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ABSTRACT 

The purpose of this study was to discover the traits that would predispose an individual to 

low self-esteem as a result of social media use. Previous research suggested that self-

esteem was affected by a combination of an individual’s amount of social media use, 

social media platform(s) used, sex, and the individual’s personality traits. Because of this, 

this study expected to see self-esteem have significant relationships with sex, personality 

traits, time spent on social media, platforms used, and an interaction between age and sex. 

A web-based survey containing informed consent, the Ten Item Personality Inventory 

(TIPI), the Rosenberg Self-Esteem Scale (RSES), and a demographic questionnaire was 

provided to potential participants at a university who could complete it at their leisure. 

Statistical analyses and a post hoc analysis were used to partially accept one hypothesis 

and reject the rest. Openness to experience and neuroticism were found to be the most 

predictive personality traits as they were related to most or all others as well as to self-

esteem. The total number of platforms was also found to be significantly related to 

openness to experience as well as amount of time spent on social media. No other 

significant results were obtained, though many minor trends were observed. These results 

support a bidirectional model in which personality traits influence the relationship 

between social media and self-esteem, and in which adjusting social media use can alter 

personality and increase self-esteem.  

 

KEY WORDS: agreeableness, ANOVA, Big Five personality traits, check-in, 

conscientiousness, convenience sample, correlational analysis, demographic, 

extraversion, Facebook, factorial, female, independent samples, Instagram, male, 
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Personality Traits: A Bidirectional Model of the Effects of Social Media Use on Self-

Esteem 

Chapter I: Introduction 

Statement of the Problem 

 Across the entire world, there are 2.46 billion people who use social media 

(Statista, 2017). While this is only 33% of the world population, it is important to keep in 

mind that just over half of the world even has internet access. With this in consideration, 

that means that 71% of all internet users access social media (Statista, 2017). The 

American population follows this pattern as well, as seven out of ten Americans use 

social media on a regular basis (Pew Research Center, 2018). This translates to roughly 

229 million Americans, showing that social media is a very widespread phenomenon that 

is deeply rooted in American society (U.S. Department of Commerce, 2019).  Of this 

population, users aged 18 to 29 years old have the highest reported social media use and 

variability (Tran, 2018). Because of this, young adults under age 30 are often the most 

likely to be affected by any effects that come with social media use. 

 Young adults at this age are often facing large life transitions, such as leaving 

home, going to college, and starting a family. This can come with numerous stressors as 

many struggle to adapt to changing life circumstances, and these struggles may often be 

reflected in the mental health of this demographic. When measuring the reported self-

esteem of adult age groups, young adults have been shown to report the lowest levels of 

self-esteem (Hamilton, 2010). This creates an intersection in which this age group has 

both the highest amount of social media use and the lowest reported self-esteem, and it is 
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likely that because of this intersection, each of these two factors have an impact on each 

other.  

Purpose and Significance of the Study 

 The views of social media fluctuate widely as many work to defend its potability 

while many others still claim it holds too many negative effects to be useful. Negative 

feelings of self-comparison can be found in Facebook and Twitter users, as 62% of users 

report feelings of inadequacy and 60% of users report feelings of jealousy (Abrams, 

2017). Because those who use social media are exposed to the thoughts and lives of 

others more readily, they are more at risk for negative self-comparisons. This effect is 

even linked with extended use, as the envy produced from social media use can lead to 

depression for regular social media users (Abrams, 2017). However, this connection is 

not limited to just young adults. Depressive symptoms connected with social media use 

have been found in people of all ages (Levine, 2017). Because all age groups are prone to 

the negative effects of social media, another factor must be present to facilitate the lower 

self-esteem found in young adults. This study aims to determine what personality traits 

might predispose a person to low self-esteem based on social media use. Determining any 

outlying factors would be beneficial in determining what would constitute healthy social 

media use.  

Research Questions 

 This study was conceived when questioning whether sex had an effect on self-

esteem based on social media use. The general assumption was that women are more 

easily affected by social media, so previous literature placed a large focus on studying 

women with little in the way of social media use’s effects on men. However, a simple 
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analysis of sex did not appear to account for the effects on self-esteem and a new factor 

had to be considered. The effects of social media based on the Big Five personality traits, 

agreeableness, conscientiousness, extraversion, neuroticism, and openness to experience, 

became the next subject of interest. The actual use of social media could not be ignored 

either. Previous research suggested that addictive use created larger negative effects on 

the individual (Hawi & Samaha, 2017). Because of this, just when social media use 

became addictive, or how much a person actually used social media, was determined to 

be of interest as well. Finally, which social media platform was being used to generate 

such effects was considered as well. 

Definition of Terms 

 Before continuing with the study and research, social media had to be defined in 

order to maintain consistency. On a broad scale, social media is any Internet-facilitated 

platform that allows a person to connect with others by sharing ideas, information, 

photos, and videos (Psychology Today, 2019). However, this definition was too broad to 

be useful in the context of this study. Instead, social media was narrowed to mean three 

specific platforms that were determined to be the most widely used: Facebook, Instagram, 

and Twitter (Grossman, 2018).  

Additionally, for this study to be valid, a universal definition of a social media 

“check-in” had to be determined. On the broad scale, a check-in can be defined as any 

time a user logs in to social media. However, this often becomes subjective to what users 

determine to be individual check-ins. To combat this, this study determined a check-in to 

be any time that a user logged in to one of the three named social media platforms for at 

least five minutes. A user could leave the platform they had logged into but returning to 
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the same platform or a different one within five minutes was considered to be a 

continuation of the original session. If a user was inactive for more than five minutes, that 

session was deemed closed, and the next time they logged in would be considered the 

start of a new session.  

With regards to low self-esteem, a conceptual definition may be any level of self-

esteem that causes a person to feel negatively about themselves. However, as with the 

conceptual definition of check-ins, the exact threshold for low self-esteem under this 

definition is subjective. Instead, low self-esteem was determined to be a self-esteem 

rating of 15 or lower on the Rosenberg Self-Esteem Scale (RSES).  

Theoretical Framework 

 This study drew its basis from the ideas of social comparison theory. Under this 

theory, people assess their life satisfaction and self-image by comparing themselves to 

others (Chau, 2016). In effect, people learn about themselves by seeing how they measure 

up with others, providing them with an avenue to predict their future success (Fiske, 

2014). Additionally, social comparisons allow people to boost their self-esteem through 

downward comparison, a phenomenon in which one feels better about themselves by 

comparing with others who are not as well off (Fiske, 2014). Alternatively, while upward 

comparison can be used as a way to aspire to be better, it can negatively affect self-

esteem as well if forced by a person’s environment, such as through social media. Social 

comparison can especially be self-destructive if one grows envious through upward 

comparison or dreadful of downward comparison (Fiske, 2014). For these reasons, social 

comparison theory provides a fitting avenue for how extended social media exposure can 

lead to decreases in users’ self-esteem.  
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Limitations 

 This study was limited in the number of people it was able to reach. It utilized a 

convenience sample that was not numerically representative of a larger population due to 

its limited reach. Because this convenience sample was the only population protected and 

approved of by the Institutional Review Board (IRB) of the institution of research, the 

sample could not be expanded outside of this limited population without further 

approvals.  

Extraneous variables could have posed a substantial effect on the results of the 

study. Because it was non-experimental, these variables could not be controlled for, and it 

would have been unfeasible to do so. For example, mental health problems unrelated so 

social media use may have contributed to participants’ reported self-esteem. This effect, 

known as the third variable problem, could have also been found in state self-esteem, or 

self-esteem that is not consistent, but instead due to a subject’s extraneous circumstances. 

If state self-esteem was reported instead of a participant’s overall self-esteem, then a 

participant simply having a bad day might have skewed the results of the study. 

As with many survey and closed-ended formats, nondifferentiation might have 

brought about a limitation as well. Participants might have wanted to answer the survey 

but might not be particularly interested or might have wanted to simply complete it 

quickly. In this case, they would likely simply provide the same answer for each item. 

Similarly, acquiescence could have played a role as participants would simply agree with 

each item. 

Social desirability bias might have provided a final limitation in this study. 

Though it was anonymous, some participants might still attempt to use impression 
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management to create a more positive image of themselves. For example, one might have 

viewed too many hours of social media use as socially undesirable, and therefore would 

report a lower number of check-ins, skewing the results of the study.  

Delimitations 

 To combat the limitation on the number of participants, the study was web-based 

in an attempt to quickly reach as many potential participants as possible. In doing so, the 

study was be extended to a greater number of people than a traditional paper-and-pencil 

study. This study attempted to control for nondifferentiation and acquiescence by 

utilizing short surveys. Each of the surveys involved were only made up of ten items or 

less. In this way, this study hoped to prevent participants from losing interest and simply 

skipping through answers as fast as possible, instead opting to answer each item 

truthfully. To control for social desirability, this study attempted to make it very clear that 

data would in no way be linked to participants. In doing so, participants should feel 

comfortable enough in their anonymity to answer each item correctly. 

Assumptions 

 For the results of this study to be valid, a number of critical assumptions had to be 

made. First, all data collected from participants were considered accurate and truthful. In 

signing the consent form and participating in the study, participants agreed that they 

would answer the survey to the best of their ability. Because of this, any results found 

from the data were considered accurate. These results were then assumed to be 

generalizable at least to the general student body at the institution of research, though not 

to the general population as a whole. Finally, the reported statistics of this study were 



PERSONALITY: BIDIRECTIONAL SOCIAL MEDIA SELF-ESTEEM 

 7

assumed to be accurate, as they were calculated by a statistical computer program rather 

than directly by the researcher, eliminating the chance of human error.  

Summary 

 Young adults have been found to be the most likely age group to use social media 

as well as the most likely to suffer from low self-esteem. In an attempt to determine 

healthy social media use, a study was created to determine what personality traits 

predispose a person to low self-esteem based on their social media use. This study 

compared participants’ sex, personality, social media use, and social media platforms to 

determine how self-esteem is affected.  

Organization of the Study 

 The following sections contain the research and results of the study itself. This 

will begin with a review of any related literature or past studies that contribute to the 

background or results of the study being performed. This will be followed by the 

methodology of the study, an in-depth breakdown of the details of how the study was 

performed. Next, a raw report of the data will follow. The study will conclude with a 

discussion of the results, their relationship to past literature, the implications of such, and 

any suggestions for further research on the subject.  
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Chapter II: Review of Literature 

Studies have long shown that social media contributes to low self-esteem. Self-

objectification and body image evaluation often result from social media use in a 

phenomenon known as social comparison (Oxman, 2018). This comparison can be both a 

positive and negative influence on an individual. On one hand, it can increase a person’s 

self-esteem if they perceive themselves to be more successful or attractive than many of 

their peers. Alternatively, self-esteem can be diminished if they instead perceive 

themselves to be less successful or attractive than others (Fiske, 2014).  

