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To understand who uses social media and how often they do so, we examined the personality traits that
predict frequency of using a set of 10 different types of social media (e.g., social networks, blogs, virtual
worlds). Using survey data collected from two large-scale samples of young adults (Exploratory Study 1 N
= 1586, Confirmatory Study 2 N = 1432), we conducted direct replications of our findings to test whether
the observed relationships between social media use and personality traits were reliable. Our replicated
findings reveal that sex, age and extraversion are reliable predictors of several types of social media use
(e.g., Facebook, Messaging Platforms, Online Forums), while other traits (e.g., agreeableness,
Machiavellianism) showed unreliable associations. Our findings also reveal dimensions of multiplatform
social media use that categorize the media ecologies of young adults and show significant associations
with individual difference measures.

� 2020 Published by Elsevier Inc.
1. Introduction majority of past research in this domain has focused on a relatively
At any given time, nearly half of the world’s population is using
social media, spending an average of over two hours on these plat-
forms every day (GlobalWebIndex et al., 2019). By some estimates,
the average person will spend nearly 6 years and 8 months using
social media platforms over their lifetime (How Much Time Do
We Spend On Social Media?, 2019). People naturally vary from
one another in the extent to which they use social media, with
some people using social media relatively infrequently (e.g., every
few weeks or months) and others using social media quite often
(e.g., every few hours or days). These individual differences in
social media use are thought to be partly driven by characteristic
patterns in people’s tendencies to think, feel, and behave in certain
ways (i.e., their personality traits; Huang, 2019).

Despite the growing appreciation for understanding individual
differences in social media use, past research that sought to iden-
tify the personality dispositions driving social media use has been
largely inconclusive for three reasons. First, there has been little
convergence across studies with regard to how dispositional traits
relate to social media use. Two recent meta-analyses arrived at dif-
ferent conclusions about which personality traits are associated
with social media use and the magnitude of the effect sizes of those
associations (Huang, 2019; Liu & Campbell, 2017). Second, the vast
narrow selection of social media platforms (e.g., social networking
sites) and dispositional traits (e.g., Big Five traits). Third, there
appears to be a lack of high-powered and pre-registered confirma-
tory studies that test the associations between personality traits
and social media use.

In this study, we aimed to address some of these weaknesses by
using survey data from four large samples of young adults in a set
of exploratory and confirmatory studies to: (1) examine a broader
list of 10 different types of social media platforms (e.g., Facebook,
MMORPGs, Virtual Worlds, User-Review Sites), (2) focus on a
broader set of individual differences simultaneously (age, sex, Big
Five and Dark Triad traits), and (3) test pre-registered confirmatory
hypotheses about the relationships between social media use and
personality traits to establish the replicability of any observed
associations. To contextualize our study with regard to past work,
below we describe past research on social media use and the per-
sonality traits of their users.
1.1. Who uses social media and how often?

Past research has defined social media platforms in myriad dif-
ferent ways, ranging from specific definitions that emphasize the
presence of certain functionalities (e.g., asynchronous communica-
tion features; Carr & Hayes, 2015) to general definitions that
emphasize the presence of computer-mediated communication
(see Bayer, Tri u, & Ellison, 2020 for a complete review). In the cur-
rent paper, we rely on the general definition of social media plat-
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forms formulated by Bayer et al. (2020) that conceptualizes social
media as ‘‘computer-mediated communication channels that allow
users to engage in social interactions with broad and narrow audi-
ences in real-time or asynchronously” (p.472). This conceptualiza-
tion implies that any Internet-based platforms that do not
explicitly facilitate engagement in social interactions are not con-
sidered social media (e.g., Netflix, Spotify).

Most commonly used social media platforms such as Facebook,
Twitter, and Instagram also share a range of similar features that
researchers have used to build a taxonomy of a specific class of
social media platforms called ‘‘social networking sites” (SNSs).
Bayer et al. (2020) define social networking sites as ‘‘a subclass
of social media that is defined by three elements: profile, network,
and stream” (p.472). In gratifying their motivations to use social
media platforms, people choose among many different platforms,
some of the most popular platforms being Facebook, Instagram,
YouTube, Twitter, Snapchat, WhatsApp, Pinterest, and LinkedIn
(Smith & Anderson, 2018). Social media use is concurrently shaped
by considerations of the content being shared and the audience
with which the content is being shared, and individuals actively
construct their own social media ecologies that caters to their
needs based on the functionality and communities associated with
individual platforms (Zhao, Lampe, & Ellison, 2016). Facebook, for
example, attracted nearly 79% of all Internet users to its social
media platform in 2016 (Greenwood, Perrin, & Duggan, 2016)
and 69% of internet users in 2019 (Perrin & Anderson, 2019), many
of whom are thought to use the platform daily to satisfy needs for
self-presentation and belonging (Seidman, 2013). Instagram
attracted 32% of all Internet users in the U.S. in 2016
(Greenwood et al., 2016) and 37% of U.S. internet users in 2019
(Perrin & Anderson, 2019), who use the platform to seek social
interaction, engage in social expression, escapist activities, to
archive one’s life events, and to ‘‘peek” at other people’s lives
(Lee, Lee, Moon, & Sung, 2015). Twitter attracted nearly 24% of
adult Internet users in the U.S. in 2016 (Greenwood et al., 2016)
and attracted 22% of U.S. Internet users in 2019 (Perrin &
Anderson, 2019) who used the platform for informational and
social reasons (e.g., Johnson & Yang, 2009), as well as for profes-
sional development (e.g., Chretien, Tuck, Simon, Singh, & Kind,
2015; Grimmer & Clavio, 2019).

The use of individual social media platforms also varies over
time and is influenced by a range of factors such as changes in
the functionality of the platforms and fluctuations in the popular-
ity of existing platforms. Recent research has found that that the
number of adults who reported using Facebook, Pinterest, LinkedIn
and Twitter were similar to the number of adults who reported
using these platforms in 2016, with only Instagram exhibiting an
increase in adoption rates (Perrin & Anderson, 2019). However,
while the number of users of specific social media platforms has
been stable, the frequency with which individuals use Instagram,
Facebook, and YouTube in a day have all increased since 2018
(Perrin & Anderson, 2019). Conversely, the frequency of using
Twitter and Snapchat several times a day has decreased since
2018 (Perrin & Anderson, 2019).

Researchers have operationalized social media use in a range of
different ways. For example, ‘‘use” has been measured in the fol-
lowing ways: frequency of log-ins on popular social media plat-
forms (e.g., Correa, Hinsley, & de Zuniga, 2010), duration of time
spent on specific social media platforms (e.g., La Sala, Skues, &
Grant, 2014), frequency of engaging in certain kinds of within-
platform behaviors (e.g., Gerson, Plagnol, & Corr, 2017), variations
in the intended use of a social media platform (e.g., Smock, Ellison,
Lampe, &Wohn, 2011), and analyses of content generated on social
media platforms (e.g., Lin & Qiu, 2013). Taken together, past
research on social media use does not cohere to a unified opera-
tionalization of social media use, but frequency and duration-
2

based measures are more pervasive in the literature than other
measures of social media use.

Here, we focus on the frequency with which young adults use
broad types of social media platforms, such as image-sharing plat-
forms (e.g., Instagram, Pinterest), microblogging platforms (e.g.,
Twitter, Tumblr), and online forums (e.g., Reddit, 4chan). In doing
so, we are able to move past studies of single social media plat-
forms by focusing instead on how individuals usemultiple different
social media platforms. This multiplatform approach to assessing
social media use is likely to better reflect a person’s social media
ecology. Social media ecologies categorize the range of different
channels and means of communications that individuals use based
on their interpersonal relationships and the perceived affordances
of different platforms (Bayer et al., 2020; Boczkowski, Matassi, &
Mitchelstein, 2018; Zhao et al., 2016). Our focus on multiplatform
social media use allows us to examine personality-social media use
associations beyond the domain of individual social networking
sites, which have received the majority of empirical attention from
past research. By examining the frequency of use of blogging plat-
forms, virtual worlds, MMORPGs and online forums, our research
builds upon the previous work by revealing links between person-
ality and under studied social media platforms. By assessing fre-
quency of social media use across multiple platforms, we are
able to move closer to measuring the social media ecologies that
young adults construct for their communication purposes.

