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Abstract

Facebook has become a common means for self-representation and social interaction. We conducted two
studies to examine more closely how individuals’ personality traits and emotion are associated with their
Facebook activity. Using both participant self-report and content coding, Study 1 revealed that, contrary to
some previous studies, individuals higher in narcissism were less likely to share certain content on Facebook
than those lower on narcissism. Study 2 revealed that individuals were more likely to share content on
Facebook in response to a vignette describing a happy life event, as opposed to a sad or anxious life event.
These studies are the first to demonstrate these results utilizing such vignettes as stimuli for Facebook
activity for all participants.

Key Words: Effects, self-management technique, test anxiety, secondary school students
Introduction

According to Facebook’s quarter report (2015), over 1.44 billion users were active as of March 2015.As
Facebook usage becomes an increasingly ubiquitous part of American culture, it becomes more important to
understand when and what people share on Facebook. People are using electronic communication more than ever.
For example, spontaneous self-disclosure is more likely to occur when people are communicating over the Internet as
opposed to face-to-face (Joinson, 2001; Boyd & Ellison, 2007).Some studies have shown that users’ Facebook profiles
are indicative of their true selves (Gosling, Augustine, Vazire, 2011; Back et al., 2010). Another study suggested that
Facebook users are more likely to represent their emotional well-being more positively on Facebook than it reflected
in real life (Qui et al., 2012).

A rich area of investigation into the dynamics regarding what and when people post on Facebook is the
examination of personality traits, such as narcissism. Narcissistic individuals tend to believe that they are interesting
and unique, and expect special treatment from others. These characteristics of narcissistic individuals are likely to lend
themselves to the use of social networking sites.
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Interestingly, while many studies have found narcissism to be related to Facebook activity (e.g., Buffardi &
Campbell, 2008; Carpenter, 2012; Marshall, Lefringhausen, & Ferenczi, 2015; Winter et al., 2014), while others found
no such link (Chen, 2014; Deters, Mehl, & Eid, 2014).Thus, the role of narcissism in Facebook activity is not entirely
clear.

Differences in findings regarding narcissism and social media could be related to the methods used to study
this link. Some studies have assessed the relationship between narcissism and Facebook utilizing self-report measures
(e.g., Bergman etal., 2011; Carpenter, 2014; Panek, Nardis, & Konrath, 2013). Another method of evaluating the
relationships between individual differences and Facebook use is to examine users’ actual Facebook content (e.g.,
Buffardi & Campbell, 2008; Choi, Panek, Nardis, & Toma, 2015; Deters, Mehl, & Eid, 2014; 2014; Winter et al.,
2014).

Each method of studying the relationship between Facebook and narcissism has its strengths and weaknesses.
While self-reports of Facebook use are easier to access than users’ real Facebook content, they may be inaccurate.
Coding participants’ actual Facebook profile is likely to be a more accurate reflection of their actual Facebook use.
The present studies used a unique method which allows participants to simulate Facebook use, with all participants
responding to the same stimulus. Study 1 was designed to identify Facebook activity correlates and explore potential
conditions under which one is more or less likely to post a status on Facebook. The primary objective of Study 1 was
to examine the relationship between Facebook activity and narcissism.

Study 1: Method
Participants

There were 110 undergraduate psychology students (72 females; average age = 19.26, SD = 2.13) from a mid-
sized public university in southwestern US that participated in the study. Participants volunteered for this research as
an optional means of fulfilling a course requirement or to receive extra credit for a class.

Measures

Demographic Data. A questionnaire requesting information about each participant’s age, race, and gender was
administered to participants.

Narcissism. Participants completed the 16-item Narcissistic Personality Inventory (NPI-16; Ames, Rose, &
Anderson, 2006) to measure levels of subclinical narcissism. Participants indicated which statements were more like
them by placing an “X” by the items (e.g., “I really like to be the center of attention” vs. “It makes me uncomfortable
to be the center of attention.”).

Facebook activity scale (FAS). A questionnaire created by the authors was given to the participants. Preceding
the items, participants were asked to read a scenario about attending a friend’s birthday dinner. Six items followed the
stimulus scenario (e.g., “How likely are you to post a status?””). Two of those items asked about posting pictures (e.g.,
“How likely are you to post pictures?”). All items were presented on a Likert-type scale (1= very likely to 5= very
unlikely). The final item asked participants to write a sample of what they might post on Facebook regarding the
event.
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Those participants who would not have either posted a status wrote “l would not post a status” or left this
field blank. Because they measured different types of posting behaviors on Facebook, we measured the questionnaire
items separately. This questionnaire demonstrated moderate to high internal consistency (« = .85).