Part of what determines the outcome of social comparison is how its use is 

managed by the individual. One such mechanism of social comparison that often leads to 

negative outcomes is validation. The concept of validation draws from the theory of 

social validation, in which people look to others for guidance and approval (Akil, 2009). 

While social validation theory can help people through unfamiliar situations, validation 

paired with social media use often leads to negative consequences. In a social media 

setting, validation often means receiving reactions to one’s posts, so the user knows that 

others approve of their content. One study sought to determine Instagram’s effects on 

self-esteem when social comparison was used as a means for validation. This study found 

that although Instagram was not directly influential of self-esteem, using validation as a 

moderator created a relationship in which Instagram use affected the user’s self-worth 

(Stapleton, Luiz, & Chatwin, 2017). Because of this moderation effect, validation in the 

social media setting can often result in a negative affect that can decrease a person’s self-

esteem. 



PERSONALITY: BIDIRECTIONAL SOCIAL MEDIA SELF-ESTEEM 

 9

Another phenomenon with similar effects to validation is that of rumination. 

Clinically, rumination is defined as repeatedly thinking about concerns or details of past 

events (Sue, Sue, Sue, & Sue, 2016). Rumination on its own can lead to many negative 

consequences. Rumination is a common occurrence during depressive episodes, but 

rumination can also intensify feelings of depression by increasing self-criticism, feelings 

of guilt, and irrational beliefs (Sue et al., 2016). In the context of social media, an 

example of rumination would be a user believing that their post was a failure or that 

nobody likes them if they do not receive any responses to it.  As was seen with validation 

in the social media setting, rumination via social media carries on these negative effects. 

One study found rumination to be one of the influencing factors for problematic online 

gaming and that it also directly affects problematic social media use (Kircaburun, 

Griffiths, & Billieux, 2019). Additionally, rumination was also found to influence the 

relationship between interaction via social media and depressive symptoms, even when 

the interaction was a positive one (Sacco, 2019). Finally, rumination was explored with 

regards to its relation to the Big Five personality traits. This study found that rumination 

was directly correlated with depression as well as with neuroticism and had much weaker 

associations with all other personality traits (Ito & Agari, 2003) These studies claim that 

rumination via social media can easily bring about depressive symptoms, suggesting that 

amount of social media use is not as important as the context in which it occurs.  

As social media becomes a more integral part of modern life, the relationship 

between social media and social comparison continues to become more concrete. An 

increased use of social media platforms among adolescents and young adults allows for a 

positively correlated increase in the opportunities for appearance-related comparison 
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(Chau, 2016). However, because people are connecting with both those they see in person 

as well as those with whom they only interact with online, they can receive a skewed or 

altered perception of how the lives of those people really are. Those who use social media 

have been found to actively tailor their online self-presentation (Solomon, 2017). This 

includes only presenting the best aspects of their lives while hiding more negative ones. 

The ultimate goal of this deception is to make the person more socially desirable 

(Grossman, 2018). This practice can have benefits for the person, such as helping them 

manage their relationships or protect themselves but can also result in negative outcomes 

for others. Instead of being able to accurately compare oneself to another, they are instead 

using an altered and more desirable view as a reference point. Facebook, one of the 

leading social media platforms, has a reportedly high amount of social comparisons 

because of its interconnectedness (Hanna et al., 2017). However, because people are 

comparing themselves to what are most often perceived as better lives, these comparisons 

often lead to lower self-esteem.  

Social Media Use 

There appears to be a link between level of self-esteem and amount of social 

media usage. Studies have shown that regular Facebook usage can have both positive and 

negative effects on overall well-being (Hanna et al., 2017). If used in a healthy manner, 

social media platforms can be utilized in a way to positively enhance life satisfaction. 

Self-esteem has been shown to influence the correlation between social media use and 

life satisfaction, providing a determining variable to how the two will relate to each other 

(Hawi & Samaha, 2017). If one has a high self-esteem, they will have a more positive 

social media experience, and this will translate to a higher rating of life satisfaction. It has 



PERSONALITY: BIDIRECTIONAL SOCIAL MEDIA SELF-ESTEEM 

 11

even been hypothesized that social networking platforms can help people with low self-

esteem by providing them with a medium for self-disclosure (Forest & Wood, 2012). 

Those with low self-esteem are often more hesitant to self-disclose and posting on social 

media is predicted to help reduce the perceived risk in self-expression (Forest & Wood, 

2012). In this way, social media is expected to allow users with low self-esteem to be 

more confident in themselves, thereby increasing their confidence in interpersonal 

relationships. However, this has not been shown to be the case. High social media use 

often reflects a need to enhance one’s ego, and this can provide negative effects to other 

users (Andreassen, Pallesen, & Griffiths, 2017). As mentioned, a high level of use by 

both parties will provide a large amount of tailored content from one person by which 

another can compare their own life. 

Often, those with low self-esteem may turn to social media in an attempt to find 

help, but are only met with negativity, decreasing their self-esteem further and increasing 

their want for help and attention. With enough repetition, this can negatively affect the 

psyche of an individual, and they may resort to vaguebooking. This phenomenon consists 

of an individual posting a vague, but rather alarming status on social media in a cry for 

attention (Berryman, Ferguson, & Negy, 2017). Often, these posts hint that the individual 

means to do harm to themselves or others. Though this act does not necessarily mean that 

the individual is suicidal or homicidal, it has been shown to be predictive of suicidal 

ideation (Berryman et al., 2017). In this way, vaguebooking can act as a predictor of 

further issues a person may be facing.  

Social Media Platform 



PERSONALITY: BIDIRECTIONAL SOCIAL MEDIA SELF-ESTEEM 

 12

Another aspect that may affect a person’s self-esteem when it comes to social 

media use is the actual platform that the person uses. Facebook, Instagram, and Twitter 

are reported to be the most widely used social media platforms in the United States 

(Grossman, 2018). Further, each platform places varying amounts of emphasis on 

different aspects of social media. At one end of the spectrum, Instagram is dominated by 

photos. Many of these are sources of social comparison, especially when posts are 

tailored to showcase a person’s success or attractiveness. Alternatively, though Twitter 

supports image sharing, the majority of posts are simply text based. This can make social 

comparison more difficult, as people are not afforded a direct look into another person’s 

life. Facebook acts as a medium between the two extremes, allowing for both text-based 

posts as well as image-based posts, depending on the user’s preference.  

One specific study with Facebook rated users based on the type of platform they 

preferred to use. This study utilized a three-class model, with people categorized as mild-

users, committed to Facebook, and online socially-oriented (Lo Coco et al., 2018). Under 

this classification, mild-users were those who were on social media but did not have high 

levels of use. Alternatively, those who were committed to Facebook used the platform as 

their primary social media source while those who were online socially-oriented utilized 

many platforms. This study revealed that those who were online socially-oriented 

enjoyed online social interaction while those who were committed to Facebook showed 

high self-esteem and need for approval with low emotional stability (Lo Coco, et. al, 

2018). This data suggests that those who use many types of social media are more well-

versed in online interaction and know how to properly use it in order to gain more 

desirable effects. In addition, it suggested that though those who use only Facebook have 



PERSONALITY: BIDIRECTIONAL SOCIAL MEDIA SELF-ESTEEM 

 13

higher self-esteem, they might seek more attention from others in an attempt to gain 

approval.  

Sex 

 While literature on women and social media use has been well documented, 

information regarding men and social media use was more barren, especially when it 

comes to self-esteem. This is likely due to the stereotype that women are more in touch 

with their emotions and are therefore more susceptible to mental health issues like low 

self-esteem. However, studies seem to support the greater emphasis that women place on 

social media compared to that of men. For example, women were found to consider being 

labelled as “Facebook official,” or the act of officially dating because it is posted on 

Facebook, to convey an exclusive relationship with long-term stability (Cohen, 2019). 

Men, alternatively, placed less consideration on such web-based labels. When 

considering self-image, both sexes were found to have their self-esteem affected by the 

image of thinness presented by social media (Fernandez & Pritchard, 2012). However, 

women were found to have stronger reactions due to harsher social pressures that were 

placed on them compared to men. This difference in social media use indicates that social 

media affects both sexes in different ways due to their varying uses of platforms as well 

as the social norms that exist in society.  

 Additionally, men and women appear to use different platforms more often. 

Women were found to use social networking site, such as Facebook or Twitter, more 

often, while men preferred sites that promoted music, professionalism, and news, such as 

LinkedIn or Reddit (Schmitt, 2016). While both are active on platforms that are 

specifically for social networking, women appear to be more invested in such platforms 
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than men are. One factor that leads to this disparity is that women and men have noted 

different goals in using social media. While women report mostly using social media to 

maintain relationships with others, men report using social media instead to gain 

information (Krasnova, Veltri, Eling, & Buxmann, 2017). Women have also been shown 

to use social media platforms, specifically Facebook, for a wider range of activities, 

especially in categories like curiosity for browsing, while men stick to single motivations, 

such as flirting (Metastasio, Brizi, Biraglia, & Mannetti, 2016). Additionally, traditional 

media contribute more stress to women who use social media. In a phenomenon known 

as face-ism, men are more likely to show their faces more prominently than women, 

presumably because of personal or photographer preference (Sczensy & Kaufmann, 

2018). However, this was not found to be the result of the users themselves, as a study 

determined no sex difference in face-ism and instead attributed facial prominence to 

participants’ self-esteem (Sczensy & Kaufmann, 2018).  Ultimately, these generalities of 

social media use across sex contribute to the overall effect that social media has on self-

esteem. 

As a whole, the self-esteems of each sex followed generic trends. Women often 

report lower self-esteem as well as more social media use, leading to the conclusion that 

increased time spent on social media is related to a decrease in self-esteem (Ingólfsdóttir, 

2017). While this does not indicate a direct link, the presence of a correlation does not 

rule out the possibility. However, studies disagree on the actual differences in sex-related 

self-esteem when moderated by social media. One study reports no significant effect 

from gender on self-esteem, instead attributing any effects on self-esteem to participants’ 

experiences on social media (Valencia-Fagot, 2018). This data indicates that while 
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biological factors may play a role, they may not fully account for trends in self-esteem. 

Instead, psychological factors may play a role as well. Of interest especially is the idea 

that various personality traits may predispose users to experience low self-esteem as a 

result of social media use.  

Personality Traits 

Because different people appear to be more at risk to the negative effects of social 

media than others, there must be more factors that contribute to low self-esteem than 

simply how much one uses social media and which platforms are preferred. One such 

factor is how a person is rated among the big five personality traits: agreeableness, 

conscientiousness, extraversion, neuroticism, and openness to experience. An 

individual’s level at each of these traits works together to determine their overall 

personality. If an individual ranks high in agreeableness, conscientiousness, extraversion, 

neuroticism, or openness to experience, their personality often reflects traits of affection, 

self-sufficiency, sociability, excitability, and curiosity respectively (Morin, 2016). 