1.2. Personality predictors of social media use

Personality traits describe people’s characteristic patterns of
thinking, feeling and behaving, and have shown robust association
with a range of behaviors and life outcomes (Ching et al., 2014;
Funder, 2001; Furr, 2009; Ozer & Benet-Martinez, 2006; Mehl,
Gosling, & Pennebaker, 2006). One psychometrically robust per-
sonality framework has become especially pervasive in personality
psychology over the last few decades – the Big Five Framework.
The Big Five trait model describes an individual’s personality with
respect to five broad factors (John & Srivastava, 1999): Extraver-
sion (the extent to which someone is shy vs. outgoing), Agreeable-
ness (the extent to which someone is distrusting vs. kind),
Conscientiousness (the extent to which someone is disorganized
vs. disciplined), Neuroticism (the extent to which someone is emo-
tionally stable vs. moody), and Openness (the extent to which
someone is traditional vs. unconventional).

Research has linked the Big Five personality traits to a range of
everyday behavioral tendencies. For instance, individuals who are
high in extraversion tend to make more outgoing phone calls,
receive more text messages, send more text messages, and use
messaging apps more frequently and for longer durations, than
individuals who are low in extraversion (Harari et al., 2019). Sim-
ilarly, recent research has linked higher level correlates of the Big
Five traits to a range of daily life behaviors such as working and
studying, leisure activities, companionship preferences, and social-
izing activities (Skimina & Cieciuch, 2020). Such findings suggest
that personality traits offer a meaningful theoretical framework
for understanding the dispositions that may be driving social
media use in daily life.

Past research has disproportionately focused on examining the
links between personality traits and social networking sites (SNSs),
yielding mixed results. One metanalysis analyzed aggregated data
collected from over 10,000 participants and 33 studies to examine
associations between personality traits and SNS use (Liu &
Campbell, 2017), finding positive associations between extraver-
sion, neuroticism and conscientiousness and global SNS use mea-
sures. Another meta-analysis aggregated data from 22,899
participants and 67 independent samples to examine associations
between personality traits and SNS use (Huang, 2019), finding a
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positive association between SNS use and neuroticism and
extraversion, and a negative association between SNS use and con-
scientiousness (Huang, 2019). Both meta-analyses found extraver-
sion, conscientiousness, and neuroticism to be associated with SNS
use, but observed different patterns for the relationships between
openness and agreeableness with SNS use (Huang, 2019; Liu &
Campbell, 2017).

Researchers have also assessed links between personality traits
and social media platforms more broadly. Platforms that typically
do not meet the definition of social networking sites, such as blogs
or gaming platforms, are targeted through specific questionnaires
that measure the frequency of their use. For instance, past research
has found that individuals who are high in openness and high in
neuroticism are more likely to blog than individuals who are low
in openness and low in neuroticism (Guadagno, Okdie, & Eno,
2008). Similarly, gaming platforms (e.g., Massive Multiplayer
Online Role Playing Games [MMORPGs]) may be considered as
social media given that they are forms of computer-mediated com-
munication that facilitate virtual social interactions amongst par-
ticipants. Past research suggests that neuroticism is positively
linked to video game use, and extraversion, openness, agreeable-
ness and conscientiousness are all negatively linked to video game
use (Braun, Stopfer, Müller, Beutel, & Egloff, 2016). Other research-
ers have examined the link between personality traits and
MMORPG game behaviors (Worth & Book, 2014) and motivations
to engage in MMORPGs (Graham & Gosling, 2013), but this work
has typically focused on linking personality to motivations for
online gaming and within-game behaviors. Hence, it remains
unclear as to how personality is linked to gaming frequency. Past
research with non-digitized games has found systematic links
between traits and gaming frequency (Douse & McManus, 1993),
suggesting that personality may also be linked to individual’s
online gaming frequencies.

Similarly, other researchers have focused on assessing ‘‘social
media” generally, as opposed to asking about specific social net-
working sites and social media platforms. In the largest study of
its kind, researchers examined the link between general social
media usage and personality traits across 20 countries and over
20,000 participants (Gil de Zúñiga, Diehl, Huber, & Liu, 2017).
The researchers found that across countries, extraversion, agree-
ableness and conscientiousness were positively linked to general
social media use whereas neuroticism and openness were nega-
tively linked to social media use. Contrary to previous work that
asked participants specifically about their use of social networking
sites, the authors instead used the term ‘‘social media” in their
questionnaire, operationalizing the construct of social media use
beyond the domain of social networking sites. Furthermore, the
large and multicultural sample size of the authors underscores
the notion that personality traits are systematically linked to social
media use across different cultures, and that these associations are
not restricted just to social networking sites but more diverse kind
of social media platforms.

Past work linking personality to social media use has also
focused on a separate personality framework - the Dark Triad.
The Dark Triad framework describes an individual’s personality
with respect to three sub-clinical socially aversive personality
traits (Paulhus & Williams, 2002): Narcissism (the extent to which
a person is characterized by inflated feelings of grandiosity, magni-
fied pride and high egotism), Machiavellianism (the extent to
which a person engages in a method of social conduct reliant on
the manipulation of other people for the sole purpose of self-
gain, contrary to the self-interest of others), and Psychopathy
(the extent to which a person is described as engaging in antisocial
behavior that is impulsive, selfish, callous, and remorseless).

Generally, pathological tendencies in personality traits have
been linked to problematic and ‘‘maladaptive” use of social net-
3

working platforms (Boland & Anderson, 2019). Research examining
the extent to which Dark Triad traits predict social media use have
largely focused on the trait of narcissism (Andreassen, Pallesen, &
Griffiths, 2017; Gnambs & Appel, 2018; Marshall, Lefringhausen,
& Ferenczi, 2015; Ryan & Xenos, 2011), typically finding that
higher levels of narcissism is associated with more frequent social
media use. For instance, Andreassen et al. (2017) found that sub-
clinical levels of narcissism were positively linked to social media
addiction tendencies, even after controlling for demographic vari-
ables. Similarly, Gnambs and Appel (2018) reported the results of
a meta-analysis consisting of 25,631 participants and 57 studies,
finding no link between SNSs use frequency and clinical narcissism
but finding a significant link between SNSs usage intensity and
clinical narcissism. Longitudinal diary methods research has sug-
gested that clinical narcissism is positively linked to Facebook
use in men (Walters & Horton, 2015), suggesting that both clinical
and subclinical narcissistic tendencies are linked to increased
usage of social networking sites.

Machiavellianism and psychopathy have shown contradictory
findings across studies. Some studies have found positive associa-
tions with specific problematic social media activities (e.g., cyber-
bullying) and social media addiction, whereas other studies have
not found any associations between these traits and SNS use or
behaviors (e.g., Demircioğlu & Göncü Köse, 2018; Kircaburun,
Jonason, & Griffiths, 2018; Kircaburun & Griffiths, 2018; van Geel
et al., 2017). For instance, one study found that machiavellianism
and psychopathy are positively correlated with social media addic-
tion (Demircioğlu & Göncü Köse, 2018). In contrast, another study
found that psychopathy was related to problematic internet use,
but not social media use – finding instead that narcissism and
machiavellianism were associated with social media use
(Kircaburun & Griffiths, 2018). Outside the domain of social net-
working sites, research has found the Dark Triad traits to be asso-
ciated with problematic gaming behavior (Kircaburun et al., 2018),
but virtually no research has examined how the Dark Triad traits
relate to use of other social media platforms such as blogging plat-
forms, user-review platforms, and online forums.

