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a b s t r a c t
In the increasingly user-generated Web, users’ personality traits may be crucial factors leading them to
engage in this participatory media. The literature suggests factors such as extraversion, emotional stability and openness to experience are related to uses of social applications on the Internet. Using a national
sample of US adults, this study investigated the relationship between these three dimensions of the BigFive model and social media use (deﬁned as use of social networking sites and instant messages). It also
examined whether gender and age played a role in that dynamic. Results revealed that while extraversion
and openness to experiences were positively related to social media use, emotional stability was a negative predictor, controlling for socio-demographics and life satisfaction. These ﬁndings differed by gender
and age. While extraverted men and women were both likely to be more frequent users of social media
tools, only the men with greater degrees of emotional instability were more regular users. The relationship between extraversion and social media use was particularly important among the young adult
cohort. Conversely, being open to new experiences emerged as an important personality predictor of
social media use for the more mature segment of the sample.
Ó 2009 Elsevier Ltd. All rights reserved.

1. Introduction
The Internet has profoundly changed the human experience. We
use the Web to ﬁnd information, buy and sell products, watch television shows, seek mates, search for entertainment, and participate in
political spheres (Gil de Zúñiga, Puig, & Rojas, 2009; Gil de Zúñiga,
Veenstra, Vraga, & Shah, in press; Park, Kee, & Valenzuela, 2009).
We use it to connect with others – three-quarters of American adults
have been online, with even more teens (93%) reporting they do so,
and almost all Internet users say one of their primary purposes for
going online is for communication (Jones & Fox, 2009). The Internet
is part of our everyday lives, and who we are guides how we use it.
People once went online seeking the anonymity it offered
(McKenna & Bargh, 2000); they now more often use the Internet
to socialize with people they do know and expand their circle of
friends (Jones, 2009). Two of the primary tools that enable these
connections are social networking sites and instant messages
(Ellison, Steinﬁeld, & Lampe, 2007; Jones, 2009; Lenhart, 2009;
Raacke & Bonds-Raacke, 2008; Valenzuela, Park, & Kee, 2009).
More than half of America’s teens and young adults send instant
messages and use social networking sites, and more than one-third
of all Internet users engage in these activities (Jones, 2009).

With millions of users worldwide, it raises the question of what
types of people rely on these online social media tools in their
interactions with others. Previous research has established three
personality traits that are central to social media use: extraversion,
neuroticism, and openness to experience (Ross et al., 2009; Zywica
& Danowski, 2008). People who are more open to experiences tend
to be drawn to SNS (social networking sites), as are those with high
levels of neuroticism. Individuals high in neuroticism, as well as
people who are extraverted, also seem to have greater use of instant messages (Ehrenberg, Juckes, White, & Walsh, 2008).
However, these ﬁndings may not apply to the population at
large. Previous studies examining personality and social media
use were based on college-aged samples and did not explore the
potential inﬂuencing effect of gender, nor did they control for the
possible impact of life satisfaction and socio-demographic variables on users’ dispositions (i.e. Ross et al., 2009; Zywica &
Danowski, 2008). This study seeks to expand the literature by
investigating the relationship between personality and social media use and the effect of gender and age on that dynamic in a national sample of US adults.

1.1. The role of social media use
* Corresponding author. Address: Center for Journalism & Communication
Research, School of Journalism, University of Texas at Austin, University Station
A1000, Austin, TX 78712, USA. Tel.: +1 512 632 9229.
E-mail address: tcorrea@mail.utexas.edu (T. Correa).
0747-5632/$ - see front matter Ó 2009 Elsevier Ltd. All rights reserved.
doi:10.1016/j.chb.2009.09.003