Alternatively, low rankings in each of these categories would produce opposite effects in 

the individual’s personality. Low agreeableness and conscientiousness lead one to be 

unfeeling and dependent, while low extraversion and openness to experience lead to 

isolation and contentedness. Similarly, low neuroticism predisposes one to be more 

emotionally stable. 

When considering the big five personality traits, addiction to social media was 

found to be linked to agreeableness, conscientiousness, and openness to experience, as 

well as to number of social media check-ins per day and gender (Hawi & Samaha, 2018). 

This shows that certain aspects of an individual’s personality and demographic 
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information can predispose them to extended social media use. This extended use can 

bring about more prominent negative effects, especially when it comes to self-esteem. 

Further, certain personality aspects have been shown to correlate to users to posting more 

on social media (Chen, Widjaja, & Yen, 2015). For example, someone low in 

conscientiousness might use social media as a source of validation. Those who are low in 

conscientiousness are often disorganized and dependent (Morin, 2016). In this case, they 

might post an image of themselves with a caption that seeks to gain complements. One 

such recurring example of this is the caption “Feeling cute, might delete later.” Posts like 

this from low conscientious people are seeking complements but might not always obtain 

the desired reaction from others. If that person’s posts are regularly met with such 

negative reactions, this can severely hinder their self-esteem.  

Though some aspects of personality may be thought to influence an individual’s 

social media experience more than others, all traits carry effects of varying degrees. 

Extraversion and neuroticism are usually considered the most prominent, though 

agreeableness and conscientiousness show similar effects (Fetvadjiev & He, 2018). In 

addition, though its effects are not quite as large, openness to experience also has an 

effect on how a person experiences social media.  

Each does not exist in their own bubble, however. Each trait is interconnected, 

which further reinforces the total effect each has on an individual’s well-being. While 

almost all traits are positively related, neuroticism acts as an inverse item, meaning that 

as other traits increase, neuroticism decreases (Niazi & Mehmood, 2017). This can 

exacerbate any negative effects in self-esteem because if a person is higher in 

neuroticism, they seek attention and approval more often through venues such as social 
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media. However, because neuroticism is negatively correlated with other personality 

traits, they will not be as strong of a buffer to negative effects. A person high in 

neuroticism will be less conscientious, open to experience, agreeable, and extraverted. In 

this way, they will feel more negative emotions such as hostility and rejection if their 

social media experience is not a positive one. Thus, their overall well-being will be 

negatively affected.  

Trends in Social Media Use 

Through all the research, a key theme begins to emerge. If used properly and in a 

positive, healthy way, social media can be utilized to increase different aspects of well-

being, including self-esteem (Hanna et al., 2017). These variables, specifically self-

esteem, all play large roles in a person’s life satisfaction ratings. Because of this 

covariance, self-esteem can be viewed as an influence between social media use and life 

satisfaction. When keeping self-esteem in consideration, these bidirectional models 

appear to fit data sets better than when social media usage is linked directly to life 

satisfaction (Hanna et al., 2017). This shows the interconnectedness of social media use 

and self-esteem, as well as the importance in finding the relation between the two. High 

levels of social media use, sometimes even high enough to be labeled as addictive social 

media use, has been shown to be negatively correlated with self-esteem (Hawi & 

Samaha, 2017). As previously mentioned, extended social media use exposes an 

individual to more opportunities for social comparison. This can be especially damaging 

if an individual’s personality traits predispose them for low self-esteem. In addition, an 

individual’s sex plays a role in their self-esteem as well. Young females are especially at 

risk when it comes to social media use’s negative correlation with self-esteem 
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(Andreassen et al., 2017). Essentially, no single factor can be blamed for social media’s 

effects on self-esteem, as they are an amalgamation of numerous outside influences. 

One such example of how all factors can combine to affect a person’s social 

media experience is when that person’s personality traits predispose them to 

hypersensitivity. People who are socially hypersensitive are keenly aware of others 

around them and may be more affected by seemingly innocuous events. In this way, 

socially hypersensitive people can allow ambiguous feedback to severely affect their self-

esteem (Yang & Girgus, 2018). Overall, the effects of social hypersensitivity have been 

shown to negatively impact self-esteem. One study asked hypersensitive individuals to 

imagine a conversation in which they made a controversial statement and another person 

followed it with a pause, ambiguous feedback, or negative feedback. This study found 

that the state self-esteem of these individuals was negatively correlated with their social 

hypersensitivity (Yang & Girgus, 2018). The more hypersensitive a person is, the worse 

the effect will be on their self-esteem. This is because these individuals place a negative 

connotation on ambiguous feedback. They do not tolerate uncertainty well and will 

interpret it negatively if it is not explicitly positive (Yang & Girgus, 2018). This suggests 

a lower rated self-esteem for these individuals. The relationship between social 

hypersensitivity and self-esteem was found to be influenced by the intolerance of 

uncertainty, a trait linked to anxiety (Yang & Girgus, 2018). In a study on undergraduate 

students, social anxiety was found to be positively correlated with neuroticism and 

negatively correlated with extraversion, while the other three of the big five personality 

traits, agreeableness, conscientiousness, and openness to experience, possessed weaker 

relationships with anxiety (Kaplan, Levinson, Rodebaugh, Menatti, & Weeks, 2015). 
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Based on this study, those who are high in neuroticism and low in extraversion are more 

prone to social anxiety, and therefore are predisposed to social hypersensitivity. Having 

this predisposition is likely to create a more negative social media experience for the 

individual, leading to a decrease in overall self-esteem.  

Because of this and similar associations, it is important to discover how various 

environmental effects can alter the relationship between social media usage and self-

esteem. Specifically, great interest should be shown in how a person’s self-esteem is 

affected by that person’s sex, personality traits, amount of social media use, and type of 

social media platform used.  
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Chapter III: Methodology 

Purpose and Research Questions 

 Research question 1: Sex 

 Are there sex differences in the effects of amount of social media use between 

men and women’s self-esteem? 

 H1: Women’s self-esteem will be more strongly related to amount of social media 

use than men.  

 H0: Women’s self-esteem will not be more strongly related to amount of social 

media use than men. 

 Research question 2: Personality traits 

 Do the Big Five personality traits, agreeableness, conscientiousness, extraversion, 

neuroticism, and openness to experience, affect an individual’s self-esteem? 

 H2: Higher ratings of agreeableness, conscientiousness, extraversion, and 

openness to experience are related to higher self-esteem, while higher ratings of 

neuroticism are related to lower self-esteem. 

 H0: Higher ratings of agreeableness, conscientiousness, extraversion, and 

openness to experience are not related to higher self-esteem, and higher ratings of 

neuroticism are not related to lower self-esteem. 

 Research question 3: Amount of use 

 Does amount of social media use affect an individual’s self-esteem? 

 H3: Higher amounts of social media use and more social media check-ins are 

related to lower self-esteem. 
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 H0: Higher amounts of social media use and more social media check-ins are not 

related to lower self-esteem. 

 Research question 4: Platform 

 Does the social media platform used affect an individual’s self-esteem? 

 H4: Those who primarily use Instagram have lower self-esteems than those who 

primarily use Facebook or Twitter. 

 H0: Those who primarily use Instagram do not have lower self-esteems than those 

who primarily use Facebook or Twitter. 

 Research question 5: Age/sex interaction 

 How does a person’s age and sex interact to affect their social media use as well 

as their self-esteem? 

 H5: Age is positively related to self-esteem and negatively related to social media 

use, with a stronger effect in females than in males. 

 H0: Age is not positively related to self-esteem or negatively related to social 

media use, and there is not a stronger effect in females than in males. 

Overview of Design 

 This study utilized a web-based survey to collect data from participants. This 

survey collected information regarding personality traits, self-esteem, social media habits, 

and demographics from participants. When participants opened the survey, they were 

greeted with the consent form (see Appendix A), explaining their rights as participants. 

This was followed by three short questionnaires that included Ten Item Personality 

Inventory (TIPI; see Appendix B), the Rosenberg Self-Esteem Scale (RSES; see 
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Appendix C), and the Demographic Questionnaire (see Appendix D). Statistical analysis 

was then run on this data to find any significant relationships between factors.   

Sampling and Participant Selection 

 This study used a convenience sample that was pulled from a population of 

university-classified undergraduate and graduate students at Houston Baptist University 

with no maximum set on the number of subjects allowed to participate. Participants were 

recruited via mass email, and all were welcome to respond. There was no discrimination 

as to who could participate based on any demographics. Members of any age, sex, race or 

ethnicity, or education level (i.e. freshman, sophomore, junior, senior, or graduate 

student) could participate.  

Characteristics of the Participants and Context 

60 participants were recruited for this study, all of whom were undergraduate 

students studying at Houston Baptist University in Houston, Texas. No responses 

identifying participants as graduate students were obtained. Participants ranged in age 

from 18 to 56 years old (see Table 1). The mean, median, and mode ages were 22, 20, 

and 20 years old respectively. An overwhelming 80% (n = 48) of participants were 

female, while the remaining 20% (n = 12) were male (see Table 2). Race/ethnicity of the 

participants was slightly more evenly distributed. The largest group, consisting of 35% (n 

= 21) of participants, was Hispanic or Latino, followed by 25% (n = 15) White or 

Caucasian, 20% (n = 12) Black or African American, 18.3% (n = 11) Asian or Asian 

American, and the remaining 1.7% (n = 1) identified as another race (see Table 3).  No 

responses identifying American Indians or Alaskan Natives, nor Hawaiian or other 

Pacific Islanders were obtained. The largest group by education level consisted of 36.7% 



PERSONALITY: BIDIRECTIONAL SOCIAL MEDIA SELF-ESTEEM 

 23

(n = 22) of participants who identified as undergraduate juniors, followed by 26.7% (n = 

16) seniors, 23.3% (n = 14) freshmen, and 13.3% (n = 8) sophomores (see Table 4). 

60% (n = 36) of participants were active on Facebook with 13.3% (n = 8) of total 

participants naming it as their primary platform (see Tables 5 & 6). 83.3% (n = 50) were 

active on Instagram with 45% (n = 27) naming it as their primary platform (see Tables 6 

& 7). 51.7% (n = 31) were active on Twitter with 31.7% (n = 19) naming it as their 

primary platform (see Tables 6 & 8). 10% (n = 6) of users were not active on any social 

media at all (see Table 6).  

