Investigating the relationship between levels of extraversion and social media use
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Abstract
This study investigated whether there is a significant difference in levels of social media use between individuals high and low in extraversion. A total of 34 participants (13 male, 19 female, 2 non-binary; M age = 29.26, SD = 11.34) completed measures of extraversion using items from the Big Five Inventory and social media use using the Social Media Use Questionnaire. A between-subjects design was employed, and an independent samples t-test was conducted to compare social media use between introverts and extraverts. Results indicated that there was no significant difference in social media use between the two groups, t(32) = 1.02, p = .16. These findings suggest that extraversion may not be a strong predictor of overall social media use. It is proposed that future research should consider qualitative differences in usage patterns and employ larger samples to further explore the relationship between personality traits and online behaviour.


























Introduction
Social media, in its modern-day form, began in 1997 and since then has become an integral part of the population’s daily lives, from scrolling short-form content to allowing individuals to express themselves with posts and messages. Platforms such as Instagram, TikTok, and Snapchat are now a main form of social interaction, particularly among young adults, raising important psychological questions about the possible factors that influence patterns of use. One aspect of personality that has received significant attention in this context is extraversion, a core trait within the Five-Factor Model of personality, also known as the ‘Big Five’ (McCrae & Costa, 2008). Extraversion is characterised by sociability, assertiveness, high levels of activity, and a tendency to seek stimulation in the company of others (John & Srivastava, 1999). Given these characteristics, it is plausible that individuals high in extraversion may engage with social media differently compared to those lower in this trait.
Social media platforms provide opportunities for social interaction, self-presentation, and feedback, all of which may be particularly appealing to extraverted individuals. Research suggests that extraverts are more likely to use social networking sites frequently and actively, engaging in behaviours such as posting content, commenting, and interacting with others (Correa et al., 2010). This evidence can be supported with the fact that extraverts are motivated by reward sensitivity and social engagement, which digital spaces can support (Lucas & Diener, 2001). Alternatively, individuals lower in extraversion, known as introverts, may use social media more passively, for example, by browsing rather than actively sharing content (Verduyn et al., 2015).
However, the relationship between extraversion and social media use is not entirely straightforward. While some studies indicate a positive association between extraversion and overall usage, others suggest that the type and purpose of use may be more important than frequency alone (Seidman, 2013). For instance, extraverts may be more inclined toward maintaining large networks and engaging in frequent communication, whereas introverts may use social media as a compensatory tool to overcome face-to-face social limitations (Amichai-Hamburger & Vinitzky, 2010). This highlights the importance of examining not only how much individuals use social media, but how and why they engage with it.
The aim of this study is to examine the relationship between extraversion and social media use, with a focus on identifying whether higher levels of extraversion are associated with increased or more active engagement. By building on existing literature, this research aims to clarify inconsistencies in previous findings and contribute to a deeper understanding of how personality shapes online behaviour. It is hypothesised that individuals who score higher in levels of extraversion will also score higher in their amount of social media use. Therefore, I will expect to find a strong positive correlation between extraversion levels and social media usage. 
Method
Participants
Thirty-four participants took part in this study. 13 participants identified as male, 19 participants identified as female and 2 participants identified as non-binary. The ages of the participants ranged from eighteen to sixty-nine. The mean age of the participants was 29.26 and the standard deviation was 11.34.
Design
A between-subjects design was used for this study in order to explore how levels of extraversion influences social media use. An independent samples T-test was the method used to analyse the data.
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) (see Appendix B) 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
[bookmark: _Int_OZ2OuV00]Participants were recruited using the UWTSD Experiment Management System (EMS). The study was conducted online and participants were given a link via the EMS. After clicking the link, participants were shown an information sheet (see Appendix C) regarding what the study was about, what would be expected of them, etc. They were then presented with a consent form (see Appendix D) and asked to agree to take part in the study. Once the participant had given valid consent, they were asked to complete a short series of questions regarding their age and gender. Participants then completed a questionnaire to identify their level of extraversion (see Appendix E), followed by another questionnaire investigating their social media use (see Appendix F). Upon completion of the 2 questionnaires, participants were presented with a debrief (see Appendix G), informing participants of the aims and hypothesis of the study. They were asked if they were still happy for their results to be used after finding out the aim of the study, and finally thanked for participating.
Results
An independent samples t-test was conducted to investigate differences in levels of social media use between introverts and extraverts. Descriptive statistics are presented in Table 1 below.   
Table 1
	Level of extraversion
	Mean
	Standard deviation

	Low
	12.62
	6.28

	High
	15.14
	7.45



Results of the independent samples t-test show 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 high in extraversion would engage in more social media use than those low in extraversion must therefore be rejected.
Discussion
The present study aimed to investigate whether there was a significant difference in levels of social media use between individuals high and low in extraversion. It was hypothesised that individuals with higher levels of extraversion would report greater social media use. However, the results of the independent samples t-test indicated that there was no statistically significant difference between the two groups. Therefore, the hypothesis must be rejected.
These findings are inconsistent with previous research suggesting that extraverts tend to engage more frequently and actively with social media platforms (e.g., Correa et al., 2010). One possible explanation for this discrepancy is that the current study measured overall levels of social media use rather than distinguishing between different types of engagement. As highlighted by Seidman (2013), extraversion may be more strongly associated with how individuals use social media (e.g., active posting and interaction) rather than the total amount of time spent on these platforms. Therefore, it is possible that extraverts and introverts use social media in different ways, but this difference was not captured by the measure used in this study.
Additionally, the findings may support the idea that introverts use social media as a compensatory tool for offline social interaction (Amichai-Hamburger & Vinitzky, 2010). This could explain why no significant difference was found, as introverts may engage with social media at similar levels to extraverts, albeit for different psychological reasons. This interpretation aligns with research suggesting that online environments can reduce social pressures and provide a more controlled space for communication, which may be particularly appealing to individuals lower in extraversion.
There are several limitations that should be considered when interpreting these findings. Firstly, the sample size was relatively small (N = 34), which reduces statistical power and increases the likelihood of a Type II error. As a result, it is possible that a true effect exists but was not detected in this study. Future research should aim to recruit a larger and more diverse sample to improve the reliability and generalisability of the findings.
Secondly, the internal reliability of the extraversion measure was relatively low (Cronbach’s α = .56), which raises concerns about the consistency of the scale. This may have weakened the accuracy of participant classification into high and low extraversion groups. Future studies should consider using the full Big Five Inventory or an alternative validated measure with higher reliability to improve measurement validity.
Furthermore, the use of self-report questionnaires may introduce response biases, such as social desirability or inaccurate self-perception. Participants may overestimate or underestimate their social media use, which could affect the validity of the results. Incorporating objective measures, such as screen time data, could provide a more accurate assessment of social media behaviour in future research.
In conclusion, this study found no significant difference in social media use between introverts and extraverts, suggesting that extraversion alone may not be a strong predictor of overall usage levels. Instead, future research should focus on the qualitative aspects of social media engagement and consider additional variables, such as motivation for use and platform type, to gain a more comprehensive understanding of the relationship between personality and online behaviour.
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