This paper deﬁnes social media use as the particular consumption of digital media or Internet that has little to do with traditional
informational media use. Rather, it provides a mechanism for the
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audience to connect, communicate, and interact with each other
and their mutual friends through instant messaging or social networking sites. To our knowledge, the majority of research on social
media use has solely focused on social networking sites (i.e. Ellison
et al., 2007; Raacke & Bonds-Raacke, 2008; Ross et al., 2009;
Zywica & Danowski, 2008; Valenzuela et al., 2009). These sites
are virtual collections of users’ proﬁles, which can be shared with
others to create lists of companions and maintain contact with
them (Raacke & Bonds-Raacke, 2008). The lists illustrate each
user’s connections with others, whose proﬁles are accessible by
individuals included on the list. Most users (nearly 90%) visit the
sites to keep in touch with people they already know, and more
than half have two or more proﬁles online (Lenhart, 2009). This paper also builds on this typology by including instant messaging as a
standalone feature of available software on the Internet or as an
embedded feature of SNS.
The predominant SNS users are young adults; three-quarters of
adult Internet users under age 25 have a proﬁle on a social networking site (Lenhart, 2009). The popularity of these sites is
attracting more and more adult users. In 2005, only 8% of adult
Internet users had an online proﬁle; today, that number has quadrupled to 35% (Lenhart, 2009). Social networking site users are
also regular visitors, with more than one-third checking their proﬁle page daily and almost another 25% visit every few days. Among
teens, these numbers are higher – almost half said they logged into
their proﬁle at least once a day and about one-third visit weekly. In
one study of college students, males and females were equally
likely to have proﬁles on social networking sites and were found
to spend about three hours each day on the sites (Raacke &
Bonds-Raacke, 2008), while two studies reported the students limited themselves to an average of 10–30 min each day (Ellison et al.,
2007; Valenzuela et al., 2009).
Instant messaging has also been tied to social networking site
use, especially among teens. Teens who have social network proﬁles are more likely than their non-proﬁle using counterparts to
send and receive instant messages, and to do so more often (Lenhart, Madden, Macgill, & Smith, 2007). Today, this fact may be
ampliﬁed for Internet users who seamlessly intertwine both
behaviors through social networking sites, some of which allow
the exchange of instant messages while logged onto the site.
Across all adults online, roughly the same number use social networking sites and send instant messages, 35% and 38%, respectively (Jones, 2009). Older adults appear to be somewhat more
comfortable using instant messaging over social networking sites.
These ﬁndings lead to questions of what factors may be driving
the differences in individuals’ use of social media tools like social
networking sites and instant messaging.
1.2. Personality as a predictor of Internet and social media use
As the pool of research on Internet use grew, several scholars
examined the inﬂuence of personality traits on Internet uses by
utilizing the Five-Factor Model (McCrae & Costa, 1997). The BigFive framework is a model of personality that contains ﬁve factors
representing personality traits at a broad level: extraversion, neuroticism, openness to experiences, agreeableness, and conscientiousness (Ehrenberg et al., 2008; John & Srivastava, 1999). Each
factor is bipolar (e.g., extraversion vs. introversion) and summarizes various speciﬁc aspects (e.g., sociability), which in turn contain more speciﬁc traits (e.g., talkative, outgoing). This model
suggests that the majority of individual differences in personality
can be classiﬁed into these ﬁve broad domains (Gosling, Rentfrow,
& Swann, 2003).
The line of research that has examined personality and Internet
uses determined extraversion and neuroticism were signiﬁcantly related to online activities (i.e. Amichai-Hamburger, 2002;