22.7% (n = 13) of participants reported using social media less than one hour per 

day, 51.6% (n = 31) reported one to two hours of use, 22.7% (n = 13) reported three to 

four hours of use, and 5% (n = 3) reported five or more hours of use per day (see Table 

9). 13.3% (n = 8) of participants reported being active on only one social media platform 

while 48.3% (n = 29) were active on two platforms and 28.3% (n = 17) were active on 

three platforms (see Table 10). Again, 10% (n = 6) of users were not active on social 

media at all (see Table 10).  

Data Collection 

 Data was collected from participants via a web-based survey that was created 

using SurveyMonkey. This survey was provided to potential subjects via mass email 

through Houston Baptist University’s listserv. The data collected from participants was 

imported by SurveyMonkey directly to Statistical Package for Social Sciences (SPSS) for 

statistical analysis.  

Instrumentation 

 Ten-item personality inventory (TIPI) 
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To gather information on participants’ personality, a version of the Ten Item 

Personality Measure (TIPI) was provided (Gosling, Rentfrow, & Swann, 2003; see 

Appendix B). This scale used a ten-item Likert scale in which participants rated the 

extent to which they agreed or disagreed with each item. Each response was associated 

with a numerical value, from 1 to 7, to translate responses into quantitative data. For 

example, a response of “Disagree moderately” corresponded with a value of 2. Five of 

these items were scored normally while the remaining five items were reverse-coded. As 

shown in Appendix B, odd-numbered items (1, 3, 5, 7, and 9) were scored normally while 

even-numbered items (2, 4, 6, 8, and 10) were reverse-coded. When reverse-coding 

items, the value of the score was flipped. For example, a rating of 1 became 7, and a 

rating of 6 became 2. Each personality trait also corresponded with two items: 

agreeableness (1 and 2), conscientiousness (3 and 4), extraversion (5 and 6), neuroticism 

(7 and 8) and openness to experiences (9 and 10). The average of each category was then 

calculated. The calculated score reported the individual’s result, and therefore 

corresponding strength, for each personality trait. 

 Rosenberg self-esteem scale (RSES) 

Participants then completed a version of the Rosenberg Self-Esteem Scale (RSES) 

to measure their rated self-esteem (Betsi Cadwaladr University Health Board, 2017; see 

Appendix C). This scale used a ten-item Likert scale in which participants rated the 

extent to which they agreed or disagreed with each item. The survey randomized items 

for each participant. Each response was associated with a numerical value, from 0 to 3, to 

translate responses into quantitative data. For example, a response of “Disagree” 

corresponded with a value of 1. Under this scale, a rating of 0 indicated that the 
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participant strongly disagreed and a rating of 3 indicated that the participant strongly 

agreed. Five of these items were scored normally while the remaining five items were 

reverse-coded. As shown in Appendix C, items 1-5 (1, 2, 3, 4, and 5) were scored 

normally while items 6-10 (6, 7, 8, 9, and 10) were reverse-coded. When reverse-coding 

items, the value of the score was flipped. For example, a rating of 0 became 3, and a 

rating of 2 became 1. The total of all normally scored and reverse-coded items were 

added together to receive a total score between 0 and 30. Scores between 15 and 25 were 

considered to be within a normal self-esteem range while a score lower than 15 suggested 

the participant had low self-esteem. If participants received a score higher than 25, they 

had exceptional self-esteem. 

 Demographic questionnaire 

 Participants completed the survey with a demographic questionnaire (see 

Appendix D). This questionnaire gathered demographic information, including 

participants’ age, sex, race/ethnicity, and current education level. The questionnaire then 

gathered information about participants’ social media habits. Subjects had the 

opportunity to choose all of the three social media platforms of interest that they used 

(Facebook, Instagram, and/or Twitter), as well as which of these platforms they used 

most frequently. They then answered the average amount of time they spent on social 

media per day in hours as well as their average number of social media check-ins per day. 

The options for amount of time were grouped by two-hour increments to make it easier 

for participants to choose. However, the number of check-ins per day remained an open-

ended question, allowing participants to input their estimated number without limitations.  

Validity of Instruments 
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 Ten-Item Personality Inventory (TIPI) 

 The validity of the Ten-Item Personality Inventory (TIPI) was studied and 

compared with that of the Big Five Inventory (BFI). This study found that short 

inventories were just as valid as larger ones (Gosling et al., 2003). Construct validity was 

also found to be similar across both studies (Gosling et al., 2003). This study provided 

evidence that the TIPI can be used as an accurate measure of what it claimed to measure: 

the big five personality traits.  

 Rosenberg self-esteem scale (RSES) 

 Another study was performed on the validity of the Rosenberg Self-Esteem Scale 

(RSES), especially with regards to students. This study tested the positive and negative 

subscales of the RSES and found them to indeed be valid (McMullen & Resnick, 2013). 

A few minor edits were suggested to improve this validity, but overall, the RSES is an 

accurate measure of an individual’s self-esteem.   

Reliability and Validity of Data 

 The reliability of the assessments can be assessed using Cronbach’s Alpha. The 

TIPI had five normally-coded items (α = .728) and five inverse-coded items (α = .532, 

see Table 11). This indicated high internal reliability of the normally coded items. 

However, the internal validity of the inverse-coded subscales was less reliable. Similarly, 

the RSES also had five normally-coded items (α = .773) and five inverse-coded items (α 

= .745, see Table 12). This indicated the high internal reliability of both the normally- 

and inverse-coded subscales. 

 The assessments used to collect the data showed face-validity or appeared to 

measure what they claimed to measure (Hogan, 2015). The assessments used, the TIPI 



PERSONALITY: BIDIRECTIONAL SOCIAL MEDIA SELF-ESTEEM 

 27

and RSES, were created specifically for measuring the target variables that were of 

interest to this study, specifically personality traits and self-esteem, respectively. Content 

validity, or a match between content and defined material, was upheld as well (Hogan, 

2015). This study attempted to eliminate ambiguity by defining each variable, helping 

reinforce content validity.  

Ethical Considerations 

 Protecting the safety of participants was of the highest priority. No data that was 

collected was able to be linked to participants. All answers were anonymous and were 

only reported in aggregate. Consent forms were provided to all potential participants 

describing their rights during the research process and informing them that participation 

was optional and could be withdrawn at any time. Contacts were also provided to 

participants so that if they had any further inquiries, they could reach out to a 

representative of the institution. Finally, notes were left on the survey that no results were 

meant to be diagnostic or considered for clinical purposes. Therefore, it is mentioned that 

if participants had any concerns regarding their mental health, they should contact a 

licensed professional immediately.  

Summary 

 The purpose of this study was to determine any factors that influence the 

relationship between social media and self-esteem. Key factors of interest included sex, 

personality traits, and how social media is used. A web-based survey was delivered to a 

convenience sample of undergraduate and graduate students. 60 total students 

participated, and all data collected was recorded in aggregate. In addition to demographic 
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information, the survey used the TIPI and RSES to determine participants’ personality 

traits and self-esteems.  
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Chapter IV: Findings 

Research Question 1: Sex 

 An independent samples t-test was used to compare the self-esteems of males 

with females (see Table 13). No significant difference was found in the self-esteems of 

males [M = 24.167, SD = 4.387] and females [M = 24.917, SD = 4.699]; t(58) = -.501, p 

= .618. 

Research Question 2: Personality traits 

 Using a correlational analysis, certain personality traits were found to be 

significantly correlated with other traits (see Table 14). The most predictive personality 

trait was openness to experience, which was significantly correlated to agreeableness [r = 

.306, n = 60, p = .018] and had an inverse slightly significant correlation to neuroticism [r 

= -.303, n = 60, p = .019]. Openness to experience was also highly significant with 

conscientiousness [r = .511, n = 60, p = .000] and extraversion [r = .434, n = 60, p = 

.001], meaning that openness to experience was significantly correlated to all other 

personality traits.  

One other personality trait, neuroticism, was significantly correlated to most other 

traits as well, albeit inversely (see Table 14). In addition to the inverse slightly significant 

correlation between neuroticism and openness to experience, neuroticism was found to 

have inverse highly significant correlations with agreeableness [r = -.423, n = 60, p = 

.001] and conscientiousness [r = -.383, n = 60, p = .003].  

Self-esteem was found to be correlated to all personality traits except for 

agreeableness (see Table 14). Self-esteem had a slight significant correlation with 

extraversion [r = .267, n = 60, p = .039] and highly significant correlations with both 
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conscientiousness [r = .610, n = 60, p = .000] and openness to experience [r = .485, n = 

60, p = .000]. Additionally, self-esteem had a highly significant inverse correlation with 

neuroticism [r = -.469, n = 60, p = .000].  

Research Question 3: Amount of use 

 A one-way between groups ANOVA was used to compare the effect of estimated 

time spent on social media per day in hours on the self-esteem of participants (see Table 

9). No significant effect was found between time spent on social media per day and self-

esteem [F (3, 56) = .375, p = .771]. 

 A correlational analysis was used to analyze the relationship between average 

number of check-ins on social media per day and self-esteem (see Table 15). No 

significant correlation was found between the average number of check-ins on social 

media per day and self-esteem [r = .115, n = 58, p = .389] 

Research Question 4: Platform 

 An independent samples t-test was used to compare the self-esteem of Facebook 

users with those who did not use Facebook (see Table 5). No significant difference was 

found in the self-esteems of Facebook users [M = 24.889, SD = 4.792] and those who did 

not use Facebook [M = 24.583, SD = 4.422]; t(58) = -.249, p = .943. 

 An independent samples t-test was used to compare the self-esteem of Instagram 

users with those who did not use Instagram (see Table 7). No significant difference was 

found in the self-esteems of Instagram users [M = 24.360, SD = 4.606] and those who did 

not use Instagram [M = 26.800, SD = 4.290]; t(58) = 1.545, p = .128. 

 An independent samples t-test was used to compare the self-esteem of Twitter 

users with those who did not use Twitter (see Table 8). No significant difference was 
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found in the self-esteems of Twitter users [M = 24.452, SD = 4.523] and those who did 

not use Twitter [M = 25.103, SD = 4.761]; t(58) = 0.544, p = .589. 

A one-way between groups ANOVA was used to compare the effect of estimated 

time spent on social media per day in hours on the self-esteem of participants (see Table 

9). No significant effect was found between time spent on social media per day and self-

esteem [F (3, 56) = .375, p = .771]. 

A one-way between groups ANOVA was used to compare the effect of total 

number of social media platforms used on the self-esteem of participants (see Table 10). 

No significant effect was found between the total number of social media platforms used 

and self-esteem [F (3, 56) = .333, p = .802]. 

A correlational analysis was used to analyze the relationship between total 

number of social media platforms used and self-esteem (see Table 16). No significant 

correlation was found between the number of social media platforms and self-esteem [r = 

-.104, n = 60, p = .430]. 