Hence, past research has disproportionately focused on examin-
ing the personality correlates of social networking sites, which has
typically yielded mixed results about the associations between
traits and platform-specific usage patterns. Outside the domain
of social networking sites, the relative sparsity of research examin-
ing the personality correlates of social media use more broadly,
especially as it manifests across different platforms, obscures the
robustness of extant findings. Recent estimates claim that more
than 56% of online adults in the U.S. use more than one social
media website (Greenwood et al., 2016), suggesting that asking
people about different types of social media use may better
approximate their actual usage patterns. Moreover, much of the
existing research in this domain has focused on the relationship
between personality traits and social networking sites in particu-
lar, while less is known about how these traits relate to other types
of social media use (e.g., MMORPGs, Online Forums) and to multi-
platform dimensions of social media use more generally.

1.3. The present research

To understand who uses social media and how often they do so,
we focused on two preregistered research questions: (RQ1)What is
the relationship among frequency of using different types of social
media platforms? (RQ2) How do personality traits relate to the fre-
quency of using different types of social media? Additionally, we
conducted an exploratory analysis to answer an additional
research question: (RQ3) What are the multiplatform dimensions
of social media use and how do they relate to individual differences
in personality traits?
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To identify the associations among social media use and person-
ality, we examined the frequency of using 10 types of social media
and assessed the Big Five and Dark Triad personality traits among
four large cohorts of young adults in the United States. Specifically,
we conducted two studies – one exploratory study (N = 1586) and
one confirmatory study (N = 1432) – in which we surveyed young
adults about their use of different types of social media (e.g., blogs,
social networks, virtual worlds) and their personalities.

We used the exploratory dataset (Study 1) to develop pre-
registered hypotheses, which we then tested through the analysis
of the confirmatory dataset (Study 2). The preregistration docu-
ment, deidentified data file and analytic scripts are available at
https://osf.io/tqekr/. To address our first two research questions,
we first examined the relationships among different types of social
media use to understand co-variation in multiplatform social
media. We then examined the personality traits that distinguish
people who use different types of social media by predicting social
media use from Big Five and Dark Triad traits. To address our third
research questions, we combined the data from the exploratory
and confirmatory studies to run a series of ad-hoc analyses on
the pooled dataset to examine multiplatform social media use.

2. Method

2.1. Participants and procedure

Participants in Study 1 (exploratory) and Study 2 (confirmatory)
were young adults enrolled in an online introductory psychology
course at university in the Southwestern United States. For Study
1, participants were drawn from two classes during the Fall 2016
and Spring 2017 semesters. For Study 2, participants were drawn
from two classes during the Fall 2017 and Spring 2018 semesters.
As part of the class activities, students completed a survey about
their demographic characteristics (including questions about sex
and age), personality traits, and social media use.

To improve our sample size and power to detect small effects in
our analyses (i.e., effects due to individual differences), we
Table 1
Descriptive Statistics for Individual Difference Measures

Individual Differences n mean sd range 1 2

Sample 1
Demographic

1. Sex 1575 0.61 0.49 1.00 �
2. Age 1586 18.85 1.10 6.00 �.08** �

Personality
3. Extraversion 1158 3.11 0.82 4.00 .06* �.02
4. Agreeableness 1158 3.78 0.61 3.56 .14** �.04
5. Conscientiousness 1158 3.45 0.63 3.33 .09** .01
6. Neuroticism 1157 3.05 0.77 4.00 .26** �.01
7. Openness 1158 3.59 0.62 3.60 �.03 .06*
8. Machiavellian 1073 2.61 0.89 4.00 �.13** �.01
9. Psychopathy 1073 1.98 0.82 4.00 �.22** .03
10. Narcissism 1073 2.93 0.92 4.00 �.15** .00

Sample 2
Demographic

1. Sex 1423 0.62 0.49 1.00 �
2. Age 1432 18.91 1.07 6.00 �.18** �

Personality
3. Extraversion 1112 3.08 0.83 3.88 .07* .00
4. Agreeableness 1112 3.71 0.62 3.67 .13** �.01
5. Conscientiousness 1112 3.44 0.63 3.56 .08* �.02
6. Neuroticism 1112 3.09 0.75 3.88 .21** �.06
7. Openness 1112 3.54 0.60 3.50 �.10** .03
8. Machiavellian 1067 2.62 0.86 4.00 �.07* .00
9. Psychopathy 1066 2.01 0.84 4.00 �.24** .06*
10. Narcissism 1066 2.91 0.89 4.00 �.04 �.01

Note. Sex was coded such that ‘‘0” refers to males, and ‘‘1” refers to females. Age ranged
* p < .05, ** p < .01, ***p < 0.001
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collapsed the class cohorts to create two large samples (Study 1
N = 1586, Study 2 N = 1432). Meta-analyses about the relationships
between social media use and personality traits suggests that we
would expect to observe effect sizes for Pearson correlation coeffi-
cients that range from 0.01 to 0.11 (Huang, 2019; Liu & Campbell,
2017). A power analysis based on these estimates suggests that, at
a type 1 error rate of 0.80, and alpha level of 0.05, a sample size of
782 will be sufficient to detect a correlation coefficient of 0.10.
Additionally, in line with past research, we expected to observe a
small-sized effect size for regression-based analysis of social media
frequency. A power analysis based on these estimates indicates
that we would need 838 subjects to detect a small effect size of
0.14, at a type 1 error rate of 0.80 and alpha level of 0.05. Hence,
our power analysis suggests that our exploratory (N = 1586) and
confirmatory samples (N = 1423) are highly powered. Table 1 pro-
vides descriptive statistics for the entire sample on the demo-
graphic and personality measures collected.

2.2. Measures

2.2.1. Social media use.
To assess social media use, participants were asked about the

frequency of their using various types of social media. We aimed
to take a broad approach to understanding individual differences
indifferent types of social media use across the many possible plat-
forms young adults might use. So, we created descriptions of broad
categorical types of social media (e.g., platforms used to share
images, platforms used to send messages) with exemplars of
well-known individual social media platforms (e.g., Facebook,
Twitter, Flickr) to operationalize social media use frequencies.
Specifically, participants were asked: How often do you use the fol-
lowing types of social media? which participants rated on a 6-point
Likert scale ranging from Never (1), A few times a year (2), A few
times a month (3), A few times a week (4), About once a day (5), to
Several times a day (6). Participants were asked to rate the follow-
ing 12 social media platforms: Facebook, Yik Yak, Messaging (e.g.,
Snapchat, WhatsApp), Other social networks (e.g., Google+, Mys-
3 4 5 6 7 8 9 10

�
.18** �
.19** .28** �
�.28** �.24** �.28** �
.20** .11** .05 �.07* �
.16** �.34** �.19** .08* .11** �
�.14** �.49** �.16** .10** �.01 .47** �
.19** �.17** �.11** .08* .08* .50** .32** �

�
.05 �
.10** .27** �
�.23** �.23** �.29** �
.08** .09** .00 .03 �
.17** �.39** �.15** .06 .03 �
�.05 �.56** �.21** .07* �.02 .53** �
.25** �.22** �.13** .09** .01 .52** .32** �

from 18 to 24.

https://osf.io/tqekr/
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pace, LinkedIn), Micro-blogs (e.g., Twitter, Tumblr), Blogs (e.g.,
Blogger, Wordpress), Media Sharing (e.g., Flickr, YouTube),
Image-Content Sharing (e.g., Instagram, Pintrest, Vine), Virtual
Worlds (e.g., SecondLife, Eve), MMORPGs (e.g., World of Warcraft),
Online forums (e.g., Reddit, 4chan), and User-review (e.g., Yelp,
Urbanspoon). Note that we excluded two of the social media use
items from our analyses to improve the future replicability of our
results: (1) ‘‘Yik Yak” was dropped because it is no longer a social
media platform as of April 2017, and (2) ‘‘Other social networks”
was dropped because participants could rate this in reference to
any social networking site, making the findings for this variable
not meaningfully interpretable. In the online supplemental materi-
als, we present the full descriptive statistics for these social media
use items (Table S2) and the specific questions used to assess social
media use (Table S7).