Amichai-Hamburger & Ben-Artzi, 2003; Amichai-Hamburger,
Wainapel, & Fox, 2002). Early studies of individuals’ online activities
found those high in extraversion and low in neuroticism were not as
heavy Internet users as their more introverted, more neurotic counterparts (Amichai-Hamburger et al., 2002). They hypothesized that
the anonymity of the Internet attracted people who were less comfortable with themselves and who otherwise had trouble making
connections with others. Gender differences in early studies of the
Internet were also evident – introversion and neuroticism were higher among women who turned to the Internet for its social services,
such as online chats and discussion groups (Hamburger & Ben-Artzi,
2000). Neuroticism, which can be manifested as loneliness, was again
linked to women’s Internet use in a 2003 study that posited that
lonely women were drawn to the Internet perhaps as a means to reduce their loneliness (Amichai-Hamburger & Ben-Artzi, 2003).
More recent studies, however, have reﬂected a reversal in the
association between some types of Internet use and personality
traits. This may be due in part because of the restrictions on anonymity in certain types of online applications, such as social networking sites. Most people use these sites to interact with
individuals they already know, therefore limiting their engagements with strangers (Lampe, Ellison, & Steinfeld, 2006). As such,
these sites may be more likely to appeal to extraverts. Similarly,
whereas chat rooms allow group-like conversations between individuals who are largely unknown to each other, instant messaging
is commonly used for communication between single users who
are more familiar with each other (e.g., Quan-Haase, 2007).
In examining personality as a potential predictor of use of social
networking sites, three of the ﬁve factors showed promise: extraversion, neuroticism, and openness to experience (Ross et al.,
2009; Zywica & Danowski, 2008). Extraverted individuals had
many connections with others via social networking sites and in
the ‘‘real world,” and also tended to have higher self-esteem
(Zywica & Danowski, 2008). Another study of college students
found the people who used the social networking site Facebook
less frequently felt less satisﬁed with their lives, leading the
authors to speculate the site could help individuals overcome
low satisfaction and low self-esteem (Ellison et al., 2007). Ross
et al. (2009) found extraversion was positively related to belonging
to Facebook groups, but there was no association with how they
communicated on the site. They speculated the lack of instant messaging available to Facebook users may not have fulﬁlled their desire for immediate contact. Facebook has since introduced an
instant messaging application, suggesting extraversion may now
be positively correlated with SNS use.
In the case of neuroticism, it was associated with instant messaging when compared to face-to-face interaction. People high in
neuroticism had greater instant messaging use (Ehrenberg et al.,
2008). The authors speculate this preference over face-to-face
interaction was because the instant messaging permitted additional time to contemplate responses, making it easier for more
neurotic people to communicate with others.
Finally, heavier users of social networking sites reported higher
levels of openness to experience (Ross et al., 2009). High openness
to experience is reﬂected in curiosity and novelty-seeking; low levels are evident in preferences for adhering to convention and
established patterns (John & Srivastava, 1999). Because social networking sites are a relatively new application of Internet technology, it is expected that those who are more open to experiences
would experiment with creating online proﬁles.
Based on the previous literature, the following hypotheses are
proposed:
Hypothesis 1: People who are more extraverted will use social
media more frequently.
This hypothesis is drawn from research that has found there is a
propensity for people high in extraversion to be more regular users
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of social media – instant messages and social networking sites –
than those individuals who are more introverted (Ross et al.,
2009; Zywica & Danowski, 2008).
Hypothesis 2: People who are more emotionally stable will use
social media less frequently.
This hypothesis is proposed because one of the central measures of neuroticism is emotional stability, and people with greater
neurotic tendencies are drawn to certain aspects of social media,
especially the text-based elements that allow contemplation before acting (Ehrenberg et al., 2008; Ross et al., 2009).
Hypothesis 3: People who are more open to new experiences
will use social media more frequently.
This hypothesis is derived from a study of college students
found those who were more regular users of social networking
sites were also more open to experience (Ross et al., 2009).
Research Question 1: Does the relationship between personality predictors and social media use differ by gender?
This is presented as research question because initial studies on
Internet use found gender differences that were linked to speciﬁc
personality traits, but subsequent research has not examined
whether the use of social media is also differentiated by gender
and personality.
Research Question 2: Does the relationship between personality predictors and social media use differ by age?
Like research question 1, this is also posed as a research question instead of a hypothesis because of a lack of research. The existing studies that explore social media and personality are drawn
from college-aged samples that do not allow for an examination
of the use of social networking sites and instant messaging across
generations. Because young people grew up with these digital options compared to older people who had to learn how to use them
(Prensky, 2001), differences may emerge across generations.

