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Abstract 
The present study aimed to investigate whether there was a difference in social media use between introverts and extroverts. A sample of 34 undergraduate students (19 females, 13 males, and 2 non-binary) aged between 18 and 69 years (M = 29.26, SD = 11.34) participated in the study. Extraversion was measured using the extraversion subscale of the Big Five Inventory, and social media use was assessed using the Social Media Use Questionnaire. Participants were categorised into low and high extraversion groups based on the sample mean. An independent samples t-test was conducted to compare levels of social media use between the two groups. The results indicated no significant difference in social media use between introverts and extroverts, t(32) = 1.02, p = .16. 

Introduction
Social media is part of modern society, with over half of the world's population (62.6%) signed up (Chaffey, 2025). Platforms such as Facebook, TikTok, Instagram, and Snapchat have transformed the way individuals communicate with each other, entertain, and build or maintain social relationships (Seidman, 2025). However, previous research suggests that engagement with social media can vary depending on an individual's personality type. i.e., extroversion and introversion. 
The term extraversion was first introduced by Carl Jung in 1912 and refers to an outgoing, expressive individual who enjoys social interaction. Extroverts gain energy from being around other people and usually have a large social group (Jung, 2014, cited in Bowden-Green et al, 2020). Extroverts tend to use social media to interact and exchange stories. When extroverts receive likes, gain new followers, or make new connections, they tend to feel validated (European Business Review, 2023). In contrast, introversion is associated with individuals who prioritise time alone and gain energy from this. They are self-aware, quiet and introspective. Previous research has shown that introverts use social media not for validation but to stay informed and to stay in touch with ‘close friends’ (European Business Review, 2023).
As social media becomes increasingly embedded in human culture, researchers have tried to understand the effects of personality on social media use (Khan, 2026). Therefore, this study aims to build on previous research and examine whether there is a difference in social media use between introverts and extraverts. The study builds on previous research by exploring this relationship within a sample of university students.

                                                        Method


Participants
The study sample included 34 undergraduate, level 4 students. The study included 19 females, 13 males, and 2 non-binary individuals. Their ages ranged from 18 to 69 (m = 29.26, SD = 11.34). All participants spoke English and were recruited through opportunity sampling, as they were enrolled in the same Psychology course.
Participation in the study was voluntary. Each participant received an information sheet explaining expectations and the study's purpose (see Appendix). A consent form was provided for signature before proceeding (see Appendix 4). Participants completed two questionnaires. The first was an 8-item extraversion questionnaire (extraversion subscale of the Big Five Inventory; John et al., 1991) with response options ranging from "Agree strongly" to "Disagree strongly". Each question was answered according to what best described the participant. The second was a 9-item questionnaire on social media use, with response options ranging from ‘Never’ to ‘Always’. The study took approximately 10 minutes to complete.
Participants were told they could withdraw at any time before submitting their responses. Due to the data's anonymity, withdrawal was not possible once the questionnaires were submitted. After the study, a debriefing form explained the research's purpose and the researcher's contact details (see Appendix). It also assured participants of confidentiality, explained that code names would be assigned, and noted that data would be stored in accordance with the Data Protection Act. Participants were thanked for taking part.



Design

The study used a between-subjects design. The independent variable (IV) was extraversion level (low or high), and the dependent variable (DV) was social media use.
 Additionally, extraversion levels were measured using 2 questionnaires (The Big 5 Inventory & Social Media questionnaire). All participants took part in both studies and were then categorised into low or high extraversion levels based on the sample mean. 
An independent-samples t-test was conducted to compare the two groups (extroverts and introverts) and determine whether there is a difference in their social media use.


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 those related to the trait of extraversion were used in this study. A total of eight items were therefore used to measure extraversion levels. Participants were instructed to respond to each of the eight statements based on how they 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 scale 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 before analysis. Higher scores for this personality trait indicate a more outgoing and sociable person. Internal reliability for the extraversion scale in this study was .56 which is lower than that reported by John, Donahue, and Kentle (1991) (Cronbach’s alpha = .83). To measure the 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 on social networking sites (SNS). Participants were asked to respond to statements, such as “I spend a large proportion of my day using social network sites,” on a five-point scale anchored at 0 (never) to 5 (always). Final scores ranged from 0 to 36, with higher scores indicating greater 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 Experimental Management System (EMS) for an online study in which they clicked a link to access the questionnaires. Each participant received an information sheet explaining the purpose of the study (see Appendix 4). Informed consent was obtained by ticking boxes to agree to participate and to the terms and conditions (see Appendix 4). Participants then provided their age and gender before completing two questionnaires. The first questionnaire was an 8-item extraversion questionnaire (Extraversion Subscale of the Big 5 Inventory; John et al, 1999), with a 5-point response option ranging from Agree Strongly to Disagree Strongly (see Appendix 3). Each question was answered according to what best described the participant. The second questionnaire, social media use (SMUQ; Xandis & Brignell, 2015), was a 9-item questionnaire with a 5-point response ranging from Never to Always (see Appendix 5). The study took approximately 10 minutes to complete.
Participants were told they could withdraw at any time before submitting their responses (see Appendix 2). However, because the data were anonymous, withdrawal was not possible once the studies had been submitted. After completion, a debriefing form was given to participants, explaining the purpose of the research in more detail, and they were provided with the researchers' contact details (see Appendix 2).
Participants were assured that their responses would be kept confidential and that all data would be stored in accordance with the Data Protection Act. The participants were thanked at the end of the study.