To visualize the types of social media that were most and least
frequently used by young adults in our studies, we plotted the
sample means and standard errors for each of the social media
use items in Figure 1. We also plotted the distribution of responses
to the social media scale for each of the different social media plat-
forms we surveyed in Figure S1. The descriptive findings show that
on average, the typical young adult reported using messaging plat-
forms about once a day (Study 1 M = 5.37, Study 2 M = 5.40), and
reported using image-sharing platforms (Study 1 M = 4.62; Study
2 M = 4.60), Facebook (Study 1 M = 4.51; Study 2 M = 4.17),
media-sharing platforms (Study 1 M = 4.30; Study 2 M = 4.33),
and micro-blogging platforms a few times a week (Study
1 M = 3.72, Study 2 M = 3.75). The typical young adult reported
using the other types of social media less frequently, using user-
review platforms (Study 1 M = 2.25; Study 2 M = 2.26), online for-
ums (M = 2.01; Study 2 M = 2.15), and blogs every few months
(Study 1 M = 1.43, Study 2 M = 1.46), and MMORPGS (Study
1 M = 1.32, Study 2 M = 1.45) and virtual worlds a few times a year
or nearly never (Study 1 M = 1.11, Study 2 M = 1.23)

2.2.2. Personality traits.
To assess individual differences in personality traits, partici-

pants completed personality questionnaires. The personality ques-
tionnaires included the 44-item Big- Five Inventory (John,
Donahue, & Kentle, 1991), which measures extraversion, agree-
Figure 1. Error bars visualize 0.5 SDs above and below the mean social media use
frequency values.
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ableness, conscientiousness, neuroticism, and openness; and the
12-item Dirty Dozen Measure of the Dark Triad, which measures
Machiavellianism, psychopathy, and narcissism (Jonason &
Webster, 2010). Table 1 presents full descriptive statistics for the
personality trait measures.
2.2.3. Analytic plan
First, we examined the relationship among the frequency of

using different types of social media to better understand the social
media ecologies of young adults by examining multiplatform use
tendencies (RQ 1). Specifically, we computed inter-item Spearman
correlations between the different social media use variables to
determine which types of social media use were related to one
another (see Table 2). We implemented the Benjamini & Hochberg
(1995) to control the rate of false discoveries in our analyses.

Second, to examine how personality traits associate with fre-
quency of using different types of social media (RQ 2), we first com-
puted Spearman correlations between the social media use
variables and personality traits (see Table 3a and 3b). We then
examined which of the personality traits may be driving the fre-
quency of each type of social media use by conducting a series of
two-stage hierarchical regressions predicting each of the social
media use frequency ratings from demographic characteristics (en-
tered at stage one: sex, age) and personality traits (entered at stage
two: extraversion, agreeableness, conscientiousness, neuroticism,
openness, machiavellianism, psychopathy, and narcissism). We
treated demographic characteristics as control variables in Step 1
of the models because we were primarily interested in examining
the variance in social media use that can be explained by adding
personality traits to the models in Step 2. We then conducted an
ANOVA analysis on the variance explained by the Step 1 and Step
2 models to infer if personality traits were explaining significantly
more variance in social media use frequencies, as compared to
demographic characteristics. The results from the hierarchical
regression models revealed that both the demographic and person-
ality traits predicted social media use. The addition of personality
predictors to the models led to statistically significant increases
in the amount of variance explained by the linear model in the
exploratory sample for all 7 models, as compared to the variance
explained only by demographic variables. For the confirmatory
sample, the addition of personality predictors to the models led
to statistically significant increases in the amount of variance
explained by the linear model in 6 out of the 7 models (increases
were not observed for user-review platforms; see Table 4a and
4b. In our confirmatory analyses, we replicated 16 findings of 24
pre-registered hypotheses derived from our exploratory analyses
about the personality predictors that may be driving social media
use. Table S5-S8 (in the supplemental materials) presents a sum-
mary of our pre-registered hypotheses derived from the explora-
tory study and the replicated findings from our confirmatory study.

Third, we analyzed the multiplatform social media use dimen-
sions of young adults and their relation to personality traits, with
the intention of better understanding the social media ecologies
of young adults (RQ 3). Specifically, we conducted a set of explora-
tory analyses on the pooled dataset by combining data from the
exploratory and confirmatory samples (n = 3018). To assess dimen-
sions of multiplatform social media use, we conducted a principal
component analysis on the social media use frequency data. After
verifying the factor structure and loadings, we modelled factor
scores as dependent variables and personality traits as indepen-
dent variables using ordinary least squares regression. Table 5 pre-
sents the results of the principal component analysis and Table 6
presents the results of the regression analysis for the principal
component analyses. All statistical analyses were conducted using
RStudio version 1.1.456.



Table 3a
Correlations Between Individual Differences and Social Media Use Variables (Exploratory Sample)

Facebook Messaging
Platforms

Microblogging
Platforms

Blogging
Platforms

Media
Sharing
Platforms

Image Content
Sharing Platforms

Virtual
Worlds

MMORPGs Online
Forums

User�Review
Platforms

Exploratory Sample
Demographics
Sex 0.07* 0.14** 0.09** 0.05 �0.18** 0.18** �0.06 �0.25** �0.34** 0.06
Age 0.17** �0.15** �0.16** 0.06 0.01 �0.10** 0.01 0.04 0.12** 0.13**
Personality
Extraversion 0.04 0.17** 0.04 0.03 �0.07 0.13** �0.03 �0.13** �0.05 0.06
Agreeableness 0.05 0.08* 0.00 �0.02 �0.05 0.05 �0.05 �0.11** �0.11** 0.01
Conscientiousness 0.01 0.05 �0.02 0.01 �0.13** 0.07 �0.07 �0.10** �0.09* �0.02
Neuroticism 0.03 �0.03 0.12** 0.03 �0.04 0.07** 0.00 �0.01 �0.09* 0.01
Openness �0.08* �0.05 0.02 0.07 0.03 �0.07** 0.06 0.06 0.12** 0.05
Machiavellianism �0.01 0.05 0.05 0.07 0.07 0.04 0.07 0.11** 0.11** 0.06
Psychopathy �0.03 �0.06 �0.01 0.04 0.08* �0.10** 0.06 0.19** 0.19** 0.05
Narcissism 0.05 0.09* 0.04 0.04 0.07* 0.06 0.03 0.06 0.07 0.11**

Note. p values are adjusted for multiple tests using the ‘‘BH” adjustment in R to control for the false�discovery rate (Benjamin & Hochberg, 1995).
* p < .05, ** p < .01, ***p < 0.001

Table 2
Inter�Item Correlations Between Social Media Use Variables

Note. Correlation coefficients from the exploratory analyses are presented below the diagonal, coefficients from the confirmatory analyses are presented above the diagonal in
italicized font. Pre�registered findings from the exploratory datasets that were confirmed are shaded in black. Pre�registered findings that did not replicate have a
black�highlighted border. p values are adjusted for multiple tests using the ‘‘BH” adjustment in R to control for the false�discovery rate (Benjamin & Hochberg, 1995).
*p < .05, **p < .01, ***p < 0.00

Table 3b
Correlations Between Individual Differences and Social Media Use Variables (Confirmatory Sample)

Note. Pre�registered findings from the exploratory datasets that were confirmed are shaded in black. Pre�registered findings that did not replicate have a black�highlighted
border. Findings that were not pre�registered but significant in the confirmatory analysis are shaded in grey. p values are adjusted for multiple tests using the ‘‘BH”
adjustment in R to control for the false�discovery rate (Benjamin & Hochberg, 1995).
*p < .05, **p < .01, ***p < 0.001

1 Table S3 shows that all 16 of the findings that replicated in the confirmatory
linear regression analysis held even when controlling for possible sample effects due
to the timing of the data collection.
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3. Results

We present our findings for each type of social media individu-
ally, describing their relationship to use of other types of social
media and explaining which of the personality traits were associ-
ated with their use. Here in the text we focus solely on the findings
that replicated across our exploratory and confirmatory analyses in
both studies., but we point readers to the full tables for insight into
additional findings that were observed in either the exploratory or
confirmatory studies alone (e.g., personality traits that predicted
6

social media use in only one of the samples). Given that our data
were collected over a two-year period, we also report the results
of regression analyses on the pooled dataset (containing both
exploratory and confirmatory samples combined) to examine the
robustness of our findings when controlling for the effects of sam-
ple (see Table S3)1.