2. Method
2.1. Sample and procedure
To examine the relationship between personality traits and social media use, an online survey was conducted among US adults in
December 2008 and January 2009. This survey is based on an online panel provided by the Media Research Lab at the University
of Texas at Austin. To overcome some of the limitations of using
online surveys, and assure a more accurate representation of US
national population, the Media Research Lab based this particular
sample on two US census variables – gender (male: 50.2%; female
49.8%) and age (18–34: 30%; 35–54: 39%; 55+: 31%) – a procedure
validated by previous research (Bennett & Iyengar, 2008; Vavreck,
2007; Gil de Zúñiga & Valenzuela, in press). The Media Research
Lab matched a 10,000 random draw to these demographic characteristics. The selected panel members received the survey’s URL
through an e-mail invitation. This invitation provided respondents
with a time estimate to complete the survey and information about
a monetary incentive drawing for their participation. A ﬁrst invitation was sent December 15, 2008 and three reminders were submitted in the following three weeks to improve response rates. A
concluding reminder was sent January 5, 2009.
A total of 1432 e-mail addresses were invalid. Of the remaining
8568 participants, 1482 responded the survey, yielding a 17.3% response rate, which falls within an acceptable response rate for panel Web-based surveys (Göritz, Reinhold, & Batinic, 2002; Sax,
Gilmartin, & Bryant, 2003). Based on the participants who consistently responded to the questions of interest for this investigation,
a subsample of 959 cases was used for this research study. Thirtythree percent were males and 67% were women. Although the gender skew may introduce some bias into the ﬁndings, it is common
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to obtain higher response rates among women in both Web and
paper surveys (Sax et al., 2003). Ages ranged from 18 to 84
(M = 46, SD = 12.4). For race, 84.4% were white/Caucasian, 5% African American, 4.5% Hispanic, 3% Asian, and 1% accounted for Native
American, Paciﬁc Islander, and Other. On average, the highest level
of education completed was 2-year college degree, and the average
income ranged from $50,000 to 59,000.
2.2. Measures
2.2.1. Social media use
This construct was measured by an additive scale that calculated the frequency of usage of the following applications: instant
messages and social networking sites. On a 10-point response
scale, respondents were asked how often they use the Internet
for instant messaging and social networking sites, where 1 was
rarely/never and 10 was often, r = .41, p < .001 (M = 8.03,
SD = 5.79).
2.2.2. Personality traits
The personality traits were measured using part of the 10-Item
Personality Inventory (Gosling et al., 2003). This scale was devised
as a brief measure of the Big-Five dimensions of personality, the
most widely used model in psychology to classify personality traits
(John & Srivastava, 1999). The 10-Item Personality Inventory has
adequate levels of validity, reliability and external correlates (Gosling et al., 2003). Therefore, it can be used as a proxy for the longer
Big-Five instruments (Gosling et al., 2003). In this study, three
dimensions were measured that previous research has identiﬁed
as relevant to new media use – extraversion, emotional stability,
and openness to new experiences (Guadagno, Okdie, & Eno,
2008; Hamburger & Ben-Artzi, 2000; Ross et al., 2009). Each
dimension was measured with two items. The respondents were
asked to rate from 1 to 10 their level of agreement with different
pairs of traits that best described them, even if one characteristic
applied to them more than the other. Extraversion was constructed
by adding the following two items: extraverted-enthusiastic and
reserved-quiet (reversed), r = .43, p < .001 (M = 11.35; SD = 4.56),
Emotional stability was measured by summing the following
items: anxious-easily upset (reversed); calm-emotionally stable,
r = .47, p < .001 (M = 13.71; SD = 4.15), and openness to new experiences was constructed adding the following items: open to new
experience-complex; conventional-uncreative (reversed), r = .29,
p < .001 (M = 14.26; SD = 3.53).
2.2.3. Life satisfaction
Because research has found life satisfaction is related to personality, especially to emotional stability, extraversion and openness
to experience (Chen, 2008; Schimmack, Shigehiro, Furr, & Funder,
2008), this variable was included as a control. Level of personal
contentment was measured by an additive scale of three items extracted from the Satisfaction with Life Scale developed by Diener,
Emmons, Larsen, and Grifﬁn (1985). This scale has shown high levels of internal consistency and reliability (Pavot, Diener, Colvin, &
Sandvik, 1991) and has been widely used in psychology. Using a
10-point scale, respondents were asked their level of agreement
ranging from 1 (strongly disagree) to 10 (strongly agree) with each
of the following statements: ‘‘In most ways my life is close to my
ideal,” ‘‘Things in my life are difﬁcult” (reversed), and ‘‘I’m satisﬁed
with my life” (a = .83, M = 16.85, SD = 7.01).
2.2.4. Socio-demographics
Respondents’ socio-demographic characteristics were used as
controls in the analyses for the general sample. Gender and age
were also analyzed as independent variables in subsequent examinations to explore whether the relationship between personality
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and social media use differ by these two variables. The ﬁrst demographic variable included in the models was gender. For the analyses, male was coded as 1 and female as 0. For race, respondents
were asked about their race. The options were white/Caucasian,
African American, Hispanic, Asian, Native American, Paciﬁc Islander, and Other. For the analyses, white was coded as 1 and nonwhite as 0. Education was measured with a single question, asking
respondents for their highest level of education completed on an 8point scale (Mdn = 4.00, SD = 1.07). To measure income, respondents were asked for their annual household income on a 15-point
scale with increments of $10,000 (Mdn = 5.00, SD = 4.03). Age was
asked in an open-ended question, and was included as a continuous variable in the statistical analyses.