Research Question 5: Age/Sex Interaction 

A between-subjects factorial ANOVA was used to compare the combined effect 

of age and sex on the self-esteem of participants (see Table 17). No significant effect was 

found in the self-esteem of participants based on age and sex [F (6, 41) = 1.029, p = 

.421]. 

Post Hoc Analysis 

After data collection was completed, an additional post hoc analysis was 

conducted. This analysis was a correlational analysis to analyze the relationship between 

personality traits, total number of social media platforms used, and amount of time spent 
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on social media in average number of hours and estimated number of check-ins per day 

(see Table 18). In addition to the correlations between personality traits discussed above 

(see Table 14), two more significant correlations were identified, both of which relating 

to the total number of platforms used. First, the total number of platforms used was found 

to be inversely significantly correlated with openness to experience [r = -.311, n = 60, p = 

.016]. In addition, the total number of platforms used was also found to be significantly 

correlated with the average number of hours spent on social media per day [r = -.318, n = 

60, p = .013]. 

Summary 

 As a whole, the results show little significant relationship between self-esteem 

and any measure of social media use. Correlational analyses, independent samples t-tests, 

and one-way between groups and between-subjects factorial ANOVAs all returned 

insignificant relationships between self-esteem and sex, time spent on social media, 

social media platforms used, and an age/sex interaction. The only variables that were 

shown to be significantly related to self-esteem were the personality traits of participants, 

specifically conscientiousness, inverse neuroticism, openness to experience, and, to a 

lesser extent, extraversion. These personality traits were also found to be significantly 

related to each other, with openness to experience predicting all other traits and 

neuroticism predicting all other traits except for extraversion. However, an interesting 

relationship arose in a post hoc analysis in which it was discovered that the total number 

of social media platforms used had an inverse significant correlation with openness to 

experience and was also significantly correlated to average number of hours spent on 

social media per day.  
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Chapter V: Discussion, Relationship to Literature, Implications, Recommendations 

Discussion 

 The results that were obtained were surprising as many seemed almost 

counterintuitive. It was expected that through this study, multiple factors would influence  

the relationship between social media use and self-esteem. It was expected that social 

media users who were women; high in agreeableness, conscientiousness, extraversion, 

and openness to experience; low in neuroticism; spent less time on social media per day; 

and had less check-ins per day would have a higher reported self-esteem. In addition, a 

significant reaction was expected to be seen between age and sex with regards to social 

media use’s effect on self-esteem.  

 Sex and self-esteem 

Right from the start, expected results were not being seen. Where men were 

expected to have a significantly higher self-esteem from women, a different result was 

found. Instead, men and women had nearly similar average self-esteems. This could be 

due to multiple circumstances, including the staggering difference in representativeness. 

Four out of five participants in this study were women, so it is possible the large 

difference could have skewed the results. No matter the cause, these results suggest that 

sex does not play a key role in determining self-esteem with regards to social media use. 

For this reason, hypothesis 1, which states that the self-esteem of women will be more 

strongly correlated to social media use than that of men, is rejected. Rather, the average 

self-esteem of women is actually higher than that of men, though the difference is still too 

small to be considered significant.  

Personality traits and self-esteem 
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Personality traits presented a large number of interacting factors that had to be 

analyzed with regards to self-esteem. While reported personality traits were expected to 

essentially be a grab bag of combinations due to the flexibility of human personality, a 

pattern instead emerged from the data. One trait of note, openness to experience, 

specifically stood out because of its relation to all other traits, inversely with neuroticism 

and direct with all others. This suggests that individuals who are high in most personality 

traits and low in neuroticism will be more likely to try new experiences, which includes 

new aspects of various social media platforms or new platforms altogether. This can 

especially be influenced by pop culture, which gives way to the trends, memes, and 

challenges that seem to flood social media at any given time. Similarly, neuroticism was 

shown to be a trait of interest as well. With the exception of extraversion, neuroticism 

was inversely related to all personality traits. In this way, those who are open, organized, 

sociable, and empathetic are more likely to be less stressed and anxious, and vice versa.  

These relationships can add to the understanding of how personality traits can 

combine with social media to affect self-esteem, but they do not give the full picture. 

When analyzed with rated self-esteem, only agreeableness was not significantly related, 

suggesting that having a personality in which one is more enthusiastic for helping others 

or more empathetic does not actively contribute to overall self-esteem. Instead, high self-

esteem scores were associated with low ratings of neuroticism and high ratings of 

conscientiousness, openness to experience, and, to a lesser extent, extraversion. An 

example of this personality type that would receive a high self-esteem score would be 

someone who is not easily upset, excited about new challenges, semi-prepared for events, 

and friendly towards others.  
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These results partially support hypothesis 2, which states that high self-esteem is 

related to agreeableness, conscientiousness, extraversion, and openness to experience, 

and inversely related to neuroticism. Instead, the results showed that self-esteem is not 

related to agreeableness and instead is only related directly to conscientiousness, 

extraversion, and openness to experience, and inversely to neuroticism. 

Amount of use and self-esteem 

Investigation into the amount of social media use by both measures presented 

interesting results. One would assume that using more social media would have an 

increasingly negative impact on the user’s self-esteem, but this did not appear to be the 

case. For both measures, amount of time per day in hours and average number of check-

ins per day, there was no significant effect on self-esteem at all. This suggests that no 

matter how long a user is on social media or how often they check their platforms each 

day, their self-esteem is not affected. These results seem to eliminate amount of exposure 

to social media as an influencing factor, implicating that other aspects of the user are 

more likely to influence self-esteem. However, even though the effect is negligible, an 

interesting result is that those who used social media between one and two hours per day 

had the highest average self-esteem, followed by those who used it for less than one hour. 

Another interesting find was that those who used social media an average of three to four 

hours per day reported the lowest average self-esteem, even lower than those who were 

active for five or more hours per day. While these results are not significant, it suggests 

that those who get some social media exposure may actually benefit more than those who 

get more exposure or none at all, however miniscule the difference actually is. 
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These results reject hypothesis 3, which states that high self-esteem is related to 

lower amounts of daily social media use and fewer check-ins per day. The null 

hypothesis is fully supported here because neither estimated number of hours nor average 

number of check-ins per day had any significant effect on self-esteem.  

Platform and self-esteem 

Similar to the analysis of personality traits, platform integrated numerous factors 

that required both individual and integrated comparisons. While only three specific 

platforms were considered, they were analyzed in different ways in order to search for 

any effect they could have on self-esteem.  

First, each of the three most popular platforms, Facebook, Instagram, and Twitter, 

were analyzed for individual effects on self-esteem. While there were small differences 

between the self-esteem of each group of users and their control group (those who did not 

use the platform), the differences were miniscule enough to be insignificant in the context 

of this study. However, though the results were insignificant, they did follow a trend in 

which the self-esteem of all social media users, regardless of platform, were similar 

within half of a point. This is especially meaningful when considering that the RSES only 

allows for a spread of 30 points. Additionally, while the differences in self-esteem scores 

were insignificant, the highest scores were received from those who did not use 

Instagram, followed by those who did not use Twitter, then those who did not use 

Facebook. Though social media use appears to result in similarly-rated self-esteems, this 

indicates that engaging in Instagram lowers the self-esteem of its users more than other 

platforms.  
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Next, the primary social media platform of participants was analyzed with regards 

to its effect on self-esteem. Of the participants, the most used platform was Instagram, 

followed by Twitter, then dropped to Facebook, and ended with those who did not use 

social media at all. Of the platform groups, Facebook users, surprisingly, reported the 

highest average self-esteem, even higher than those who did not use social media at all. 

Non-users were then followed by Instagram users, and the lowest average came from 

those who used Twitter as their primary platform. While this information on its own 

appears to reveal a lot about each platform individually, when considered as a whole, 

there was no significant difference found between each group’s average self-esteem.  

Finally, the total number of platforms used was analyzed. This number ranged 

from non-users to those who used all three platforms of interest. For the most part, people 

used two of the platforms, with a small gap before those who used all three, and a larger 

gap before those who only used one. The smallest experimental group consisted of those 

who did not use any social media. As with the previous two analyses of platform, no 

significant effect was discovered between the self-esteem of these groups. However, it is 

notable that the self-esteems of those who used only one platform or did not use social 

media at all were almost identical, within 0.05 points of each other on the RSES. 

Similarly, the self-esteems of those who used two or three platforms were higher and 

were both within 0.2 points of each other. Though these results are statistically 

insignificant, this indicates that a miniscule decrease occurs within a user’s self-esteem if 

more than one platform is used. The correlational analysis appeared to reinforce this 

claim as an increased number of social media platforms had an inverse relation with user 

self-esteem, though it was still an insignificant correlation.  
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These results reject hypothesis 4, which states that self-esteem is lower for 

Instagram users than it is for those who use Facebook or Twitter. Instead, the null is 

supported because platform use had no significant effect on self-esteem. Those who used 

social media were found to have similar self-esteems, and any decrease, however 

insignificant, occurred simply from using social media, especially Instagram, or by 

regularly using more than one platform.  

Age, sex, and self-esteem 

As stated at the beginning of the study, an intersection occurs for young adults 

where this age group experiences the lowest rated self-esteem, but women are more 

susceptible to low self-esteem than men. For this reason, an age-sex interaction was 

predicted to occur. Contrary to this belief, however, no significant interactions were 

found between the age of any participant and their related self-esteem. While some age 

groups had a fairly large gap between the self-esteems of each sex, it was more common 

for the self-esteem of age groups to be decently close to each other. The sample also 

poses a problem here because of the twelve ages examined, only seven of them had 

representatives of both sexes. The remaining five age groups had no male participants 

and so had no comparison for female counterparts. Due to the close proximity of average 

self-esteems as well as the limited sample size, no significant effect was found. For this 

reason, hypothesis 5, which states that age would be directly related to self-esteem and 

with a stronger effect in females than males, was rejected. The correlations were found to 

be all over the place with no discernable pattern to be found. Thus, no predictions can be 

made about self-esteem based on age or sex.   

Post hoc analysis 
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Considering all the data collected and the relationships that were discovered or 

rejected, one additional, unanticipated analysis was made after the completion of data 

collection. This analysis sought any significant relationship between personality traits and 

total number of social media platforms used as well as amount of time spent on social 

media in average number of hours and estimated number of check-ins per day. This 

analysis revealed two significant correlations.  

First, the total number of platforms used was inversely correlated with the 

personality trait openness to experience. This suggests a counterintuitive relationship in 

which those who are more likely to try new things are actually less likely to use more 

social media platforms. Because this relationship is so counterintuitive, it is likely that an 

additional factor plays a bidirectional role in this relationship. One would expect that 

those who are open to new experience would be more likely to use more platforms, but it 

could be possible that because people are open to new experience, they are more likely to 

be out doing more things and gaining experiences. If this is true, they would have less 

time to spend on social media and would therefore be less active on more than one 

platform, if any at all.  