Table 4a
Coefficients of Hierarchical Linear Regression in Exploratory Sample (Study 1)

Note. N = 920. * p < .05, ** p < .01, ***p < 0.001
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Table 4b
Coefficients of Hierarchical Linear Regression in Confirmatory Sample

Note. N = 897. Pre�registered findings from the exploratory datasets that were confirmed are shaded in black. Pre�registered findings that did not replicate have a
black�highlighted border. Findings that were not pre�registered but significant in the confirmatory analysis are shaded in grey. * p < .05, ** p < .01, ***p < 0.001

Table 5
Principal Component Analysis

Blogging and
Virtual Worlds

Social Networking Sites
and Messaging Platforms

Forums and
Media�Sharing

Platforms

Facebook

RC1 RC 2 RC3 RC4
Blogging Platforms 0.836 0.19 �0.203 0.126
Virtual Worlds 0.836 0.032 �0.018 �0.037
MMORPGs 0.485 �0.122 0.384 �0.155
Microblogging Platforms 0.188 0.904 0.008 �0.407
Image�Content Sharing

Platforms
0.061 0.706 �0.041 0.184

Messaging Platforms �0.184 0.498 0.121 0.287
Online Forums 0.062 �0.206 0.764 0.007
Media Sharing Platforms �0.239 0.265 0.814 �0.05
Facebook 0.034 �0.133 �0.046 0.915
User�Review Platforms 0.352 0.044 0.24 0.372
Proportion Variance 0.18 0.17 0.15 0.12
Cumulative Variance 0.18 0.35 0.50 0.62

Note. N = 3018. All the social media platforms that load above 0.40 are highlighted in bold.
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3.1. Social media platforms & user personality traits

3.1.1. Facebook
Young adults who used Facebook more frequently also reported

using messaging platforms, blogging platforms, media sharing
platforms, image-content sharing platforms and user-review plat-
8

forms more frequently, compared to young adults who used Face-
book less frequently (Table 2).

Young adults who used Facebook more frequently were more
likely to be female, older in age, and lower in openness (Tables
3a & 3b), compared to young adults who used Facebook less fre-
quently. In regression models, the frequency of Facebook use was



Table 6
Personality Predictors of Social Media Use Dimensions

Predictors Blogging and Virtual Worlds Social Networking Sites and Messaging Platforms Forums and Media�Sharing Platforms Facebook

Step 1
Demographics

Sex
�0.145 ***

[�0.23, �0.059]
0.456 ***

[0.362, 0.549]
�0.704 ***

[�0.794, �0.614]
0.33 ***

[0.237, 0.423]

Age
0.032

[�0.011, 0.075]
�0.148 ***

[�0.195, �0.1]
0.008

[�0.037, 0.054]
0.107 ***

[0.059, 0.154]

Sample 2
�0.068

[�0.186, 0.051]
0.013

[�0.116, 0.143]
0.014

[�0.111, 0.139]
0.086

[�0.044, 0.215]

Sample 3
�0.021

[�0.12, 0.079]
0

[�0.109, 0.109]
0.101

[�0.004, 0.205]
�0.074

[�0.183, 0.034]

Sample 4
0.217 ***

[0.085, 0.348]
�0.141

[�0.285, 0.003]
0.085

[�0.054, 0.224]
�0.214 **

[�0.357, �0.07]
Adjusted R2 0.015 0.077 0.117 0.037
Step 2

Demographics
�0.013

[�0.105, 0.079]
�0.205 ***

[�0.304, �0.105]
0.338 ***

[0.243, 0.434]
�0.163 ***

[�0.262, �0.064]

Sex
�0.1 *

[�0.192, �0.008]
0.376 ***

[0.277, 0.476]
�0.595 ***

[�0.69, �0.5]
0.284 ***

[0.185, 0.383]

Age
0.029

[�0.014, 0.072]
�0.143 ***

[�0.189, �0.096]
0.006

[�0.039, 0.05]
0.115 ***

[0.07, 0.161]
Personality

Extraversion
�0.042

[�0.088, 0.004]
0.145 ***

[0.095, 0.194]
�0.108 ***

[�0.155, �0.061]
0.149 ***

[0.1, 0.198]

Agreeableness
�0.009

[�0.059, 0.041]
0.02

[�0.034, 0.074]
0.032

[�0.02, 0.083]
0.048

[�0.005, 0.102]

Conscientiousness
�0.041

[�0.085, 0.003]
0.041

[�0.007, 0.089]
�0.13 ***

[�0.176, �0.084]
0.048 *

[0.001, 0.095]

Neuroticism
0.009

[�0.038, 0.057]
0.102 ***

[0.051, 0.153]
�0.018

[�0.067, 0.03]
0.03

[�0.02, 0.081]

Openness
0.041

[0, 0.082]
�0.027

[�0.071, 0.018]
0.054 *

[0.012, 0.097]
�0.091 ***

[�0.135, �0.047]

Machiavellianism
0.028

[�0.025, 0.081]
0.038

[�0.019, 0.095]
0.056 *

[0.001, 0.11]
0.008

[�0.049, 0.065]

Psychopathy
0.055 *

[0.002, 0.108]
�0.053

[�0.11, 0.005]
0.097 ***

[0.042, 0.152]
�0.034

[�0.091, 0.023]

Narcissism
�0.007

[�0.055, 0.042]
0.075 **

[0.023, 0.128]
0.028

[�0.022, 0.078]
0.124 ***

[0.072, 0.176]

Sample 2
�0.066

[�0.184, 0.052]
0.025

[�0.102, 0.153]
0.015

[�0.107, 0.136]
0.084

[�0.042, 0.21]

Sample 3
�0.021

[�0.12, 0.078]
0.005

[�0.102, 0.112]
0.1

[�0.002, 0.202]
�0.075

[�0.181, 0.031]

Sample 4
0.21 **

[0.079, 0.341]
�0.122

[�0.263, 0.02]
0.077

[�0.058, 0.212]
�0.194 **

[�0.334, �0.054]
Adjusted R2 0.027 0.111 0.164 0.088
DR2 0.012 0.034 0.047 0.051
(F) 3.609 *** 9.865 *** 13.787 *** 13.663 ***

Note. N = 1891. Sample 1 was used as the referent factor for the Sample variable.
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predicted by being older in age, higher in extraversion, and lower
in openness (Tables 4 & 5).

3.1.2. Messaging platforms
Young adults who used messaging platforms more frequently

also reported using microblogging platforms, media-sharing plat-
forms, and image-content sharing platforms more frequently, but
used MMORPGs and online forums less frequently, compared to
young adults who used messaging platforms less frequently
(Table 2).

Young adults who used messaging platforms more frequently
were more likely to be female, younger in age, higher in extraver-
sion, and higher in narcissism (Tables 3a & 3b), compared to young
adults who used messaging platforms less frequently. In regression
models, the frequency of messaging platform use was predicted by
being younger in age, higher in extraversion, lower in openness,
and higher in narcissism (Tables 4 & 5).

3.1.3. Microblogging platforms
Young adults who used microblogging platforms more fre-

quently also reported using messaging platforms, blogging plat-
9

forms, media-sharing platforms and image-content sharing
platforms more frequently, compared to young adults who used
microblogging platform less frequently (Table 2).