Results
An independent-samples t-test was conducted to explore differences in social media use between introverts and extroverts. Descriptive statistics are presented in Table 1.

Table 1.
Descriptive statistics for social media use by personality group
	      Group
	           M
    Mean Score
	         SD
Standard Deviation
	            N

	Introverts
	    12.62
	     6.28
	         13

	Extroverts
	    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 Extroverts;  t (32) =1.02, p =.16 (See Appendix 6). Therefore, the hypothesis that participants high in Extraversion would use social media more than those low in Extraversion must, therefore, be rejected.


Discussion 

         This study aimed to investigate whether there was a difference in social media use between extroverts and introverts. It was predicted that extroverts would show higher levels of social media use due to them being more sociably confident. However, contrary to expectations, the findings did not support the hypothesis as they showed no significant difference between extroverts and introverts.

         However, previous findings by Bowden-Green et al (2020) were inconsistent with the present study, suggesting extroverts use social media more. They reported that extroverts use social media similarly to how they would in real life, to interact with others, socialise and attract attention. However, Bowden-Green et al, (2020) also found that personality does not always affect social media use. Still, it does show a clear difference in how they use it: extroverts post, and introverts browse. 

        Similarly, Correia, et al (2009) conducted research with the hypothesis that personality traits play a crucial factor in social media use. The study investigated traits of ‘The Big 5’, such as extroversion, openness to experience and emotional stability. The results revealed that extroversion and openness to experience were both positively associated with social media use. However, whilst extrovert males and females were both likely to engage online in a similar way, men with greater emotional stability were twice as likely to use social media more often. The relationship between extroverts and young adults was also shown to be important. It is also important to note that openness to experience emerged as an important factor in social media use among more mature individuals (Correia et al., 2009).

        The remaining ‘Big 5’ personality traits also contribute significantly to shaping social media use. As in previous research, Our Mental Health (ND) found that extroverts have higher levels of social media use than introverts, due to them being more socially active. However, each of the traits play a different role in social media usage. For example, ‘conscientious individuals’ tend to use social media more selectively and purposefully (Our Mental Health, ND). Whereas, individuals with the ‘agreeableness’ trait tend to focus on building and maintaining healthy relationships online. They also like to support others online. In addition, if an individual has the openness trait, they are likely to explore new ideas and diverse content. At the same time, those with neuroticism tend to use social media for emotional support and reassurance. They also tend to check social media more often, though, as they have a fear of missing out. These different personality traits help explain individual differences in social media use (Our Mental Health, ND).

        Furthermore, some individuals exhibit traits of both extroverts and introverts. This is known as an ambivert. An ambivert is said to use social media in ways that reflect their dual nature (Personalities Unlocked, 2025). They use social media to establish social connections without the pressure of face-to-face interactions, while also using it as a platform for creativity. However, social media can be a double-edged sword for ambiverts, as frequent notifications and interactions can become overwhelming, leading to fatigue (Personality Unlocked, 2025)

       There are some limitations to the study that should be considered. Firstly, the small sample size may limit the extent to which the findings represent the wider population. Additionally, since participants were recruited from the same university course, the sample might not be representative. Although the sample included a range of ages and genders, its small size could have influenced the results. Furthermore, no significant difference was found, but a larger sample might have revealed one. Future research should therefore aim to include a larger and more diverse sample.

         Secondly, even though all participants answered the same questions under consistent conditions, increasing reliability, the use of self-report questionnaires means participants might not have responded honestly and could have answered in a socially desirable way.

       In conclusion, future research could explore not only differences in social media use but also the reasons behind its use. The assumption that extraverts use social media more may not always hold, as other personality traits can also influence behaviour.
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Appendix (Label 1-6 can be found in the Report Materials and Guidance Folder).

Appendix 1 (Consent Form)
C:\Users\emmab\OneDrive - University of Wales Trinity Saint David\2. Consent Form 25-26.docx


Appendix 2 (Debrief Sheet)
https://uowtsd-my.sharepoint.com/personal/2420229_student_uwtsd_ac_uk/Documents/3.%20Debrief%2025-26%20(1).docx


Appendix 3 (Extraversion Questionnaire)
C:\Users\emmab\OneDrive - University of Wales Trinity Saint David\5. Social Media Use Questionnaire (SMU-Q).docx


Appendix 4 (Information Sheet)
C:\Users\emmab\OneDrive - University of Wales Trinity Saint David\1. Information Sheet 25-26 (2).docx


Appendix 5 (Social Media Questionnaire)
C:\Users\emmab\OneDrive - University of Wales Trinity Saint David\5. Social Media Use Questionnaire (SMU-Q).docx






Appendix 6 (SPSS Data)
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