3. Results
Of the total sample, 72.5% of the respondents use social media
(74.8% of women respondents and 67.7% of men respondents).
On a scale from 1 to 10, where 1 means never/rarely and 10 means
often, respondents rated their average social media use at 8.03
(SD = 5.79), suggesting that, in general, Internet users employ these
social applications quite often.1 Before progressing to multivariate
analysis, zero-order correlations tested the correlation among the
dependent, independent and control variables (see Table 1). The
independent variables of interest, i.e. personality traits, were positively correlated to each other as expected based on the literature
(Gosling et al., 2003). The highest correlation was openness with
extraversion, r = .35, p < .001. In general, people with high levels of
extraversion tend to be more emotionally stable and open to new
experiences. In the case of life satisfaction, Table 1 shows that there
is a strong and positive association between being satisﬁed with life
and being emotionally stable, r = .39, p < .001. There is also a positive
correlation between life satisfaction and extraversion, r = .14,
p < .001. These results suggest that people who are more extraverted
and stable tend to be more content with life. There is no relationship
between personal contentment with life and being open to experiences, r = .02, n.s.
To test whether there was a relationship between personality
traits and social media use, controlling for life satisfaction, sociodemographic variables and the remaining personality traits, we
conducted hierarchical multiple regressions.
The ﬁrst hypothesis, people who are more extraverted will use
social media more frequently, was supported. As Table 2 shows,
extraversion remains signiﬁcant after controlling for the respondents’ socio-demographic characteristics and life satisfaction levels, b = .13, p < .001. People with higher levels of extraversion
tend to be heavier users of social media.
The second hypothesis, people who are more emotionally stable
will use social media less frequently, was also supported. Anxious
and worrisome individuals tend to use social media more frequently than those who are emotionally stable, b = .08, p = .02
(see Table 2).
Finally, the third hypothesis, people who are more open to new
experiences will use social media more frequently, was supported
as well. This means people who use social media applications more
frequently tend to be more innovative and creative, b = .08, p = .01
(see Table 2).
In sum, the block of the demographic variables and life satisfaction of the model explained 12.5% of the variance of social media
use, F(6, 957) = 22.59, p < .001. Although moderate, the relationship between life satisfaction and social media use was negative
and statistically signiﬁcant, b = .06, p = .05. When the three per1
Of the total sample, 99.9% uses instant messages (M = 9.6, SD = 1.2) and 51.8% use
social network sites (M = 3.7, SD = 3.3).