Young adults who used microblogging platforms more fre-
quently were more likely to be female, younger in age, and higher
in neuroticism, compared to young adults who used microblogging
platforms less frequently (Tables 3a & 3b). In regression models,
the frequency of microblogging platform use was predicted by
being younger in age and by being higher in neuroticism (Tables
4 & 5).
3.1.4. Blogging platforms
Young adults who used blogging platforms more frequently also

reported using Facebook, media-sharing platforms, image-content
sharing platforms, virtual worlds, MMORPGs, online forums and
user-review platforms more frequently, compared to young adults
who used blogging platforms less frequently (Table 2).

There were no significant personality correlates for frequency of
blogging platform use that replicated across both studies (Tables
3a & 3b). We do not report exploratory and confirmatory regres-
sion models for the frequency of blogging platform use because



Figure 2. The Scree-plot indicates that 3 or 4 components are most optimal to
maximize the variance explained by each principal component.
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we did not pre-register hypotheses for this platform due to the low
rates of use and lack of personality correlates. However, in our
exploratory analyses of the pooled dataset (see Supplemental
Materials, Table S3) we found that individuals who used blogging
platforms more frequently tended to be female, younger in age,
higher in extraversion, and higher in neuroticism, compared to
individuals who used blogging platforms less frequently.

3.1.5. Media-sharing platforms
Young adults who used media-sharing platforms more fre-

quently also reported using Facebook, messaging platforms,
microblogging platforms, blogging platforms, image-content shar-
ing platforms, MMORPGs, online forums and user-review plat-
forms more frequently, compared to young adults who used
media sharing platforms less frequently (Table 2).

Young adults who used media-sharing platforms more fre-
quently were more likely to be male, lower in conscientiousness,
higher in psychopathy, and higher in narcissism, compared to
young adults who used media-sharing platforms less frequently
(Tables 3a & 3b). In regression models, the frequency of media-
sharing platform use was predicted by being male and by being
lower in conscientiousness (Tables 4 & 5).

3.1.6. Image-content sharing platforms
Young adults who used image-content sharing platforms more

frequently also reported using Facebook, messaging platforms,
microblogging platforms, blogging platforms, media sharing plat-
forms, and user-review platforms more frequently, but used
MMORPGs and online less frequently, compared to young adults
who used image-content sharing platforms less frequently
(Table 2).

Young adults who used image-content sharing platforms more
frequently were more likely to be female, younger in age, higher
in extraversion, and lower in psychopathy, compared to young
adults who used image-content sharing platforms less frequently
(Tables 3a & 3b). In regression models, the frequency of image-
content sharing platform use was predicted by being female,
higher in extraversion, and higher in neuroticism (Tables 4 & 5).

3.1.7. Virtual Worlds
Young adults who used virtual worlds more frequently also

reported using blogging platforms, MMORPGs, online forums, and
user-review platforms more frequently, compared to young adults
who used virtual worlds less frequently (Table 2).

There were no significant personality correlates for frequency of
virtual world use that replicated across both studies (Tables 3a &
3b). We do not report exploratory and confirmatory regression
models for the frequency of virtual world use because we did not
pre-register hypotheses for this platform due to the low rates of
use and lack of personality correlates. However, in our exploratory
analyses of the pooled dataset (see Supplemental Materials,
Table S3) we found that individuals who used virtual worlds more
frequently tended to be lower in conscientiousness, compared to
individuals who used virtual worlds less frequently.

3.1.8. Massive Multiplayer online Role-Playing games (MMORPGs)
Young adults who used MMORPGs more frequently also

reported using blogging platforms, media-sharing platforms, vir-
tual worlds, online forums and user-review platforms more fre-
quently, but used messaging apps and image-content sharing
platforms less frequently, compared to young adults who used
MMORPGs less frequently (Table 2).

Young adults who used MMORPGs more frequently were more
likely to be male, lower in extraversion, lower in agreeableness,
lower in conscientiousness and higher in psychopathy, compared
to young adults who used MMORPGs less frequently (Table 3a &
10
3b). We do not exploratory and confirmatory report regression
models for the frequency of MMORPG use because we did not
pre-register hypotheses for this platform due to the low rates of
use. However, in our exploratory analyses of the pooled dataset
(see Supplemental Materials, Table S3) we found that individuals
who used MMORPGs more frequently tended to be male, younger
in age, lower in extraversion, lower in conscientiousness, and
higher in psychopathy, compared to individuals who used
MMORPGs less frequently.

3.1.9. Online Forums
Young adults who used online forums more frequently also

reported using blogging platforms, media sharing platforms, vir-
tual worlds, MMORPGs and user-review platforms more fre-
quently, but used messaging platforms and image-content
sharing platforms less frequently, compared to young adults who
used online forums less frequently (Table 2).

Young adults who used online forums more frequently were
more likely to be male, older in age, lower in agreeableness, lower
in conscientiousness, higher in openness, higher in machiavellian-
ism, and higher in psychopathy, compared to young adults who
used online forums less frequently (Table 3a & 3b). In regression
models, the frequency of online forum use was predicted by being
male (Table 4a & b).

3.1.10. User-review platforms
Young adults who used user-review platforms more frequently

also reported using Facebook, blogging platforms, media sharing
platforms, image-content sharing platforms, virtual worlds,
MMORPGs and online forums more frequently, compared to young
adults who used user-review platforms less frequently (Table 2).

Young adults who used user-review platforms more frequently
were more likely to be higher in narcissism (Table 3a & 3b). In
regression models, the frequency of user-review platform use
was predicted by being higher in narcissism (Tables 4 & 5).

3.2. Personality predictors of multiplatform social media use
dimensions

In this section we report the results of an exploratory analysis
on the pooled dataset, collapsing across the exploratory and con-
firmatory samples. First, we used principal component analysis
to assess the underlying structure that categorized the use of dif-
ferent types of social media platforms. We used a promax rotation,
which showed that the component correlations exceeded 0.30 in
some cases, so we did not implement a varimax rotation. A
scree-plot based assessment suggested that a three or four compo-
nent solution would capture the variance associated with the
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social media use variables well (see Figure 2). We used the four-
component solution because it allowed us to analyze Facebook
as its own unique type of social media platform (it loaded onto
its own component). For each component, we focused our inter-
pretation on the social media items that had factor loadings
greater than 0.40 (see Table 6 for factor loadings). We note that
User-Review Platforms had nearly equal loadings across multiple
components, but did not exceed 0.40 for any of the principal com-
ponents. Second, we conducted regressions analyses to predict the
multiplatform dimensions scores from personality traits (see
Table 6).

Blogging platforms, Virtual Worlds, and MMORPGs loaded onto
principal component 1, which we labelled ‘‘Blogs and Virtual
Worlds”. We consider MMORPGs to be a subclass of Virtual Worlds
given that such games typically occur in an immersive and artifi-
cially constructed digital environment (e.g., World of Warcraft).
Individuals who more frequently used platforms captured by the
Blogs and Virtual Worlds dimension tended to be male and higher
in psychopathy as compared to individuals who used these plat-
forms less frequently.

Microblogging platforms, Image-Content Sharing Platforms, and
Messaging Platforms loaded onto principal component 2, which we
labelled ‘‘Social Networking Sites and Messaging Platforms”
because Microblogging platforms (e.g., Twitter) and Image-
Content Sharing platforms (e.g., Instagram) are classic examples
of social networking sites, consisting of a profile element, a feed
element, and a network element (Bayer et al., 2020). Individuals
who more frequently used platforms captured by the Social Net-
working Sites and Messaging Platforms dimension tended to be
female, younger, higher in extraversion, higher in neuroticism
and higher in narcissism as compared to individuals who used
these platforms less frequently.

Online Forums and Media-Sharing Platforms loaded onto prin-
cipal component 3, which we labelled as ‘‘Forums and Media-
Sharing Platforms”. Individuals who more frequently used social
media platforms captured by the Forums and Media-Sharing
Platforms dimension tended to be male, lower in extraversion,
higher in conscientiousness, lower in openness and higher in nar-
cissism as compared to individuals who used these platforms less
frequently.

Facebook was the sole platform that loaded onto principal com-
ponent 4. Individuals who more frequently used the Facebook
dimension tended to be female, older, higher in extraversion,
higher in conscientiousness and higher in narcissism as compared
to individuals who used this social media platform less frequently.

