = 
BFI and Social Media Use 



TABLE 14: Descriptive Statistics Relating to Levels of EXTRAVERSION / Social Media Use.
Extraversion Level		M	SD	N
Low				12.62	6.28	13
High				15.14	7.45	21
The t-test showed that there was no significant difference in the levels of social media use between participants categorised as introverts and extraverts; t (32) = 1.02, p = .16. The hypothesis that participants categorised as extroverts would use social media more than those categorised as introverts must, therefore, be rejected. This will be discussed in more detail in the discussions section. 

Discussion-
From the literature review and wider reading, most research suggested that, extraverts mainly use social media and online platforms to socialise and interact with others. Their behaviour online usually reflects how they act in real life. They are more likely to build and maintain friendships, which can be seen in how often and how actively they use social media. For example, they often post photos, comment on posts, and manage their friends lists on platforms like Facebook. This suggests that extraverts use social media to extend their real-life social activities, rather than to escape from them.
A further reason from the research which suggested that extraverts use social media, is their strong need to connect with others. They use these platforms to improve their social experiences and interact with more people, which matches their natural personality. Extraverts’ higher use of social media is also linked to traits like agreeableness, which helps them interact positively and present themselves well online. In contrast introverts may use social media to make up for fewer social interactions in real life, and also feeling more comfortable to interact behind a screen, and not face to face. 
Extraverts may use social media to meet their social needs by interacting with others, staying connected, and expressing themselves. However, how they use social media can change depending on the platform and situation. As an example, when it comes to live streaming, the pattern is slightly different. Extraverts are less likely to watch live streams, and those who are more socially active tend to watch even fewer. This suggests they prefer direct interaction with others instead of just watching content. This supports that idea that in this type of example, introverts use social media more. 
When the above literature was compared against the findings (BVI and Social Media Questionnaire), it did not appear to have much correlation, possibly due to sample sizes being too small (only 34 respondents), so strong links and matches couldn’t be made. 
The above literature, fails to fully link with the findings in the primary research study, as not a strong enough correlation was found between extroversion and introversion and social media use. See display below, as also included in the results table section.
Extraversion level		M	SD	N
Low				12.62	6.28	13
High				15.14	7.45	21
The t-test showed that there was no significant difference in the levels of social media use between participants categorised as introverts and extraverts; t (32) = 1.02, p = .16. The hypothesis that participants categorised as extroverts would use social media more than those categorised as introverts must, therefore, be rejected. If the study had been larger, including more people, then links may have been found. 
For balance, it is also important to highlight points that contradict the hypothesis, for example, the studies do not explain why extraverts might choose not to use social media. They mainly focus on how extraverts use these platforms, rather than why they might avoid them. There is no clear evidence suggesting that extraverts stay away from social media or what might cause this.
Furthermore, although extraverts are seen to be active on social media, it does not fully replace the enjoyment they get from real-life interaction, being more confident individuals. Research suggests that extraverts often have a greater preference for in-person socialising, because it allows richer communication and more satisfying social experiences. These points therefore remain unanswered / unaddressed within the primary research as part of the tests completed. Based on the above contradictions, these could provide opportunities for future research into this area.

Concluding Points- 
The nature of the study is very topical at the moment, due to the popularity and growth of social media and its behavioural / cultural influences. This study has shed some light on personality traits and social media usage, however there is bigger scope for future research. 
Ways to improve the study could be to increase the sample size, using a greater sample base and characteristics, such as looking at different age groups, cultures and social classes and data could also be collected over a much longer time. The research could also be widened to include different research collection methods, to possibly include a mixed methods approach, using both qualitative and quantitative research types. As an example, interviews could be used to collect data, which can be much more in-depth in responses gained.  
From the review of results (small in number), it is suggested that findings are typical for the data set collected. However, if research was to be conducted in the future, over the next five to ten years, then results could be very different. It is expected that social media usage will remain an important and greatly discussed topic in the future, particularly with the recent controversial changes in laws and regulations in parts of the world linked to social media usage and younger age groups (children and teens). As a result of this, there will be added opinions to consider in relation to the topic in the near future. 
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Appendices-

Information sheet=

Study Information Sheet 
 This document provides key information regarding the study and provides details about what will be expected of you as a participant. Therefore, please read this information carefully before providing consent to take part.
 
The purpose of this study is to explore the effect of the personality trait of extraversion on social media use.
 
During this study you will be required to do the following:
•	Fill in your demographic information of age and gender.
•	Complete the Extraversion sub-scale of the Big Five Inventory (John et al., 1991).
o	This is an eight-item questionnaire designed to assess the personality trait of extraversion.
o	Each item has a five-point response option ranging from Disagree strongly to Agree strongly.
o	You should choose which response option best describes your thoughts/feelings in relation to each of the statements presented.
o	Further instructions on how to complete this questionnaire will be presented at the top of the page.
•	You will also be required to complete a questionnaire that aims to assess your level of social media use. 
o	This is a nine-item questionnaire and each item has a five-point response option ranging from Never to Always.
•	At the end of the study, you will be provided with the study debrief.
 