Another unexpected relationship was that the total number of platforms used was 

also directly correlated with the average number of hours spent on social media per day. 

This indicates that using more social media platforms leads to more time spent on social 

media each day. This is a logical assumption because if people are active users of more 

platforms will spend more time on social media as they actively scroll through each 

platform each day.  
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The significance of these revelations shows that while personality traits and social 

media use do not play significant roles in self-esteem, they do have significant effects on 

each other, and this could possibly combine to contribute to an individual’s overall self-

esteem.  

Relationship of Findings to Current Literature 

 One of the prevailing trends throughout the literature was social media’s 

prominence leading to increased opportunities for social comparison. This is reinforced 

by some of the findings that those who use social media the most reported the lowest 

average self-esteem compared to those who used social media less each day. This could 

be due to social validation, and the results were consistent with past research that 

suggested that Instagram has little direct effect on self-esteem, but that it instead provides 

users with opportunities for validation, which contributed to Instagram users having the 

largest drop in self-esteem compared to their non-using counterparts (Stapleton et. al, 

2017). Additionally, the personality traits of users contribute to their susceptibility to the 

negative effects of rumination. As previous studies predicted, rumination was directly 

correlated with neuroticism and depression (Ito & Agari, 2003). These results support this 

association because of neuroticism’s inverse correlation with self-esteem, which makes 

sense when considering that its positive correlation with rumination and depression and 

decrease an individual’s social media experience as well as their overall self-esteem.  

 Previous literature on the effects of social media use was generally supported. 

Rather than use directly influencing a user’s self-esteem, it was more often a bidirectional 

model that influenced self-esteem but did not contribute to any significant change. 

Literature has stated that regular use can even provide a positive experience when used in 
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moderation (Hanna et al., 2017). The results showed that those who used social media 

moderately, specifically one to two hours per day, reported a higher average self-esteem 

than those who used any other amount of social media.  

 However, not all previous literature was supported by the results. One study 

claimed that those who used multiple platforms were more likely to be extraverted while 

those who used only one platform, specifically Facebook, had high self-esteem but also 

neuroticism (Lo Coco et. al, 2018). Instead, no significant association was found between 

extraversion and number of platforms, and the weak relationship that was shown was 

actually inverse. Additionally, self-esteem was found to be inversely correlated with 

neuroticism, so those who had high self-esteem were more likely to have high emotional 

stability, contrary to the results of previous literature.  

The results obtained give some validation to why literature is less existent 

for men than it is for women. It could be due to it simply being harder to obtain 

responses from men than it is for women. However, the results disagree with 

previous literature because no significant difference in the self-esteem was found, 

and the average self-esteem of women was actually higher than that of men. 

Without further investigation, the reason for this dissonance is unpredictable.  

The relation of personality traits to social media use was partially supported by 

the results. Previous literature suggested that increased social media use was linked to 

agreeableness, conscientiousness, openness to experience, and check-ins per day (Hawi 

& Samaha, 2018). While amount of use was found to be positively correlated with 

openness to experience, no significant relationship was found between number of hours 

spent on social media per day and agreeableness, conscientiousness, or average number 



PERSONALITY: BIDIRECTIONAL SOCIAL MEDIA SELF-ESTEEM 

 42

of check-ins per day. While a week association was found between hours and check-ins 

per day, results actually showed a negative association between hours per day and 

agreeableness and conscientiousness. This inverse relationship between 

conscientiousness and average number of hours per day was, however, supported by 

another previous study (Chen et al., 2015).  

Overall, the results support a bidirectional model in which other factors influence 

the relationship between self-esteem and social media use. Previous research has 

suggested that personality combinations, such as those who are hypersensitive, will have 

lower self-esteem with relation to social media use (Yang & Girgus, 2018). In this 

example, those who are high in neuroticism yet low in extraversion will have lower self-

esteem, as was discovered in the results (Kaplan et al., 2015). This example demonstrates 

that while there are some signs that indicate a relationship between social media use and 

self-esteem, it is better understood as a bidirectional model in which other factors, such as 

personality traits, contribute to the overall effect.  

Implications 

 This study sought to determine what might predispose a person to experience ow 

self-esteem based on social media use. The results of this study support a bidirectional 

model in which self-esteem is not directly affected by social media use, but this 

relationship is instead controlled by outside factors. Discovering these factors can 

contribute to determining what a healthy amount of social media use would be in order to 

maintain high self-esteem.  

As a whole, those who are more conscientiousness, extraverted, and open to new 

experience, as well as less neurotic, will experience higher self-esteem. Those who have 
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personality traits opposite to these findings should limit their social media use as a result. 

Additionally, it is advisable that social media exposure should be limited to only one to 

two hours per day. With regards to platform, using only one platform produces the 

highest self-esteem, and the suggested platform to produce the most desirable results 

would be Facebook. While many of these associations are weak, a bidirectional model 

may present an equation in which the effect is amplified. In this way, these effects, 

however weak, should be kept in consideration, especially for those whose personality 

traits will predispose them to low self-esteem.  

It should also be noted that of all the results received, no individuals submitted 

any self-esteem scores that would rank low enough to be considered low self-esteem. 

Instead, the majority of scores resided in the normal range with a few reaching up high 

enough to be high self-esteem. While this is not indicative of any relationships or causes, 

it is possible that obtaining a range of average to high self-esteem scores is a result of the 

available sample. The sample was obtained from a larger population of a private 

university. It is impossible to speak for every individual, but it is likely that many in 

attendance have high expectations for themselves because they are reaching for higher 

education. This self-confidence can provide a boost their self-esteem, affecting the results 

of the study.  

Finally, these results can be used to influence treatment options for individuals 

with low self-esteem as well as future studies that can expand upon the current findings. 

If an individual wishes to increase their self-esteem by adjusting their social media habits, 

one suggested option would be to spend less time on social media per day. This decrease 

in time spent on social media was shown to correlate with a decrease in number of 
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platforms used because the individual would have less time to check all their accounts. 

As a result, the correlations found suggest that openness to experience would increase, 

likely because the individual is spending less time online and more time exploring the 

world and gaining memories. Openness to experience then has a strong and direct 

association with self-esteem, so an increase in one would in theory lead to an increase in 

other. In this associative way, decreasing social media use would, over time, lead to a 

total effect culminating in an increase of overall self-esteem.  

Recommendations for Further Research 

 The results of this study would grow and benefit from multiple changes. First, a 

larger sample size may change the total effects that were presented. While many 

associations were weak, some trends could already be seen. For this reason, if the sample 

size were to increase to a larger sample, such as 150 or 200 participants, some of these 

insignificant results may obtain enough data to become significant. As was found in the 

execution of this study, distribution of the questionnaires is a key component for 

participant recruitment. In this case, conducting research at such a small institution where 

the IRB only protected a small population limited the available participant pool. In future 

research, more broad alternatives should be pursued, such as partnering with larger 

institutions or clinics that have more varied potential participants, especially those who 

are representative of the larger American population and include individuals who suffer 

from low self-esteem. Another option for distribution would be to recruit participants 

directly through the social media platforms of interest. This can be done either by 

partnering with the platform or simply posting the questionnaire for users to complete.  
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Longitudinal research is another change that would benefit the study. This would 

allow researchers to test various treatments with regards to social media use in order to 

observe their effects on overall self-esteem ratings. Utilizing a more representative 

sample of the American population might be beneficial as well, allowing entry for more 

participants who suffer from low self-esteem.  

 While the assessments used in this study were shown to be both reliable and valid, 

they were chosen due to their brevity in the hopes that a shorter survey would attract 

more participants. Future studies might benefit from exchanging these assessments for 

larger versions and recruiting participants from a larger pool. Not only would the results 

provide more information and be more in-depth and variable but utilizing a larger 

participant pool would make the results more applicable to a wider population. Currently, 

the study is only focused on young adults at a private Baptist university. If a wider pool 

were used or a different population was targeted, the results found here could be 

expanded to apply to more people with more varied backgrounds. 

Current events should be considered in future studies as well. Opinions on social 

media change as current events occur, and this could in turn have an effect on self-

esteem. For example, if one was dependent on Facebook and used it frequently, their self-

esteem might decrease if a scandal occurred and public opinion of the platform were to 

plummet.  

Summary 

 This study began as a search to determine who would be predisposed to 

experience low self-esteem as a result of social media use and what kinds of habits 

contributed to this effect. However, many of the results that were obtained appeared to be 
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insignificant. Only one hypothesis was partially supported while the rest were fully 

rejected. Some key factors were discovered, however, that contributed to an unforeseen 

larger picture. 

 It was discovered that openness to experience and neuroticism are key traits in 

determining the self-esteem of individuals. While weak trends were seen in amount of 

social media use and platform preference, no significant relationships were found. A post 

hoc analysis did discover two unpredicted relationships: that openness to experience was 

significantly inversely correlated to the total number of platforms used and directly 

correlated to the average number of hours spent on social media per day. These results 

hinted at a bidirectional model in which the relationship between social media use and 

self-esteem was actually moderated by other variables, and current literature appeared to 

support this claim.  

This study determined that those with high self-esteem were more likely to be 

higher in conscientiousness, extraversion, and openness to experience, low in 

neuroticism. To best foster self-esteem, it is suggested that social media exposure should 

be limited to only one or two hours per day with only Facebook. This study also presents 

a model for increasing self-esteem in which decreasing social media use could alter an 

individual’s personality traits and therefore lead to an increase of overall self-esteem.  

Any future studies should use a larger sample size that is more applicable to a 

wider population. Longitudinal research and more in-depth assessments would benefit the 

results as well. Finally, any future studies should examine current events relating to social 

media and if they have any significant effects on use and the overall self-esteem of their 

users.   
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Tables 

Table 1         

       

Participant Distribution by Age    

          

Age Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

18.0 7.0 11.7 11.7 11.7 

19.0 13.0 21.7 21.7 33.3 

20.0 15.0 25.0 25.0 58.3 

21.0 10.0 16.7 16.7 75.0 

22.0 5.0 8.3 8.3 83.3 

23.0 3.0 5.0 5.0 88.3 

26.0 1.0 1.7 1.7 90.0 

30.0 1.0 1.7 1.7 91.7 

33.0 2.0 3.3 3.3 95.0 

37.0 1.0 1.7 1.7 96.7 

40.0 1.0 1.7 1.7 98.3 

56.0 1.0 1.7 1.7 100.0 

Total 60.0 100.0 100.0   

 

Table 2         

       

Participant Distribution by Sex    

          

Sex Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Male 12.0 20.0 20.0 20.0 

Female 48.0 80.0 80.0 100.0 

Total 60.0 100.0 100.0   
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Table 3         

       

Participant Distribution by Race/Ethnicity   

          

Race/Ethnicity Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

White or 

Caucasian 15.0 25.0 25.0 25.0 

Black or 

African 

American 12.0 20.0 20.0 45.0 

Hispanic or 

Latino 21.0 35.0 35.0 80.0 

Asian or 

Asian 

American 11.0 18.3 18.3 98.3 

Another Race 1.0 1.7 1.7 100.0 

 

Total 60.0 100.0 100.0   

 

Table 4         

       

Participant Distribution by Education Level   

          

  Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Freshmen 14.0 23.3 23.3 23.3 

Sophomore 8.0 13.3 13.3 36.7 

Junior 22.0 36.7 36.7 73.3 

Senior 16.0 26.7 26.7 100.0 

Total 60.0 100.0 100.0   
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Table 5                     

             

Independent Samples t-Test of Self-Esteem Between Facebook Users and Those Who do 
Not Use Facebook     

                      

  

Social 
Media 

Platforms 

Used N Mean 

Std. 

