This study examined whether people who are more extraverted use social media differently from individuals who are less extraverted. Firstly, is to explain what exactly extraversion is. Extraversions is a personality trait associated with sociability, assertiveness and how sociable they can be interacting with others.
 Looking at previous research suggests that people who are more extraverted engage in more online social activities. In this study, participants completed the extraversion section on the big five inventory and a questionnaire about their media usage. The study used a quantitative between-subjects design, and an independent t-test. Which was carried out to contrast and compare social media use between individuals classified as high or low in extraversion. The study indicated whether there was statistically significant difference between the two groups. The results are discussed in the relation to earlier research on how personality influences online behaviour. Overall, the findings contribute to the broader understanding of how individual's differences in personality may relate to patterns of digital communication and engagement.

Social media has become an important part on how people communicate, especially among young adults. These platforms let individuals connect with others, maintain relationships and share content online. As social media continues to grow, researchers have become interested in studying the effects in the way people us social media. One factor that they often examine is personality. Personality refers to the consistent ways people think, feel and behave. 
One of the most common models for understanding personality is The Five-Factor Model. It proposes that personality can be described through five main traits: extroversion, agreeableness, conscientiousness, neuroticism and openness to experience.Extraversion describes how someone can be measured by how sociable or reserved they can be. Individuals who score high in extraversion tend to exhibit energetic, talkative and enjoy social interactions. (Costa & McCrae, 1992; John & Scrivastava, 1999).

Previous research has highlighted how people's personality traits can contribute to how someone can behave online, social media platforms provide opportunities for communication and interaction, which can be appealing for people who are more extraverted. For example, Correa et al. (2010) reported that individuals with high extraversion were more likely to engage with social media and communicate with others online. Similarly, Ross et al (2009) found that that extraverts tend to use social media as a way of social networking to stay connected and engage in social interaction.
Further support for this relationship is provided by Bowden-Green et al. (2020), who also supported this link between extraversion and social media behaviour. Their review was that people who have score high on extraversion tend to show higher levels of engagement with social media and have an increasing amount of time spent on platforms connecting with other people. Similarly, Seidman (2013) found that personality traits have an influence on how people present themselves on social media, with extraverted individuals being more active and engaged with online communities. This suggests that social media may act as an extension of offline social behaviour, allowing extraverted people to express their sociability in digital spaces.
Although research finding is not entirely constant, some studies some studies suggest that introverted individuals also benefit from social media because it allows them to communicate with others without the pressure of face-to-face communication (correa et al, 2010). Despite these mixed findings, majority of research shows that extraversion is positively linked to higher levels of social media usage. The primary aim of this study was to find out whether people with higher levels of extraversions report using social media consistently more than people who score lower levels of extraversion. 
Based on previous research suggesting that extraverted individuals seek out more social interaction, it’s predicted that people with higher extraversion scores reported significantly greater social media usage than those with lower scores. This hypothesis is directional because it predicts not only a difference between groups but also the expected direction of that difference, based on previous research.

Method.
Participants.
The study consisted of 34 participants. individuals were categorised into high and low extraversion groups. The participants were recruited through opportunity sampling. Basic demographic information, such as age and gender, were collected. In total, 12 participants were in the low extraversion groups (n=13), and 21 participants were in the high extraversion groups (n=21). This sampling method was chosen for convivence, however, it may limit how far the findings can be generalised to wider populations.

Design:
A between-subject design was used, comparing people with low and high extraversion. Social media was the dependant variable. An independent-sample t-test was conducted to see whether the two groups differed. A quantitative design was set as it allows for objective measurement and statistical comparison between groups. Which is essential for testing hypotheses in empirical research. 
Materials:
Extraversion was measured using the eight-item extraversion subscale of The Big Five inventory (john et al., 1991), rated on a five-point likert scale. A nine-item questionnaire was used to assess how often participants engaged with social media platforms. Higher scores reflected more frequent usage. Using standardised questionnaires helps improve the reliability and validity of the data, as these toots have been widely used and tested in previous research.

Procedure:
Participants were given an information sheet and provided informed consent before taking part. They completed an extraversion questionnaire first, followed by the social media use questionnaire. Participants were reminded that their participation was voluntary and anonymous and they had a right to withdraw at any time. participants were analysed in SPSS. Participants were grouped into high and low extraversion, and an independent-sample t-test was conducted. 
The study followed the British psychological society (2021) code of human research ethics, ensuring confidentiality, anonymity and participant wellbeing. These ethical considerations are vital in psychological research to protect participants and ensure that the study is carried out in a professional and responsible manner. 

Results:
An independent-sample t-test was used to comp in extraversion reported slightly higher social media use. (M=15.14, SD= 7.45, n= 21) than those who reported low in extraversion (M = 12.62, SD = 6.28, n= 13). However, this difference was statistically significant, t (32) = 1.02, p= .16. Therefore, the hypothesis that more extraverted individuals would use social media more frequently was not supported. This indicates that although a numerical difference was found, it was not strong enough to conclude that the difference shows a true effect rather than random variation.

Discussion:
This study is aimed to test whether people with higher extraversion reported greater social media use. Although the higher extraversion group showed slightly higher scores, the results indicated that this difference was not statistically significant. As a result, the hypothesis was not supported. These findings differ from previous research showing a positive link between extraversion and social media use (Correa et al., 2010; Bowden‑Green et al., 2020). 
One explanation is that the research group in this study was relatively small and may not have been large enough to reach statistical significance. Additionally, on explanation is that the difference between the two groups in this study that they were small and may not have been large enough to reach significance. The large standard divisions also show high variability in social media use which may reduce the likelihood to detect a meaningful difference.
Another possible explanation related to the measurement of how social media was used. Because the study focused mainly on self-report questionnaires, responses may have been affected by recall errors or response bias. Participants may not accurately recall or report their behaviour, which could reduce the accuracy of the data. 
Furthermore, the small sample size may also have limited the statistical power of the study. Larger samples are generally more likely to be better at detecting significant effects.  it is also important to recognise that social media use may be influenced by many factors beyond personality, such as age, lifestyle and social context. While extraversion may contribute to shaping online behaviour, it is unlikely to be the only factor involved. This may help explain why the present did not find a statistically significant difference between groups.
Despite these limitations, the study still demonstrates the main ideas behind empirical research. A quantitative design allowed numerical data to be collected and statistically compared across groups. Using an independent samples t-tests enabled the researcher to determine whether any group differences were statistically meaningful. Although qualitative methods such as interviews could provide more in-depth insight into people's experiences of social media, quotative methods are valuable for identifying patterns and testing hypothesis across larger groups. 
Future research could explore this relationship by using larger and more diverse samples and include qualitative methods to gain a deeper insight into how personality's influences social media use. Additionally, researchers could also examine other traits within the Five-Factor Model to determine whether they show stronger relationship with social media engagement. 

In conclusion, the present study found no significant difference in social media use between individuals with high and low extraversion. Although previous research suggests a positive relationship, the finding s highlight that online behaviour is influenced by many factors influencing online behaviour and underline the importance of using strong research methods.
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