The addition of personality variables led to the explanation of
significantly greater variance in the factor scores as compared to
the variance explained by the demographic variables (sex and
age), for all four of the multiplatform social media use dimensions.
The highest variance explained by individual differences in dimen-
sion factor scores was for the Forums and Media-Sharing dimen-
sion (16.4%) and the lowest variance explained by individual
differences in dimension factor scores was for the Blogging and
Virtual Worlds dimension (2.7%). The full results highlighting the
associations between personality traits and media ecology factor
scores are presented in Table 6.
4. Discussion

In today’s hyperconnected society, nearly half of the global pop-
ulation uses social media platforms on a daily basis. Yet, the rela-
tionships between people’s personality traits and the frequency
with which they use various types of social media platforms has
remained unclear for two main reasons. First, past research has
focused overwhelmingly on social networking sites, a subclass of
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social media that have received a disproportionate amount of
empirical attention from psychologists. Other kinds of computer-
mediated communication channels can be conceptualized as social
media, yet little is known about the psychological antecedents that
lead to their use. Second, the large majority of past work has
focused on individual social media platforms, despite the fact that
more than 56% of social media users report using more than one
social media platform (Greenwood et al., 2016). In the present
study, we examined multiplatform social media among young
adults and the personality traits associated with the use of ten dif-
ferent types of social media platforms. We preregistered hypothe-
ses using an exploratory dataset and replicated findings in a
confirmatory dataset to explicate the relationships between multi-
platform social media use and the Big Five and Dark Triad traits.
We quantified the social media ecologies of young adults, consist-
ing of multiple different social media platforms, to show that per-
sonality traits help explain the types of social media people use.

4.1. Personality predictors of social media use

Our findings suggest that different types of social media should
be distinguished from one another when describing how people
use social media in their daily lives and conceptualizing its use.
Specifically, the observed correlations between the frequency of
using different types of social media were small to moderate in
strength and not all positively associated (r’s range from -0.19 to
0.55), suggesting that there is no one prototypical social media
platform because using one type of social media frequently does
not necessarily imply that a person is also more likely to use
another type of social media. Thus, greater differentiation as to
the specific types of social media use being studied is needed mov-
ing forward to better understand the social media ecologies of indi-
vidual users and the features of the platforms that may be driving
their use (Bayer et al., 2020).

Overall, the correlation and regression findings identifying the
personality traits associated with different types of social media
use indicate systematic differences in the personality traits of
users. We replicated 31 of 37 pre-registered correlational hypothe-
ses and 16 of 24 regression-based hypotheses linking the Big Five
and Dark Triad traits to the frequency of different types of social
media use. Taken together, our findings show that personality
traits predicted variation in young adults’ social media use over
and above their demographic characteristics (i.e., age, sex) for six
of the seven types of social media use, explaining approximately
1% � 19% of the variance in social media use.

In terms of Big Five traits, our regression analysis revealed that
extraversion was reliably associated with the use of the greatest
number of social media platforms across the exploratory and con-
firmatory samples (Facebook, Messaging Platforms and Image-
Content Sharing platforms) and that agreeabeleness was not asso-
ciated with the use of any social media platform. We found that
openness and extraversion were associated with use of Facebook
and messaging platforms. Our findings are in contrast to past
research finding that openness was positively associated with
greater use of Facebook (e.g., Correa et al., 2010; Ross et al.,
2009), which we suspect may be due to the integration of Facebook
into daily life during the past decade as it no longer maintains a
status as a novel platform that may appeal to highly open individ-
uals. However, we replicated past research finding relationships
between extraversion and greater use of Facebook (e.g., Correa
et al., 2010; Huang et al., 2019; Liu & Campbell, 2017; Ross et al.,
2009; Ryan & Xenos, 2011; Seidman, 2013). Furthermore, neuroti-
cism was also associated with use of image-content sharing and
micro-blogging platforms, such that young adults higher in neu-
roticism used these platforms more frequently. Such findings are
in line with previous research that found neuroticism to be associ-
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ated with greater use of Instagram (Ershad & Aghajani, 2017;
Kircaburun & Griffiths, 2018) and Twitter (Hughes et al., 2012).
Finally, we found that conscientiousness was associated with use
of media-sharing platforms, which supports past research linking
conscientiousness to greater use of the YouTube platform
(Klobas, McGill, Moghavvemi, & Paramanathan, 2018). However,
we failed to replicate findings linking agreeableness and neuroti-
cism to the use of media-sharing platforms such as YouTube
(Klobas et al., 2018). These discrepancies might originate from dif-
ferences in the countries in which samples were collected – Klobas
et al. (2018) recruited a sample from Malaysian participants
whereas the current study used data collected from American
participants.

Regarding the Dark Triad traits, we observed the most reliable
associations across the correlation and regression findings for
narcissism. machiavellianism and psychopathy showed several
replicated bivariate correlations with social media use, but these
findings were not consistently reflected in the regression find-
ings. We found that narcissism was positively associated with
use of messaging and user-review platforms. As far as we are
aware, this is one of the first studies to investigate how the Dark
Triad traits relate to the use of messaging and user-review plat-
forms. Previous research has found that individuals higher in
narcissism are typically more active online and post more self-
promotional content than those lower in narcissism (Mehdiza-
deh, 2010). We did not observe statistically significant coeffi-
cients linking narcissism and Facebook use, in contrast to past
research that has found this to be a significant finding, even
for individuals with subclinical levels of narcissism (Andreassen
et al., 2017).

4.2. Personality predictors of multiplatform social media use
dimensions

Results from our principal component analysis indicated that
there were four multiplatform social media use dimensions that
categorized the media ecologies of young adults: (1) Blogs and Vir-
tual Worlds, (2) Social Networking Sites and Messaging Platforms,
(3) Forums and Media-Sharing Platforms, and (4) Facebook. We
conceptualized each of the dimensions of multiplatform social
media use as prototypes of quantified social media ecologies,
which our exploratory findings suggest are associated with indi-
vidual differences in demographic and personality traits. Akin to
the pattern of regression-based findings linking extraversion to
the use of the greatest number of social media platforms, extraver-
sion significantly predicted factor scores for three of the four mul-
tiplatform social media use dimension (Social Networking Sites
and Messaging Platforms, Forums and Media-Sharing Platforms,
Facebook).

To the best of our knowledge, the current paper is the first to
show how personality traits relate to multiplatform social media
use dimensions. The emergence of multiplatform social media
use dimensions and their subsequent associations with individual
differences suggest that personality traits are closely associated
with how individuals choose to design their social media ecologies.
Given that past work has implicated the use of multiple different
social media platforms to lowered levels of psychological well-
being in adolescents (Primack et al., 2017), future work can build
upon current work by examining longitudinal links between
changes in personality traits, social media ecologies, and psycho-
logical wellbeing.

Furthermore, our social media use dimensions can also offer
guidance to other researchers that rely on different social media
platforms to collect data. For instance, we find that more extra-
verted individuals tend to more frequently use social media plat-
forms in the ‘‘Social networking Sites and Messaging Platforms”
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dimension and less frequently use social media platforms in the
‘‘Forums and Virtual Worlds” dimension. These findings suggest
that if researchers are collecting data on Reddit, for example, their
sample may be more likely to contain individuals who are on aver-
age lower in extraversion as compared to a sample collected from
social networking sites (e.g., Twitter).

4.3. Limitations & future directions

There are several limitations of the current research to
acknowledge that point to new directions for future research. Con-
ceptually, our studies were focused on understanding individual
differences in multiplatform use across broad types of social media
(vs. individual platforms). While this allowed us to capture a
broader array of different kinds of social media use, our social
media use measure did include examples of individual branded
platforms (e.g., Instagram, YouTube) to facilitate interpretability
of the categorical type labels when participants took our survey
(see Table S7 in the online supplemental materials for details).