Deviation 

Std. 

Error 

Mean           

Self-

Esteem 

Total Non-Users 24.000 24.583 4.422 0.903       

  

 

Facebook 

Users 36.000 24.889 4.792 0.799       

  

Levene's Test for 

Equality of Variances     
t-test for Equality of 

Means 

95% Confidence 
Interval of the 

Difference 

    F Sig. t df 

Sig. 
(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Self-

Esteem 
Total 

Equal 

variances 
assumed 0.005 0.943 -0.249 58.000 0.804 -0.306 1.225 -2.758 2.147 

  

 

Equal 
variances 

not 

assumed     -0.254 52.112 0.801 -0.306 1.205 -2.724 2.113 

 

Table 6                   

            

One-Way ANOVA in Self-Esteem by Primary Social Media Platform Used       

                    

Descriptives      

95% Confidence 

Interval for 
Mean    

    N Mean 

Std. 

Deviation 

Std. 

Error 

Lower 

Bound 

Upper 

Bound Minimum Maximum 

Self-Esteem 
Total Facebook 8.000 26.000 6.740 2.383 20.365 31.635 17.000 35.000 

  Instagram 27.000 24.778 4.509 0.868 22.994 26.562 18.000 35.000 

  Twitter 19.000 23.895 4.135 0.949 21.902 25.888 17.000 30.000 

  

 
No Social 

Media 6.000 25.833 3.656 1.493 21.997 29.670 20.000 29.000 

  Total 60.000 24.767 4.612 0.595 23.575 25.958 17.000 35.000 

ANOVA           

    

Sum of 

Squares df 

Mean 

Square F Sig.       

Self-Esteem 

Total 

Between 

Groups 33.444 3.000 11.148 0.511 0.676     

  

 

Within 

Groups 1221.289 56.000 21.809       

  Total 1254.733 59.000             
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Table 7                     

             

Independent Samples t-Test of Self-Esteem Between Instagram Users and Those Who do Not 
Use Instagram     

                      

  

Social 
Media 

Platforms 

Used N Mean 

Std. 

Deviation 

Std. 

Error 

Mean           

Self-

Esteem 

Total Non-Users 10.000 26.800 4.290 1.356       

  

 

Instagram 

Users 50.000 24.360 4.606 0.651       

  

Levene's Test for 

Equality of Variances     
t-test for Equality of 

Means 

95% Confidence 
Interval of the 

Difference 

    F Sig. t df 

Sig. 
(2-

tailed

) 

Mean 

Difference 

Std. Error 

Differenc

e Lower Upper 

Self-
Esteem 

Total 

Equal 
variances 

assumed 0.301 0.580 1.545 58.000 0.128 2.440 1.579 -0.721 5.601 

  

 
Equal 

variances 

not assumed     1.622 13.497 0.128 2.440 1.505 -0.799 5.679 

 

Table 8                     

             

Independent Samples t-Test of Self-Esteem Between Twitter Users and Those Who do 

Not Use Twitter      

                      

  

Social 

Media 
Platforms 

Used N Mean 

Std. 

Deviation 

Std. 
Error 

Mean           

Self-
Esteem 

Total 

Non-

Users 29.000 25.103 4.761 0.884       

  

 
Twitter 

Users 31.000 24.452 4.523 0.812           

  

Levene's Test for Equality of 

Variances     
t-test for Equality of 

Means 

95% 

Confidence 
Interval of the 

Difference 

    F Sig. t df 

Sig. 
(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Self-

Esteem 
Total 

Equal 

variances 
assumed 0.066 0.798 0.544 58.000 0.589 0.652 1.199 -1.747 3.051 

  

 

Equal 
variances 

not 
assumed     0.543 57.190 0.589 0.652 1.201 -1.752 3.056 
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Table 9                   

            

One-Way ANOVA in Self-Esteem by Time Spent on Social Media Per Day       

                    

Descriptives      

95% Confidence 
Interval for 

Mean    

    N Mean 
Std. 
Deviation 

Std. 
Error 

Lower 
Bound 

Upper 
Bound Minimum Maximum 

Self-Esteem 

Total 

Less than 1 

hour 13.000 24.462 3.971 1.101 22.062 26.861 19.000 31.000 

  1 - 2 hours 31.000 25.355 4.386 0.788 23.746 26.964 17.000 35.000 

  3 - 4 hours 13.000 23.846 6.203 1.720 20.098 27.595 17.000 35.000 

  

 

5 or more 

hours 3.000 24.000 1.000 0.577 21.516 26.484 23.000 25.000 

  Total 60.000 24.767 4.612 0.595 23.575 25.958 17.000 35.000 

ANOVA           

    

Sum of 

Squares df 

Mean 

Square F Sig.       

Self-Esteem 
Total 

Between 
Groups 24.713 3.000 8.238 0.375 0.771     

  

 

Within 
Groups 1230.020 56.000 21.965       

  Total 1254.733 59.000             

 

Table 10                   

            

One-Way ANOVA in Self-Esteem by Total Number of Social Media Platforms Used      

                    

Descriptives      

95% Confidence 

Interval for 
Mean    

    N Mean 

Std. 

Deviation Std. Error 

Lower 

Bound 

Upper 

Bound Minimum Maximum 

Self-Esteem 
Total 0 Platforms 6.000 25.833 3.656 1.493 21.997 29.670 20.000 29.000 

  1 Platform 8.000 25.875 5.987 2.117 20.870 30.880 18.000 35.000 

  2 Platforms 29.000 24.379 4.427 0.822 22.695 26.063 17.000 33.000 

  3 Platforms 17.000 24.529 4.784 1.160 22.070 26.989 18.000 35.000 

  Total 60.000 24.767 4.612 0.595 23.575 25.958 17.000 35.000 

ANOVA           

    
Sum of 
Squares df 

Mean 
Square F Sig.       

Self-Esteem 

Total 

Between 

Groups 21.962 3.000 7.321 0.333 0.802     

  

 
Within 

Groups 1232.771 56.000 21.965       

  Total 1254.733 59.000             
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Table 11     

     

Reliability of Positive and Negative Subscales of the Ten-Item Personality Inventory 

(TIPI) 

      

Positive Subscale    

     

Cronbach's Alpha 

Cronbach's Alpha Based on 

Standardized Items N of Items 

0.728 0.750 5.000 

Negative Subscale    

     

Cronbach's Alpha 

Cronbach's Alpha Based on 

Standardized Items N of Items 

0.532 0.551 5.000 

 

Table 12     

     

Reliability of Positive and Negative Subscales of the Rosenberg Self-Esteem Scale 

(RSES) 

      

Positive Subscale    

     

Cronbach's Alpha 

Cronbach's Alpha Based on 

Standardized Items N of Items 

0.773 0.777 5.000 

Negative Subscale    

     

Cronbach's Alpha 

Cronbach's Alpha Based on 

Standardized Items N of Items 

0.746 0.748 5.000 
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Table 13                     

             

Independent Samples t-Test of Self-Esteem Between Men and Women       

                      

  Sex N Mean 

Std. 

Deviation 

Std. 
Error 

Mean           

Self-
Esteem 

Total Men 12.000 24.167 4.387 1.266       

  Women 48.000 24.917 4.699 0.678           

  

Levene's Test for 

Equality of 

Variances     
t-test for Equality of 

Means 

95% Confidence 

Interval of the 

Difference 

    F Sig. t df 

Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference Lower Upper 

Self-
Esteem 

Total 

Equal 
variances 

assumed 0.036 0.851 -0.501 58.000 0.618 -0.750 1.498 -3.748 2.248 

  

 
Equal 

variances 

not 
assumed     -0.522 0.608 0.608 -0.750 1.436 -3.770 2.270 
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Table 14               

          

Correlation of Personality Traits with Other Traits and Self-Esteem      

                

    
Self-Esteem 
Total Agreeableness Conscientiousness Extraversion Neuroticism Openness 

Self-Esteem Total 

Pearson 

Correlation 1.000 0.229 .610** .267* -0.469** .485** 

  
Sig. (2-
tailed)  0.078 0.000 0.039 0.000 0.000 

  N 60.000 60.000 60.000 60.000 60.000 60.000 

Agreeableness 

Pearson 

Correlation 0.229 1.000 0.223 -.423** -0.423** .306* 

  
Sig. (2-
tailed) 0.078  0.086 0.001 0.001 0.018 

  N 60.000 60.000 60.000 60.000 60.000 60.000 

Conscientiousness 

Pearson 

Correlation .610** 0.223 1.000 -.383** -0.383** .511** 

  
Sig. (2-
tailed) 0.000 0.086  0.003 0.003 0.000 

  N 60.000 60.000 60.000 60.000 60.000 60.000 

Extraversion 
Pearson 
Correlation .267* -0.087 0.099 1.000 -0.142 .434** 

  

Sig. (2-

tailed) 0.039 0.511 0.453  0.279 0.001 

  N 60.000 60.000 60.000 60.000 60.000 60.000 

Neuroticism 
Pearson 
Correlation -0.469** -0.423** -0.383** -0.142 1.000 -0.303* 

  

Sig. (2-

tailed) 0.000 0.001 0.003 0.279  0.019 

  N 60.000 60.000 60.000 60.000 60.000 60.000 

Openness 

Pearson 

Correlation .485** .306* .511** .434** -.303* 1.000 

  

Sig. (2-

tailed) 0.000 0.018 0.000 0.001 0.019   

  N 60.000 60.000 60.000 60.000 60.000 60.000 

**. Correlation is significant at the 0.01 level (2-tailed).      

*. Correlation is significant at the 0.05 level (2-tailed).         
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Table 15       

      

Correlation of Check-Ins Per Day with Self-Esteem 

        

    

