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Abstract
This study investigated whether levels of extraversion are associated with social media use. A total of 34 participants were recruited using opportunity sampling and completed measures assessing extraversion and social media use. Participants were categorised into high and low extraversion groups, and an independent samples t-test was conducted to examine differences in social media use between these groups. The results indicated there was no statistically significant difference in social media use between individuals with high and low levels of extraversion. These findings suggest that extraversion may not be a strong predictor of overall social media use. The results are discussed in relation to previous research, with consideration given to possible explanations, including the role of different types of social media use. Limitations of the study and suggestions for future research are also outlined.

Personality psychology seeks to understand the relatively stable patterns of thoughts, emotions and behaviours that distinguish individuals from one another. One of the most widely accepted frameworks for studying personality is the Five Factor Model, which posits that personality can be organised into five broad traits: openness to experience conscientiousness, extraversion, agreeableness and neuroticism (Costa & McCrae, 1992). Among these traits, extraversion has received considerable attention due to its association with sociability, positive emotionality and a tendency to seek social interactions. Individuals high in extraversion are typically described as outgoing, energetic and talkative, whereas individuals lower in extraversion tend to prefer quieter environments and fewer social interactions (John & Srivastava, 1999). Because extraverts are motivated by social engagement and interpersonal contact, researchers have suggested that personality traits such as extraversion may also influence behaviour in online environments.
	However, some researchers argue that personality traits alone may not fully explain patterns of online behaviour, as situational factors, platform design and individual motivations may also shape how people interact on social media (Amichai-Hamburg & Vinitzky, 2010). Furthermore, introverted individuals may engage actively in online environments because digital communication can reduce the social pressures associated with face-to-face interaction, potentially reducing differences between extraverts and introverts in online contexts (Mckenna & Bargh, 2000).
	The rapid growth of the internet and social networking platforms has transformed how individuals communicate and maintain social relationships. Social media platforms allow users to interact with others, share information and maintain social networks online, making them an important context for examining social behaviour (Kaplan & Haenlein, 2010). As a result, researchers have increasingly explored whether personality traits influence patterns of social media use. Previous research suggests that extraversion may play a role in predicting online social behaviour. For example, Correa, Hinsley and de Züńiga (2010) found that individuals higher in extraversion were more likely to engage with social media platforms, suggesting that individuals who are more socially oriented offline may also be more active in online environments. Similarly, a literature review by Bowden-Green, Hinds and Joinson (2020) reported consistent evidence that extraverted individuals tend to use social media more frequently and engage in interactive behaviours such as posting content and communicating with others. However, previous research findings are not entirely consistent, suggesting that the relationship between extraversion and social media use may be influenced by additional factors such as context and individual motivations.
This study therefore aims to investigate whether levels of extraversion are associated with social media use. It is hypothesised that individuals with higher levels of extraversion will report greater social media use compared to individuals with lower levels of extraversion.
Methods
Participants
This study recruited 34 (Appendix A) participants via UWTSD’s Experiment Management System (EMS) and, therefore, an opportunity sampling technique was used.  In total there were 13 males (38.2 per cent), 19 females (55.9 per cent), and 2 non-binary (5.9 per cent) with a mean age of 29.26 years old (SD = 11.34, Range = 18 to 69 years old).
Design
This study utilises a between-subjects design. Testing the differences in social media use (dependent variable) between participants categorised as low or high in levels of extraversion (independent variable).  Hence, the planned primary analysis for this study is 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 (Appendix C). 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 click on a link advertising the study on UWTSD’s EMS system.  This link took the participants directly on to the survey.  Upon entering the survey, the participants were welcomed via the study’s information sheet (Appendix D) and consent form (Appendix E).  These not only informed the participants about the aims of the study they also collected and recorded informed consent, as required by UWTSD’s ethical standards. 
	The first set of information collected were centred around the participants’ demographics, this included age and gender.  Again, in line with ethical principles, demographics were inclusive, however, participants were allowed to skip these questions if they felt uncomfortable answering them.  Then the participants completed the extraversion and social media questions.  All questions were asked in the same order for all participants, and no counterbalancing procedures were used within this study.  Once all questions were answered, the study automatically thanked the participants for their time and shown the study’s debrief form (Appendix F).
Results
An independent samples t-test (Appendix G) was conducted to investigate the differences in social media use between participants who scored low on extraversion (M = 12.63, SD = 6.28) and high (M = 15.14, SD = 7.45), see figure 1.  Although the mean difference between the two groups was -2.53 (SE = 2.48), the results of the t-test suggest that this difference was not significant, t(32) = -1.02, p > .05 (one tailed).  The results of the Levene’s test were also not significant (p > .05), suggesting that equal variance was assumed across both groups.  Due to these results, the hypothesis cannot be supported.
Figure 1.
Mean social media use scores for participants with low and high extraversion.