This inclusion of branded platforms could be construed as a lim-
itation of this work because it is currently becoming less favored as
an approach to social media use measurement. Instead, media psy-
chologists and communication scholars are emphasizing future
work focus on the functionalities, or affordances, that are shared
or distinguish social media platforms from one another (e.g.,
Bayer et al., 2020; Bucher & Helmond, 2018). The functionalities
provided by image-sharing platforms (e.g., Instagram, Pintrest),
for instance, can now also be found to some degree in other social
media platforms (e.g., Snapchat, Reddit), even if these other plat-
forms are not fully dedicated to image-sharing. Hence, a more rig-
orous way to measure social media use might be to accommodate
within-platform activities (e.g., posting images, sending direct
messages) in addition to querying about the use of specific plat-
forms (e.g., Instagram, Snapchat; Bayer et al., 2020). In addition,
our measures of social media use were frequency-based and relied
on self-reports, which do not allow us to understand the precise
amount of social media use participants engaged in. Future
research can address this weakness by concurrently operationaliz-
ing social media use in a range of different ways, including obtain-
ing objective usage logs and duration-based measures to better
understand what is being measured when individuals’ are asked
to self-report their frequency of using different social media plat-
forms (Obar & Wildman, 2015).

Second, we recognize that social media platforms and people
are both dynamic entities. Social media platforms undergo many
changes over time with the addition of new features and user
interfaces (e.g., Facebook & Instagram experimenting with remov-
ing the number of likes displayed on posts: Constine, 2019a,
2019b), and the individuals who use social media platforms can
also exhibit ontogenetic change in their personalities (with young
adulthood being a period of time that tends to show change in par-
ticular; McAdams & Olson, 2010). Our data collection was con-
ducted over two years allowing us to capture cross-sectional
‘‘snapshots” of the links between personality traits and social
media platforms, but not the fully dynamic picture associated with
personality development and changing social media platforms. For
example, the mean levels for the social media use rates across the
two studies did not differ much in terms of their base rates across
the two years. However, our pooled results showed that sample
cohort significantly predicted frequency of social media use in
some cases (e.g., Facebook), suggesting that time explained some
of the variance in the rates of use observed in this study. Moreover,
some of the associations we observed between personality traits
and social media use varied across the two years of data collection
(e.g., finding new associations between traits and specific types of
use in the Confirmatory study that were not observed in the
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Exploratory study the year before). Such associations may be spu-
rious, or they may be due to changes in the relationships between
traits and social media use over time. Thus, future theoretical work
is needed to develop an appreciation for time-contingent relation-
ships between individual differences and social media use, as both
people’s personalities and the web-based platforms they use exhi-
bit change over time.

Third, our data were collected from university students in the
United States, which implies that our findings would most closely
represent the personality and social media use tendencies of young
adults living in Western cultures. It remains unclear whether these
associations will be observed among young adults from other cul-
tures and countries. But future research can address this weakness
by sampling from diverse populations, such as those in developing
nations (e.g., India, Brazil), in order to address this lack of cultural
generalizability. Researchers have already begun to acknowledge
the importance of multicultural samples in explicating the link
between personality traits and social media use (Gil de Zúñiga
et al., 2017; Huang, 2019). Future work can build upon past
research by focusing especially on the social media ecologies that
are unique to developing nations, typically consisting of idiosyn-
cratic versions of brand-name social media platforms (e.g., Face-
book Lite, Instagram Reels).

Fourth, we designed our study to be cross-sectional. Hence, we
assessed the links between individuals’ personality traits and
social media use at one instance in time. The lack of time-
contingent data collection prevents us from inferring causality
between personality traits and social media use. It might be that
individuals’ social media use shapes their personality over long
periods of time or that individuals’ personality shapes their social
media use. It might also be possible that the link between person-
ality traits and social media use is bidirectional and self-
reinforcing. Future longitudinal and experimental work is needed
to better assess the cross-lagged associations between personality
and social media use.

The fact that we observe systematic variation in types of multi-
platform social media use raises interesting questions for future
research on well-being and motivations for social media use. For
instance, how does the use of different types of social media impact
users’ mental health and well-being? One recent study surveyed
1787 American young adults and revealed a positive relationship
between the number of social media platforms used and odds of hav-
ing increased levels of depression and anxiety (Primack et al., 2017).
Such findings suggest that high frequencies of multiplatform social
media usemay negatively affect users’ well-being. Similarly, different
uses of individual social media platforms can impact psychological
well-being in different ways. For example, past research has found
that personality is linked to differential tendencies to use social net-
working sites in passive and active ways (Pagani, Hofacker, &
Goldsmith, 2011). Passive and active social media use has also been
linked to differences in a range of psychological well-being measures,
generally finding that passive use is especially detrimental for indi-
viduals’ mental health (Chen, Fan, Liu, Zhou, & Xie, 2016; Escobar-
Viera et al., 2018; Shaw, Timpano, Tran, & Joormann, 2015). Past
research has further found that individuals who use Facebook to pro-
crastinate on important tasks (such as schoolwork) typically experi-
ence lowers level of psychological wellbeing than individuals who do
not use Facebook to procrastinate on important tasks (Meier,
Reinecke, & Meltzer, 2016). This past work suggests that trait-level
self-control is linked to increased usage of Facebook for procrastina-
tion purposes, which is linked with lower levels of psychological
wellbeing (Meier et al., 2016). Hence, people’s stable dispositions
(captured by personality traits) likely play a crucial role in shaping
the way in which they use social media platforms, which may subse-
quently affect their levels of psychological well-being.
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Finally, our research further informs theories that explain the
different motivations individuals have to use different social media
platforms (e.g., polymedia theory, uses and gratifications;
Madianou & Miller, 2013; Smock et al., 2011). For example, future
work could examine the motivations for using different types of
social media (e.g., image-sharing, messaging). What features of
these platforms make them particularly appealing to extraverted
people? Previous research has focused on the motivations driving
social media users within individual platforms (e.g., motivations
of Facebook use: Cramer, Song, & Drent, 2016; Dogruer &
Menevi§, I., & Eyyam, R., 2011) while less is known about the moti-
vations and functionalities driving multiplatform use.

To move toward a mechanistic understanding of personality
and social media use, future work can also adopt newer personality
theories to better understand the mechanisms that may underlie
the relationship between traits and social media use. For instance,
the Cybernetic Big Five Theory proposes a framework with the
potential to explain the mechanistic link between personality traits
and characteristic adaptations (DeYoung, 2015). Characteristic
adaptations capture an individual’s ‘‘relatively stable goals, inter-
pretations, and strategies” (DeYoung, 2015, p. 38). Given the perva-
siveness of the internet in today’s society, it is likely that
characteristic adaptations are intimately linked to how individuals
navigate their digital lives. Hence, the link between personality
traits and social media use might be explained by a mediation
model wherein characteristic adaptations mediate the link
between personality traits and social media use. Future work can
explicitly test this hypothesis by collecting data about an individ-
ual’s characteristic adaptions, personality traits, and social media
use, preferably in a longitudinal design to explicate the mechanis-
tic and causal structure between these variables.

5. Conclusion

In conclusion, our research contributes to an understanding of
who uses what and how often by concurrently surveying a broader
list of social media platforms and examining their relationships with
Big Five and Dark Triad personality traits. We further examine how
social media ecologies can be conceptualized through an examina-
tion of multiplatform social media use dimensions, finding that they
exhibit associations with personality traits. We replicate the vast
majority of our preregistered findings in large samples of young
adults, who tend to use social media more frequently than most
other demographic groups. Such findings can facilitate the design
of studies that utilize many social media platforms in their research
by providing insight into who is being sampled within platforms, and
what other social media a particular user is likely to engage with in
their day-to-day lives. As such, our work lays the foundation for a
more systematic study of social media use that accounts for individ-
ual differences in different types of multiplatform social media use.

Appendix A. Supplementary data

Supplementary data to this article can be found online at
https://doi.org/10.1016/j.jrp.2020.104005.
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