If you have any questions or concerns about this study, please contact the research supervisor Stacey Coleman on stacey.coleman@uwtsd.ac.uk
 
You can download a copy of this information sheet for your records here: Information Sheet
 
If you feel you want to withdraw your participation from the study, you can do so at any time by closing the browser on your device. If you withdraw, your data will be deleted and not used as partial data will not be analysed. 
As this study involves the completion of an extraversion questionnaire, if you feel you would not be comfortable answering questions about your extraversion levels, then you are advised not to take part in this study. 
If you are happy to take part in this study, please select below to continue to the consent form.

Consent form=

Study Consent Form
I understand that this research study is being carried to collect data for a group of 1st year Psychology students for a research report. I understand that taking part in this study will involve providing details about my age and gender, completing a short personality questionnaire, and a questionnaire assessing my social media usage.
This study will take approximately 10 minutes to complete.
I understand that participation in this study is voluntary and I am free to withdraw my participation at any time during or before the end of the study without giving a reason and without penalty by closing the computer browser. 
I understand that once I complete the study, I will not be able to withdraw my data, as it will be anonymised and the researcher will be unable to trace my data back to me. 
I am aware that if I have any questions or concerns about the study, I can contact the researcher supervisor, Stacey Coleman at any time before, during, or after the study on stacey.coleman@uwtsd.ac.uk  
I understand that the information provided by me will be held confidentially, with a code assigned in place of my name. These data will be stored indefinitely in accordance with the Data Protection Act.
I also understand that at the end of the study I will be provided with a debrief form.
You can download a copy of this consent form by clicking here: Consent Form
Please tick all boxes below to confirm your consent into participating in this study: 
 
• I am 18 years of age or over 
 
• I understand I can withdraw at any time without penalty by closing the browser  
 
• I understand my data will be held confidentially and my identity will remain anonymous 
 
• I understand all the above information on this consent form
 
• I consent to taking part in this study

Debrief sheet=
Study Debrief Sheet 
Exploring the effect of extraversion on social media use.
 
 
Thank you for taking part in this study.  
 
The purpose of this study is to explore the effect of the personality trait of extraversion on their social media use. Specifically, the aim of the study is to examiner whether individuals who report high levels of extraversion are significantly more likely to engage in higher levels of social media use.
 
If you wish to withdraw your data from the study you must close your computer browser now.  After this point, your data will become anonymous and it will not be possible to trace it back to you. The data you submit will remain confidential.
 
 
If taking part in this study has raised any concerns or if you have any questions about the study, please contact the academic supervisor Stacey Coleman: stacey.coleman@uwtsd.ac.uk 
 
You can download a copy of this debrief sheet for your records by clicking here: Debrief
 
If you are happy for your data to be included in this study, please click the arrow below to confirm.  
 
Thank you once again for taking time to participate in this study.
 
 
BSc Psychology
BSc Psychology and Counselling
BSC Psychology and Criminology
 
University of Wales Trinity Saint David, Swansea





Extroversion questionnaire=
The Big Five Inventory (BFI; John & Srivastava, 1999)
Here are a number of characteristics that may or may not apply to you. For example, do you agree that you are someone who likes to spend time with others? Please write a number next to each statement to indicate the extent to which you agree or disagree with that statement.
1 Disagree strongly
2 Disagree
3 Neither agree nor disagree
4 Agree
5 Agree strongly

I see Myself as Someone Who...
_____ 1. Is talkative
_____ 2. Is reserved
_____ 3. Is full of energy
_____ 4. Generates a lot of enthusiasm
_____ 5. Tends to be quiet
_____ 6. Has an assertive personality
_____ 7. Is sometimes shy, inhibited
_____ 8. Is outgoing, sociable
Scoring information: R denotes reverse scored items 1 + 2R + 3 + 4 + 5R + 6 + 7R + 8



Social media use questionnaire=

Social Media Use Questionnaire (SMUQ; Xanidis & Brignell, 2015) final items after Principal Component Analysis
Never	Rarely	Sometimes	Often	Always
1.	I struggle to stay in places, where I won’t be able to access social network sites.	
0	
1	
2	
3	
4
2.	I feel angry, when I am not able to access my social network account	
0	
1	
2	
3	
4
3.	My relatives and friends complain that I spend too much time using social network sites.	
0	
1	
2	
3	
4
4.	I lose track of time, when using social network sites	0	1	2	3	4
5.	I use social network sites, when I am in the company of friends	
0	
1	
2	
3	
4
6.	I feel anxious, when I am not able to check my social network account	
0	
1	
2	
3	
4
7.	I stay online longer than initially intended.	0	1	2	3	4
8.	I spend a large proportion of my day using social network sites.	
0	
1	
2	
3	
4
9.	I feel guilty about the time that I spend on social network sites	
0	
1	
2	
3	
4