sonality traits were included in the second block, they explained
3.2% of social media use variance, F(9, 957) = 19.61, p < .001, and
life satisfaction was no longer signiﬁcant, b = .06, p = .11. Among
the personality traits, extraversion was the strongest predictor of
social media use.
3.1. Differences by gender
Regarding the ﬁrst research question, which examined whether
the relationship between personality predictors and social media
use differ by gender, the results revealed several differences. This
is consistent with previous suggestions made by other studies
(i.e. Hamburger & Ben-Artzi, 2000). For men, extraversion was positively related to social media use, b = .10, p = .05 while emotional
stability turned out to be negatively related to the usage of these
online social applications, b = .16, p = .003 (see Table 3). Openness
to experience was not statistically signiﬁcant, b = .03, p = .56. The
more extraverted and anxious males were the more likely to engage in socially interactive applications of the Web. For this group,
the personality traits explained 3.4% of the variance in social media
use, F(8, 314) = 15.59, p < .001, and emotional stability yielded the
largest standardized coefﬁcient of the personality traits. Similar to
the total sample, males’ life satisfaction disappeared as a predictor
when the personality traits were included in the analysis, b = .04,
p = .50.
For women, extraversion and openness to experience were positively related to social media use. In contrast to men, emotional
stability was unrelated to social media use, b = .05, p = .24 (see
Table 3). Women with higher levels of extraversion and openness
tend to use social media more frequently. Both extraversion and
openness had similar standardized coefﬁcients, b = .14, p = .001;
b = .12, p = .003, respectively. In this group, the personality traits
explained 4.3% of the variance in social media use,
F(8, 642) = 10.93, p < .001. In contrast to what happened in the
males’ group, life satisfaction never played a role in social media
use for this sample of females.
3.2. Differences by age
The second research question examined differences by age in
the relationship between personality traits and social media use.
To answer this question, we divided the sample into two groups:
young adults (18–29 years old) and adults (30 and older). This
cut is based on psychological, medical and social science research
that deﬁnes young adults as those ages between 18 and 29 (e.g.,
Helmert, Merzenich, & Bammann, 2001; Slutske, Jackson, & Sher,
2003; Wyllie, Zhang, & Casswell, 1998; see also Arnett, 2000;
Bennet, 1998; Pollock, 2008). The results show that for the young
adult cohort, personality predictors explain 10.5% of the variance
in social media use, F(8, 99) = 2.56, p = .01 (see Table 4). This is
the largest incremental in the variance compared to the general
sample and the subsamples. Among this cohort, extraversion was
the only personality predictor that was related to social media
use, b = .31, p = .005. Emotional stability and Openness were not
signiﬁcant, b = .15, p = .18; b = .06, p = .56, respectively. It is also
important to note the relationship between life satisfaction and social media use was almost nonexistent before, and after, introducing personality traits as predictors of the model. In other words,
extraversion plays a very important role as a predictor of social
media use for young adults.
For the older adult group (30 and older), extraversion and openness were positively related to social media use, b = .14, p < .001;
b = .08, p = .03, while emotional stability was negatively associated,
b = .15, p = .004 (see Table 4). The personality predictors explained 4% of the variance in social media use, F(8, 857) = 6.75,
p < .001. In contrast to the young adult cohort, life satisfaction
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Table 1
Correlation matrix and descriptive statistics.
Variables

Means

Standard deviation

1

2

3

4

5

6

7

8

9

1. Social media use
2. Extraversion
3. Emotional stability
4. Openness
5. Life satisfaction
6. Gender
7. Race
8. Education
9. Income
10. Age

8.03
11.35
13.71
14.26
16.85
.32
.84
4.15
6.05
45.79

5.79
4.56
4.15
3.53
7.01
.47
.36
1.57
4.03
12.44

.14***
.12***
.10**
.09**
.04
.14***
.09**
.04
.34***

.09**
.35***
.14***
.08
.06
.04
.07
.05

.18***
.39***
.09**
.07
.12***
.15***
.16***

.07
.05
0
.06
.06
.02

.04
.03
.26***
.32***
.04

.02
.12***
.13***
.11**

.04
.01
.18**

.45***
.06

.02

N = 959.
**
p < .01.
***
p < .001.

Table 2
Hierarchical regression on social media use.
Model I

Gender
Race
Education
Income
Age
Life satisfaction
R2
Extraversion
Emotional stability
Openness

Model 2

Beta

s.e.

d.f.

p value

Beta

s.e.

d.f.

p value

.01
.08
.03
.01
.32
.06

.38
.49
.13
.05
.02
.03

6
6
6
6
6
6

.88
.007
.47
.87
.000
.05

.02
.10
.03
.01
.29
.06

.38
.49
.14
.05
.02
.03

9
9
9
9
9
9

.63
.001
.35
.87
.000
.11

.13
.08
.08

.04
.05
.05

9
9
9

.000
.02
.01

12.5%

R2

15.7%

N = 959.
Betas are standardized coefﬁcients.

