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Abstract
This report explored whether participants scoring high in extraversion reported higher social media usage. Using a dataset of 34 participants (aged 18−69 years) and a between-subjects design model, participants completed the BFI extraversion and social media use questionnaires. Participants provided their age (R = 18−69, M = 29.26, SD = 11.34) and gender demographic (Males = 13, Females = 19, Non-Binary = 2), and analysis by means of independent samples t-test was completed. The analysis showed participants with high extraversion scores reported slightly greater social media use (M = 15.10, SD = 7.56) than those low in extraversion (M = 12.54, SD = 6.27). This difference, however, was not statistically significant, t (32) = −1.02, p = .158 (one tailed). These findings suggest that extraversion did not significantly predict social media use in this sample and therefore the directional hypothesis was rejected. This suggests, within this sample, personality may play a smaller role in predicting overall social media use than previously reported.


Introduction
Stable individual differences have long been examined along with their influence on behaviour across situations such as at home or in the workplace. One of the most widely used frameworks for explaining personality is the Big Five model, which suggests five broad traits: extraversion, agreeableness, conscientiousness, neuroticism and openness to experience (John & Srivastava, 1999). Extraversion reflects sociability, assertiveness, enthusiasm and a tendency to seek stimulation and social engagement. Individuals who are low in extraversion are often described as introverted and typically prefer solitary activities, lower levels of social stimulation and quieter environments.
Digital means of communication have become increasingly part of daily life and as such, researchers have increasingly explored how personality traits relate to online behaviour. Social media platforms offer opportunities for interaction, self-presentation and social connection, which make them particularly relevant for studying extraversion. Research by Bowden-Green et al. (2020) suggests extraverts tend to post more frequently, react more to others’ content and maintain larger online networks. Additional research by Correa et al. (2010) was shown to positively predict general social media use, with extraverts reporting higher levels of engagement across platforms. The findings of these studies align with the behavioural tendencies associated with extraversion.
Research increasingly shows the effects of social media depend on how individuals engage with it. Passive browsing is consistently linked to negative outcomes such as low mood, reduced self-esteem, feelings of exclusion and lower wellbeing due to increased social comparison (Verduyn et al., 2017; Valkenburg et al., 2021), whereas active use such as messaging or posting is associated with more positive outcomes in mood, self-esteem and wellbeing (Frison & Eggermont, 2017).
Additional research has shown heavier engagement with social networking platforms can be associated with poorer sleep and reduced cognitive functioning, suggesting that understanding who uses social media more frequently is important for identifying individuals who may be more vulnerable to negative outcomes such as poor sleep and prefrontal cortex functioning (Xanidis & Brignell, 2016).
More recent research also suggests personality traits influence not only how often people use social media, but how they respond to it. For example, extraversion has been shown to moderate the emotional impact of social media use (Weiß et al., 2022), and extraverts tend to engage more actively with platforms such as Instagram compared to introverts (Gugushvili et al., 2025).
Because prior studies consistently report that extraverts engage more frequently and more actively with social media, the present study tested a directional hypothesis predicting higher social media use among individuals scoring high on extraversion.

Method
Participants
There were 34 participants, 13 male, 19 female and 2 non-binary. The range of ages of participants was 18-69 years. The mean age was 29.26 and the standard deviation was 11.34.
	
Design
The study design is a between-subjects design. The Independent Variable (IV) was the level of extraversion and the Dependent Variable (DV) was the social media use. The participants were placed in categories of low or high extraversion based upon the mean value of the sample.
Analysis was conducted using an independent samples t-test.
	
Materials
	The Big Five Inventory (BFI; John & Srivastava, 1999) was used to assess levels of extraversion in participants (see appendix B). 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
Participants were recruited via the Experiment Management System (EMS) and were asked to participate in an online study. Participants were presented with a link on which they clicked to access the survey. An information sheet (Appendix A) and consent form (Appendix D) was provided to participants for completion. Participants were asked to complete their demographic information to include their gender and age. Next participants completed the extraversion questionnaire (Appendix B), followed by the social media use questionnaire (Appendix C). Following the completion of these steps participants were debriefed (Appendix E) and thanked for their participation.

Results
The descriptive statistics showing the levels of social media use by participants categorised as low or high in extraversion are presented in table 1. Full descriptive statistics output is provided in Appendix F.

Table 1
Descriptive Statistics Relating to Level of Social Media Use
	Extraversion Level
	Mean
	Standard Deviation
	Number

	Low
	12.54
	6.27
	13

	High
	15.10
	7.56
	21



A bar chart illustrating the mean differences is presented in Figure 1. Participants high in extraversion reported slightly higher levels of social media use (M = 15.10, SD = 7.56) compared to those low in extraversion (M = 12.54, SD = 6.27). Group statistics from SPSS are shown in Appendix G.

Figure 1
Mean social media use scores for low and high extraversion groups
The independent samples t-test indicated that the difference in social media use between the two groups was not statistically significant, t (32) = −1.02, p = .158 (one tailed). Therefore, the hypothesis that extraverts would report higher levels of social media use must be rejected. The full independent t-test output is provided in Appendix H. Effect size output (Cohen’s d = 0.36) is presented in Appendix I.