Relevant SPSS Outputs=
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Descriptive Statistics
N Minimum  Maximum  Mean  Std. Devation

total_smu 34 400 2800 141765 7.03442
Valid N (istwise) 34
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Cumulative
Frequency Percent  Valid Percent Percent
Valid Strongly disagres. 8 235 235 235
Disagree 8 235 235 471
Neither agree nor disagres 7 208 208 676
Agree 9 265 265 94
Strongly agree 2 59 59 1000
Total 34 1000 100.0
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Descriptive Statistics

N WMinimum | Maimum  Mean  Std. Deviation
SMU1 34 00 400 18824 1.32035
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smu3 34 00 300 17088 1.00089
SMUs 34 00 400 15888 1.21084
shus 34 00 300 16176 95393
SMUs 34 00 400 17353 1.16278
smu7 34 00 400 13520 1.20308
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shug 34 00 300 14708 82518

Valid N (istwise) 34
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Descriptive Statistics

N WMinimum | Maimum  Mean  Std. Deviation
X 34 1.00 500 27088 1.26801
Ba 34 1.00 400 30888 91920
B6 34 1.00 500 28235 1.08629
B6 34 1.00 400 28824 87956

Valid N (istwise) 34
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Cumulative
Frequency Percent  Valid Percent Percent
Valid Strongly disagres. 8 235 235 235
Disagree 5 147 147 382
Neither agree nor disagres 10 204 204 676
Agree 7 208 208 882
Strongly agree 4 18 18 1000
Total 34 1000 100.0
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Gender

Cumulative
Frequency Percent  Valid Percent Percent
Valid Male 13 382 382 382
Female 19 559 559 94
Non-binary 2 59 59 1000
Total 34 1000 100.0
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Age

Cumulative
Frequency Percent  Valid Percent Percent

Vald 1800 2 59 59 59
19.00 3 88 88 147
2000 3 88 88 235
21.00 1 29 29 265
2200 1 29 29 204
23.00 2 59 59 353
25.00 6 1768 1768 529
26.00 2 59 59 588
28.00 3 88 88 676
30.00 1 29 29 708
34.00 1 29 29 735
35.00 1 29 29 765
37.00 2 59 59 824
38.00 1 29 29 853
45.00 2 59 59 912
46.00 1 29 29 94
51.00 1 29 29 7.1
69.00 1 29 29 1000
Total 34 1000 100.0
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Cumulative
Frequency Percent  Valid Percent Percent
Valid Strongly disagres. 7 208 208 208
Disagree 8 235 235 441
Neither agree nor disagres 11 324 324 765
Agree 4 18 18 882
Strongly agree 4 18 18 1000
Total 34 1000 100.0
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Descriptive Statistics
N Minimum  Maximum  Mean  Std. Devation

Gender 34 1.00 300 16765 58881
Valid N (istwise) 34
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Exd

Cumulative
Frequency Percent  Valid Percent Percent
Valid Strongly disagres. 6 1758 1758 176
Disagree 8 235 235 412
Neither agree nor disagres 12 353 353 765
Agree 6 178 178 94
Strongly agree 2 59 59 1000
Total 34 1000 100.0
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Exg

Cumulative
Frequency Percent  Valid Percent Percent
Valid Strongly disagres. 3 88 88 88
Disagree 6 178 178 265
Neither agree nor disagres 17 500 500 765
Agree 8 235 235 1000
Total 34 1000 100.0
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Descriptive Statistics

Minimum  Maximum  Mean  Std. Deviation
) 34 1.00 500 26765 1.27287
B6 34 1.00 500 22041 114228
Ex7 34 1.00 500 28235 1.33645
Valid N (istwise) 34
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Exs

Cumulative
Frequency Percent  Valid Percent Percent
Valid Strongly disagres. 10 204 204 204
Disagree 11 324 324 618
Neither agree nor disagres 7 208 208 824
Agree 5 147 147 7.1
Strongly agree 1 29 29 1000
Total 34 1000 100.0
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Descriptive Statistics
N Minimum  Maximum  Mean  Std. Devation

Gender 34 1.00 300 16765 58881
Valid N (istwise) 34
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Descriptive Statistics
N Minimum  Maximum  Mean  Std. Devation

total_x 34 1300 3200 243824 446545
Valid N (istwise) 34
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Ex3

Cumulative
Frequency Percent  Valid Percent Percent
Valid Strongly disagres. 2 59 59 59
Disagree 7 208 208 265
Neither agree nor disagres 12 353 353 618
Agree 13 382 382 1000
Total 34 1000 100.0
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Group Statistics
Gender N Mean  std. Deviation _Std.Error Mean

SelfEsteem _male 10 275000 6.27608 1.98466
female 10 21.2000 671317 212289
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Ex6

Cumulative
Frequency Percent  Valid Percent Percent
Valid Strongly disagres. 4 118 118 118
Disagree 9 265 265 382
Neither agree nor disagres 12 353 353 735
Agree 7 208 208 94
Strongly agree 2 59 59 1000
Total 34 1000 100.0