Self-Esteem 

Total 

Average 

Number of 

Check-Ins on 

Social Media 

Per Day 

Self-Esteem 

Total Pearson Correlation 1.000 0.115 

  

 

Sig. (2-tailed)  0.389 

  

 

N 60.000 58.000 

Average Number 

of Check-Ins on 

Social Media Per 

Day Pearson Correlation 0.115 1.000 

  

 

Sig. (2-tailed) 0.389   

  

 

N 58.000 58.000 

 

Table 16       

      

Correlation of Total Number of Social Media Platforms Used with Self-Esteem 

        

    Self-Esteem Total Total Platforms 

Self-Esteem Total Pearson Correlation 1.000 -0.104 

  Sig. (2-tailed)  0.430 

  

 

N 60.000 60.000 

Total Platforms Pearson Correlation -0.104 1.000 

  Sig. (2-tailed) 0.430   

  

 

N 60.000 60.000 
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Table 17           

        

Between-Subjects Factorial ANOVA in Self-Esteem by Age and Sex   

            

Descriptive Statistics       

Dependent Variable: Self-

Esteem Total       

        

Age Sex Mean Std. Deviation N   

18.000 Male 19.000  1.000   

  Female 23.333 3.830 6.000   

  Total 22.714 3.861 7.000   

19.000 Male 24.333 5.033 3.000   

  Female 24.100 4.748 10.000   

  Total 24.154 4.598 13.000   

20.000 Male 29.000  1.000   

  Female 25.143 4.130 14.000   

  Total 25.400 4.102 15.000   

21.000 Male 22.333 3.055 3.000   

  Female 23.429 6.079 7.000   

  Total 23.100 5.195 10.000   

22.000 Male 26.000 1.414 2.000   

  Female 29.333 3.511 3.000   

  Total 28.000 3.162 5.000   

23.000 Male 31.000  1.000   

  Female 22.000 1.414 2.000   

  Total 25.000 5.292 3.000   

26.000 Female 27.000  1.000   

  Total 27.000  1.000   

30.000 Female 35.000  1.000   

  Total 35.000  1.000   

33.000 Male 19.000  1.000   

  Female 26.000  1.000   

  Total 22.500 4.950 2.000   

37.000 Female 20.000  1.000   

  Total 20.000  1.000   

40.000 Female 31.000  1.000   

  Total 31.000  1.000   

56.000 Female 28.000  1.000   

  Total 28.000  1.000   

Total Male 24.167 4.387 12.000   

  Female 24.917 4.699 48.000   

  Total 24.767 4.612 60.000   
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Tests of Between-Subjects 

Effects       

Dependent Variable: Self-

Esteem Total       

        

Source 

Type III Sum of 

Squares df Mean Square F Sig. 

Corrected Model 437.071a 18.000 24.282 1.218 0.293 

Intercept 14225.062 1.000 14225.062 713.287 0.000 

Age 326.033 11.000 29.639 1.486 0.174 

Sex 0.954 1.000 0.954 0.048 0.828 

Age * Sex 123.128 6.000 20.521 1.029 0.421 

Error 38058.000 41.000 19.943    

Total 1254.733 60.000     

Corrected Total   59.000       
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Table 18                   

            

Correlation of Personality Traits, Total Number of Social Media Platforms Used, and Amount of Time Spent on Social Media    
                    

    Agreeableness Conscientiousness Extraversion Neuroticism Openness 

Total 

Platforms 

Average 

Number 
of hours 

Spent 

on 
Social 

Media 

Per Day 

Average 

Number 
of 

Check-

Ins on 
Social 

Media 

Per Day 

Agreeableness 
Pearson 
Correlation 1.000 0.223 -0.087 -0.423** 0.306* -0.238 -0.004 -0.086 

  

Sig. (2-

tailed)  0.086 0.511 0.001 0.018 0.067 0.978 0.522 
  N 60.000 60.000 60.000 60.000 60.000 60.000 60.000 58.000 

Conscientiousness 

Pearson 

Correlation 0.223 1.000 0.099 -0.383** 0.511** -0.184 -0.076 0.113 

  

Sig. (2-

tailed) 0.086  0.453 0.003 0.000 0.159 0.561 0.399 

  N 60.000 60.000 60.000 60.000 60.000 60.000 60.000 58.000 

Extraversion 
Pearson 
Correlation -0.087 0.099 1.000 -0.142 0.434** -0.184 -0.144 -0.031 

  

Sig. (2-

tailed) 0.511 0.453  0.279 0.001 0.158 0.273 0.818 
  N 60.000 60.000 60.000 60.000 60.000 60.000 60.000 58.000 

Neuroticism 

Pearson 

Correlation -0.423** -0.383** -0.142 1.000 -0.303* 0.206 0.033 -0.085 

  

Sig. (2-

tailed) 0.001 0.003 0.279  0.019 0.114 0.802 0.526 

  N 60.000 60.000 60.000 60.000 60.000 60.000 60.000 58.000 

Openness 

Pearson 

Correlation 0.306* 0.511** 0.434** -0.303* 1.000 -0.318* -0.019 -0.004 

  
Sig. (2-
tailed) 0.018 0.000 0.001 0.019  0.013 0.888 0.977 

  N 60.000 60.000 60.000 60.000 60.000 60.000 60.000 58.000 

Total Platforms 

Pearson 

Correlation -0.238 -0.184 -0.184 0.206 -0.303* 1.000 0.311* 0.252 

  

Sig. (2-

tailed) 0.067 0.159 0.158 0.114 -0.318*  0.016 0.056 

  N 60.000 60.000 60.000 60.000 60.000 60.000 60.000 58.000 

Average Number 

of hours Spent on 

Social Media Per 
Day 

Pearson 
Correlation -0.004 -0.076 -0.144 0.033 -0.019 0.311* 1.000 0.227 

  

Sig. (2-

tailed) 0.978 0.561 0.273 0.802 0.888 0.016  0.087 
  N 60.000 60.000 60.000 60.000 60.000 60.000 60.000 58.000 

Average Number 

of Check-Ins on 

Social Media Per 
Day 

Pearson 
Correlation -0.086 0.113 -0.031 -0.085 -0.004 0.252 0.227 1.000 

  
Sig. (2-
tailed) 0.522 0.399 0.818 0.526 0.977 0.056 0.087   

  N 58.000 58.000 58.000 58.000 58.000 58.000 58.000 58.000 

**. Correlation is significant at the 0.01 level (2-tailed).        

*. Correlation is significant at the 0.05 level (2-tailed).             
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Appendix A 

Informed Consent 

Instructions: You are being asked to participate in a research study. Please read the 

information below. If you agree to take part, sign the document on the line indicated at 

the bottom of this page. 

Subject of the Study: the effects of social media use and personality traits on self-

esteem. 

Purpose: The research is part of the researcher’s formal course work in psychology at 

Houston Baptist University. 

Procedure: You will receive one questionnaire to complete. Please complete the 

questionnaire following the instructions. 

Risks and Benefits: The method of research used in this study poses minimal risk to you. 

Confidentiality will be closely guarded. The information collected will be examined in 

aggregate form only: no data will be linked to you personally. The benefits to you include 

your support of higher education, as well as clarifying your attitudes on the topic under 

investigation. 

Liability: The investigator realizes his/her ethical responsibility to ensure that no 

damaging consequences occur. However, Houston Baptist University will NOT be held 

liable for any damaging consequences and will NOT offer financial assistance in such an 

event. 

Right to Refuse and/or Withdraw: Your participation is voluntary. You may refuse to 

take part. And you may withdraw from participation at any time by contacting the 

researcher. 
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For Further Information: Contact the researcher, Dr. Joseph Pelletier at 281-649-3051 

if you have any questions or concerns. 

Informed Consent: By clicking below, you agree to take part in this research project 

under the conditions described. Please note that a questionnaire returned without giving 

signed consent cannot be included in the study.  

 

Please select the appropriate option: 

〇 I DO consent to participate. 

〇 I DO NOT consent to participate.  
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Appendix B 

Ten-Item Personality Inventory (TIPI) 

Here are a number of personality traits that may or may not apply to you. Next to each 

statement, indicate the extent to which you agree or disagree. You should rate the extent 

to which the pair of traits applies to you, even if one characteristic applies more strongly 

than the other. 

Disagree Disagree Disagree Neither Agree Agree  Agree 

strongly moderately a little  agree nor a little moderately    strongly 

      disagree 

1  2  3  4  5 6  7 

 

1. ________ Sympathetic, warm  

2. ________ Critical, quarrelsome  

3. ________ Dependable, self-disciplined  

4. ________ Disorganized, careless  

5. ________ Extraverted, enthusiastic  

6. ________ Reserved, quiet  

7. ________ Calm, emotionally stable  

8. ________ Anxious, easily upset  

9. ________ Open to new experiences, complex  

10. ________ Conventional, uncreative  
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Appendix C 

Rosenberg Self-Esteem Scale (RSES) 

Please read each statement and select how much the statement applied to you over the 

past two weeks. There are no right or wrong answers. Do not spend too much time on any 

one statement. The assessment is not intended to be a diagnosis. If you are concerned 

about your results in any way, please speak with a qualified health professional. 

Strongly agree   Disagree  Agree   Strongly agree 

     0         1        2              3 

 

1. ________ I am able to do things as well as most people. 

2. ________ I feel that I am a person of wroth, at least on an equal plane with others. 

3. ________ I feel that I have a number of good qualities. 

4. ________ I take a positive attitude toward myself. 

5. ________ On the whole, I am satisfied with myself. 

6. ________ All in all, I am inclined to feel that I am a failure. 

7. ________ At times, I think that I am no good at all. 

8. ________ I certainly feel useless at times. 

9. ________ I feel I do not have much to be proud of. 

10. ________ I wish I could have more respect for myself. 
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Appendix D 

Demographic Questionnaire 

1. Age? ________ 

2. Sex: 

〇 Male 〇 Female 

3. Race/ethnicity: 

〇 White or Caucasian 〇 Black or African American  

〇 Hispanic or Latino  〇 Asian or Asian American  

〇 American Indian or Alaska Native  

〇 Native Hawaiian or other Pacific Islander  〇 Another Race 

4. Education level: 

〇 Freshman 〇 Sophomore  〇 Junior 〇 Senior  

〇 Graduate student 

5. Social media platforms used (check all that apply): 

 Facebook  Instagram  Twitter  I don’t use social media 

6. Primary/most used social media platform? 

〇 Facebook 〇 Instagram 〇 Twitter 〇 I do not use social media 

7. Average number of hours spent on social media per day?  

〇 Less than 1 hour 〇 1-2 hours 〇 3-4 hours 〇 5 or more hours 
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8. Average number of check-ins on social media per day? ________ 

9. If you are completing this survey for credit, please provide your H-Humber, 

course, and professor name: ________  
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