Discussion
The aim of the study was to examine whether individuals high in extraversion reported higher levels of social media use than those low in extraversion. Although extraverts scored slightly higher on the social media use measure, the difference was not statistically significant, and the directional hypothesis was therefore rejected. These findings suggest that, within this sample, extraversion did not reliably predict levels of social media use.
This contrasts with previous research which has consistently shown that extraverts tend to use social media more frequently and more actively than introverts (Bowden-Green et al., 2020; Correa et al., 2010). One possible explanation for the discrepancy is the relatively small sample size. With only 34 participants, statistical power was limited, reducing the likelihood of detecting a true effect. The low reliability of the extraversion scale may also have weakened group categorisation and contributed to measurement error. For future replication, the use of an additional personality questionnaire with a strong focus on extraversion, such as the Eysenck Personality Questionnaire-Revised (EPQ-R), which demonstrates good internal consistency, test-retest reliability, and concurrent validity for assessing extraversion (Sato, 2005), could improve reliability of the findings.
Although no significant difference was found, this aligns with recent evidence suggesting that overall usage time is a weak predictor of behaviour or wellbeing. Gugushvili et al. (2025) demonstrated that personality traits influence how individuals use social media rather than how much. This implies that extraverts and introverts may differ more in active versus passive engagement than in total time spent online. Because the current study measured only overall use, it may have overlooked these more nuanced behavioural patterns.
Another explanation for the null findings relates to measurement accuracy. Self-reported estimates of social media use are often biased or inaccurate (Parry & Sewall, 2021). If participants under, or over-estimated their usage, subtle group differences may have been obscured. Future research using objective tracking tools may provide a clearer picture of personality-related usage patterns.
The unequal distribution of male, female and non-binary participants also limits interpretation. Large cross-national studies show that females typically engage more frequently in social networking activities, whereas males tend to use digital media more for gaming and information-seeking (Beyens et al., 2020; Thorisdottir et al., 2019). A more balanced gender sample would allow future research to test whether gender interacts with personality traits in predicting social media use.
The study did not control for additional factors known to influence social media use, such as age, gender, platform preferences, or wellbeing. These variables may interact with personality traits and shape online behaviour, meaning extraversion alone may not explain differences in usage. Without controlling for these influences, it is difficult to determine whether the observed pattern reflects personality or other demographic or behavioural factors (Beyens et al., 2020; Thorisdottir et al., 2019; Valkenburg et al., 2021).
Another limitation is that the study measured overall social media use rather than platform-specific behaviour. Different platforms encourage different types of engagement, and combining all usage into a single score may have obscured personality-related patterns (Gugushvili et al., 2025; Frison & Eggermont, 2017; Weiß et al., 2022).
Overall, the present study found no significant difference in social media use between high and low extraversion participants, indicating that extraversion did not predict usage levels within this sample. Although the hypothesis was rejected, the findings highlight the importance of measurement reliability, balanced sampling, and behavioural specificity in personality-technology research. Future studies should use continuous personality scores, platform-specific assessments, and objective usage tracking, to clarify how individual differences shape online engagement.
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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).
· This is an eight-item questionnaire designed to assess the personality trait of extraversion.
· Each item has a five-point response option ranging from Disagree strongly to Agree strongly.
· You should choose which response option best describes your thoughts/feelings in relation to each of the statements presented.
· 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. 
· 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.



Appendix B
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.

	Disagree strongly

1
	Disagree


2
	Neither agree nor disagree

3
	Agree


4
	Agree strongly


5




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


Appendix C
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

	1. I feel angry, when I am not able to access my social network account
	
0
	
1
	
2
	
3
	
4

	1. My relatives and friends complain that I spend too much time using social network sites.
	
0
	
1
	
2
	
3
	
4

	1. I lose track of time, when using social network sites
	0
	1
	2
	3
	4

	1. I use social network sites, when I am in the company of friends
	
0
	
1
	
2
	
3
	
4

	1. I feel anxious, when I am not able to check my social network account
	
0
	
1
	
2
	
3
	
4

	1. I stay online longer than initially intended.
	0
	1
	2
	3
	4

	1. I spend a large proportion of my day using social network sites.
	
0
	
1
	
2
	
3
	
4

	1. I feel guilty about the time that I spend on social network sites
	
0
	
1
	
2
	
3
	
4
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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 
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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 
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Appendix G
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Mean Social Media Use Scores by Extraversion Level

Mean	

Low Extraversion	High Extraversion	12.54	15.1	Standard Deviation	
Low Extraversion	High Extraversion	6.27	7.56	Number of Participants	
Low Extraversion	High Extraversion	13	21	Mean Social Media Use


Extraversion Level
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Descriptive Statistics
N Minimum  Maximum  Mean  Std. Devation

Total_Ex 34 1300 3200 242041 433820
Valid N (istwise) 34





image3.png
Group Statistics
EcGoups N Mean  std. Deviation _Std.Error Mean

SMU 1.00 13 125385 6.26652 1.73802
200 21 150052 7.55582 1.64882





image4.png
Independent Samples Test
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Independent Samples Effect Sizes
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