remained as a signiﬁcant and negative predictor of social media
use even after introducing the personality traits in the model,
b = .08, p = .05.
4. Discussion
This paper advances the literature on the uses of new technologies introduced in society by exploring the relationship between
people’s personality traits and user-generated applications. In particular, it focuses on social media use, a construct that captures the
ways in which Internet users socialize, connect, communicate and

interact with each other via instant messaging and social
networking sites. We sought to predict levels of social media use
based on the psychological Big-Five framework (e.g., AmichaiHamburger et al., 2002; John & Srivastava, 1999; Ross et al.,
2009), which measures individuals’ personality attributions and
characteristics. This paper has taken this line of research a step further in a number of ways. First, the data collected and analyzed assures US national generalizability, providing a broader and more
reliable snapshot of social media users and their personality traits.
Second, the models presented have controlled for the residual effect of a set of demographic variables (age, gender, race, education
and income) and levels of life satisfaction to isolate the predicting
relationship among our variables of interest. Additionally, the
inclusion of these variables as controls was preferred because the
literature has identiﬁed some personality traits being related to
demographic variables. Along these lines, we found a positive relationship between age and emotional stability (see Table 1). It was
important to control for life satisfaction because overall personal
contentment with life is also related to personality traits and social
media use (see correlations in Table 1).
In general, this study found that individuals’ personality
traits – extraversion, emotional stability and openness to experiences – play a role in the uses of interactive social media. These results are consistent with previous studies conducted by
Amichai-Hamburger and Ben-Artzi (2000), 2002, 2003), who tested
how personality played a role in Internet use, and with studies that
examined online applications that involved some degree of social
interaction (Guadagno et al., 2008; Ross et al., 2009).
This study supported the hypothesis that extraversion was positively related to social media use. The ﬁrst studies that explored

Table 3
Regression on social media use by gender.
Men

Women

Model 1
Beta
Race
Education
Income
Age
Life satisfaction
R2
Extraversion
Emotional stability
Openness

.15
.09
.002
.44
.10

Model 2
p value
.003
.11
1.0
.000
.05

Beta

Model 1
p value

.17
.09
.01
.42
.04

.001
.10
.79
.000
.50

.10
.16
.03

.05
.003
.56

25.6%

R2
No. of men = 314.
No. of women = 642.
Betas are standardized coefﬁcients.

Beta
.04
.07
.02
.26
.03

Model 2
p value
.32
.10
.73
.000
.46

Beta

p value

.06
.08
.02
.24
.04

.10
.08
.60
.000
.39

.14
.05
.12

.001
.24
.003

7.8%

29%

12.1%
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Table 4
Regression on social media use by age.
Young adults (18–29)
Model 1

Adults (30 and older)
Model 2

Model 1

Model 2

Beta

p value

Beta

p value

Beta

p value

Beta

p value

Gender
Race
Education
Income
Life satisfaction

.05
.26
.01
.05
.004

.63
.01
.93
.66
.97

.12
.23
.08
.10
.000

.001
.10
.8
.000
.50

.05
.09
.02
.02
.09

.13
.01
.57
.55
.01

.03
.12
.03
.03
.08

.4
.001
.4
.52
.05

R2
Extraversion
Emotional stability
Openness

6.9%
.31
.15
.06

.005
.18
.56

.14
.15
.08

.000
.004
.03

R2

2%

18.4%

6%

No. of young adults = 99.
No. of adults = 857.
Betas are standardized coefﬁcients.