Discussion
This study aimed to investigate whether levels of extraversion are associated with social media use. It was hypothesised that individuals with higher levels of extraversion would report greater social media use compared to individuals with lower levels of extraversion. However, the results of the independent samples t-test indicated that the difference between the two groups was not statistically significant. This suggests that within the current sample, levels of extraversion did not significantly influence the amount of time participants reported spending on social media. These findings contrast with previous research suggesting that extraverted individuals may engage more frequently with social networking platforms. For example, Correa and Hinsley (2010)  in extraversion were more likely to use social interaction, while Bowden-Green, Hinds and Joinson (2020) also reported evidence that extraverts tend to engage more actively in online environments. However, the current findings suggest that the relationship between extraversion and social media use may not be consistent across all contexts.
	One possible explanation for the lack of significant relationship is that social media platforms allow individuals greater control over communication compared to face-to-face interaction. Previous research has suggested that online environments can reduce social pressures and allow individuals lower in extraversion to communicate more comfortably (Mckenna & Bargh, 2000). As a result, introverted individuals may engage with social media to a similar extent to extraverted individuals. Which could reduce observable differences between the groups. It is also important to consider that social media is used for a variety of purposes beyond social interaction, such as entertainment, information seeking and passive browsing, meaning that overall time spent online may not necessarily reflect social engagement alone. Several limitations should be acknowledged.
One limitation of this study is the relatively small sample size (N = 34) may have reduced the statistical power of the analysis and limited the ability to detect smaller effects. In addition, the study relied on self-reported estimates of social media use, which may be influenced by recall or bias or inaccuracies in reporting. Future research could address these limitations by using larger samples and more objective measures of social media activity, such as digital usage tracking. 
In conclusion, the present study aimed to investigate whether levels of extraversion were associated with social media use. The findings showed that there was no significant difference in social media use between individuals with higher and lower levels of extraversion. This suggests that extraversion may not strongly influence the amount of time individuals spend on social media. The present study contributes to existing research by highlighting that the relationship between personality traits and online behaviour may be more complex than initially assumed.  Therefore, since the differences between high and low extraversion was not apparent in quantitative research maybe it will be more significant if researched qualitatively.
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Appendix A
Participants’ Descriptive Statistics

Frequencies
	Statistics

	Gender  

	N
	Valid
	34

	
	Missing
	0



	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	13
	38.2
	38.2
	38.2

	
	Female
	19
	55.9
	55.9
	94.1

	
	Non-binary
	2
	5.9
	5.9
	100.0

	
	Total
	34
	100.0
	100.0
	



Descriptives
	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Age
	34
	18.00
	69.00
	29.2647
	11.33594

	Valid N (listwise)
	34
	
	
	
	






Appendix B
The Big Five Inventory (BFI; John & Srivastava, 1999)

Here are several 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

	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
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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.
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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 


Appendix F
[image: Black text on a white background

Description automatically generated] 
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 


Appendix G
Primary analysis - T-Test

	Group Statistics

	
	Extraversion Group
	N
	Mean
	Std. Deviation
	Std. Error Mean

	Social Media Use
	Low Extraversion
	13
	12.6154
	6.27878
	1.74142

	
	High Extraversion
	21
	15.1429
	7.44504
	1.62464




	Independent Samples Test

	
	Levene's Test for Equality of Variances
	t-test for Equality of Means

	
	F
	Sig.
	t
	df
	Significance
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	One-Sided p
	Two-Sided p
	
	
	Lower
	Upper

	Social Media Use
	Equal variances assumed
	1.667
	.206
	-1.019
	32
	.158
	.316
	-2.52747
	2.48106
	-7.58124
	2.52629

	
	Equal variances not assumed
	
	
	-1.061
	28.861
	.149
	.297
	-2.52747
	2.38160
	-7.39940
	2.34446




	Independent Samples Effect Sizes

	
	Standardizera
	Point Estimate
	95% Confidence Interval

	
	
	
	Lower
	Upper

	Social Media Use
	Cohen's d
	7.03040
	-.360
	-1.054
	.340

	
	Hedges' correction
	7.20072
	-.351
	-1.029
	.332

	
	Glass's delta
	7.44504
	-.339
	-1.035
	.364

	a. The denominator used in estimating the effect sizes. 
Cohen's d uses the pooled standard deviation. 
Hedges' correction uses the pooled standard deviation, plus a correction factor. 
Glass's delta uses the sample standard deviation of the control (i.e., the second) group.



Low	Extraversion	12.63	High	Extraversion	15.14	
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