the relationship between personality and different uses of the
Internet found extraversion was negatively related to uses of social
services such as chat rooms (e.g., Hamburger & Ben-Artzi, 2000).
The argument was that social interactions through these online
applications differed from ofﬂine interactions due to the lesser
importance of physical appearance and physical proximity (McKenna & Bargh, 2000). As a result, introverted people as well as those
who experience social anxiety and loneliness tended to use the
Web to assuage their real-world isolation in these early studies
of Internet use (Amichai-Hamburger & Ben-Artzi, 2003; Bargh,
McKenna, & Fitzsimons, 2002).
Current social media applications such as social networking
sites and instant messages are different from previous research
on social services because they do not provide anonymity. Therefore, this may explain why extraverted, rather than introverted,
people tend to engage in social media use. This is consistent with
another study that explored the relationship between personality
traits and Facebook use (Ross et al., 2009). This result suggests that
given the inﬂuence of these social media on today’s social interactions – more than half of America’s teens and young adults use
them and more than one-third of all Web users engage in these
activities (Jones, 2009) – Internet designers should take into account users’ characteristics and needs (Amichai-Hamburger, 2002).
This investigation also found emotional stability was negatively
related to social media use. In other words, people with greater
levels of neuroticism and negative affectivity are more likely to engage in these social activities. Interestingly, the relationship between lower levels of life satisfaction and greater social media
use disappeared when emotional stability was taken into account
in the model, suggesting that higher levels of anxiety were actually
predicting social media use rather than level of personal contentment with life. This ﬁnding supports previous studies that have
found higher levels of neuroticism were related to the usage of
Web social services such as chat rooms (Hamburger & Ben-Artzi,
2000) and instant messaging (Ehrenberg et al., 2008). Given that
neuroticism is related to loneliness, a possible explanation is that
anxious and nervous people use these services to seek support
and company. They also provide more time for contemplation before acting compared to ofﬂine or face-to-face interactions (Ehrenberg et al., 2008; Ross et al., 2009).
The positive relationship between openness to experiences and
social media use found in this study was expected given the novel
nature of these technologies.
This ﬁnding, however, along with others was affected by age.
The relationship between extraversion and social media use was
particularly important among the young adult cohort: extraversion

was the most important predictor of social media use. Conversely,
the three personality characteristic predict social media use for the
more mature segment of the sample. Using the notions of digital
natives and digital immigrants, Prensky (2001), concludes that
many digital immigrants confront each change in technology as
something new to be mastered. This research found that older people who are predisposed to being open to new activities are more
likely to engage in social media use while for younger generations
using the Internet as a social media tool has more to do with being
extraverted. Younger people grew up with these digital options at
their disposal to interact and communicate, making them digital
natives (Prensky, 2001).
Gender presented another difference among personality traits.
While extraverted men and women were both likely to be more
frequent users of social media tools, only the men with greater degrees of emotional instability were more regular users. No signiﬁcant relationship existed between women and emotional stability.
This may illustrate the differences in the ways men and women
communicate – women place a greater emphasis on forging connections with others and building a sense of community (Tannen,
1990). Given this gender-based tendency among women and previous ﬁndings that the vast majority of SNS users rely on it to build
connections and maintain relationships (Lenhart, 2009; Raacke &
Bonds-Raacke, 2008), one would expect women regardless of their
demeanor to be drawn to social networking sites. Conversely,
when considering the relationship between neuroticism and selfesteem, it seems men with greater emotional instability are drawn
to use social media, perhaps as a way to bolster feelings about
themselves by reaching out to others.
Avenues for future research include developing a richer measure of social media use. A vast list of different uses within the social media realm would greatly improve this line of research by
differentiating similar forms of interaction. Similarly, our data
was based on online participants’ recruitment. Although this study
intended to assure the most accurate representation of US national
population, the ﬁnal subsample yielded a larger proportion of females taking the survey than males. This should be noted as one
limitation of this research study. Additionally, an experiment testing how people engage in different uses, as well as in-depth interviews, would facilitate a better understanding of this emerging
phenomenon.
This paper did not test all possible dimensions of personality,
instead opting for those dimensions that the literature has shown
were relevant. The Big-Five model was tested with a brief index
specially designed for studies that cannot test a large instrument
due to time and space constraints. This instrument, however, has
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been previously validated (Gosling et al., 2003), and showed consistency in this study. Evaluating for other personality traits might
also predict whether citizens opt to engage in social media use, and
future research should examine this possibility.
Overall, this paper contributes to the understanding of how
people’s personality characteristics predict their social media use
on the Internet. Research needs to continue disentangling many
of the psychological factors that lead people to engage in this participatory media. This type of investigation is especially relevant in
an ever-increasing user-generated Web where active participation
may become crucial for advancing in social spheres.
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