Content analysis. In order to elicit a hypothetical Facebook status for the birthday dinner event, the final
question on the Facebook activity scale was open-ended: What would your status say? Four trained raters, all of whom
were Masters students evaluated the qualitative data. Prior to making these ratings, the raters completed a 10-hour
training program, during which they were initially familiarized with the nature of the material and the definitions of
the dimensions to be rated. The following dimensions were rated as being either present or absent: mentions emotion,
mentions self, and mentions another person. Infraclass correlation coefficients were .87, .98, and .86, respectively.

Procedure

After informed consent was obtained, participants completed the demographic questionnaire followed by the
NPI-16. Next participants read the scenario regarding a friend’s birthday dinner (described above) and then completed
the FAS, followed by the debriefing.

Results

A bivariate co relational analysis was conducted on the content-coded variables along with narcissism, and the
FAS variables (see Table 1). There was a positive correlation between the likelihood of posting a status and
mentioning emotion in the status, r = .23, p < .05; participants who reported that they would post a status on
Facebook were also likely to note emotion in the status update. There was a positive correlation between mentioning
emotion in the status and picture posting, r = .30, p <.01; participants who noted emotion in their Facebook status
were also likely to report that they would share pictures. There was a negative correlation between narcissism and the
likelihood of posting a status, r = -.24, p <.05; participants who were higher in narcissism were less likely to report
that they would post a status.

Discussion

This study did not reveal the expected findings regarding Facebook activity and narcissism. We expected that
people higher in narcissism would be more likely to post information about their lives, as posting on Facebook can be
viewed as an avenue for people high in narcissism to acquire the external approval they seek to affirm their own self-
worth (Campbell & Foster, 2002). Indeed, multiple empirical studies have found narcissism to be related to increased
Facebook activity (e.g., Buffardi & Campbell, 2008; Mehdizadeh, 2010; Ong et al., 2011; Winter et al., 2014). The
results of the present study indicated a number of null relationships between Facebook use indicators and narcissism.
These results are consistent with other studies which found that narcissism was not significantly related to Facebook
use (e.g., Chen, 2014; Deters, Mehl, & Eid, 2014; Skues, Williams, & Wise, 2012).

Interestingly, however, the present study, in fact, found that that people higher in narcissism were
significantly less likely to post a status about the stimulus event in this study. It is possible that narcissists would be less
likely to post a status update about the event, because the event was not directly about the participant.
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While some research has suggested that narcissists are generally more active on social networking sites
(Ljepava, Orr, Lock, & Ross, 2013; Ryan & Xenos, 2011), and thus would be more expected to post statuses, other
research linking narcissism to Facebook activity demonstrates narcissists as being more likely to post self-related (e.g.,
Mehdizadeh, 2010; Winter et al., 2014).

Despite the lack of significant results with regard to narcissism in Study 1, we found some interesting results
with regard to the presence of emotion in Facebook posts. People who reported that they would post a status update
for the event were also more likely to mention emotions in that status. Additionally, people who were more likely to
post a picture commemorating the event were more likely to mention emotions in their status. Taken together, these
findings suggest that emotion plays an important role in at least two of the main uses of social media. Thus, we
conducted Study 2 in order to examine the differential role of events evoking different emotions in posting activity
and content and to examine how other personality traits (i.e., the Big Five) might be related to Facebook activity.

Study 2

Based on the results revealed in Study 1, we designed a second study to examine the potential role of
emotions and individuals differences (narcissism and the Big Five personality traits) in Facebook activity based on
vignettes reflective of 4 different emotions. For example, individuals respond and share differently when experiencing
positive versus negative (Rime, 2009; Diener, 2000; Gable, Reis, Impett, & Asher, 2004). Sharing positive emotions
allows one to extend the positive feelings and fosters social exchanges among loved ones (Rime, 2009; 2007; Diener,
2000; Augustine, Mehl, & Larsen, 2001). Moreover, when individuals share negative emotions, it may also lead to
positive outcomes such as reduced feelings of depression (Greenberg & Stone; Pennebaker, 1997). Some research,
however, shows that sharing negative emotion may be maladaptive (e.g., Siedlecka, Capper, & Denson, 2015).

Few studies have investigated the role of emotion with online platforms such as Facebook. A small body of
recent research has shown that individuals are more likely to share more positive emotions on social media as
opposed to negative emotions (Choi & Toma, 2014; Qiu, Lin, Leung, & Tov, 2012; Lin, Tov, & Oiu, 2014).These data
were obtained by utilizing self-report and counting individuals’ social media diary entry words. While recent research
has begun to provide information about Facebook activity and its relation to emotion and personality correlates, many
questions remain unanswered. We sought to undertake the open venue for exploration utilizing a unique method.
Prior studies have not addressed Facebook activity utilizing emotion-evoking vignettes. Based on the noted literature
above and the findings from Study 1, we constructed the hypothesis below:

H1: Individuals who read a happy vignette will be more likely to post a status about that event on Facebook
than individuals who read a sad, angry, or anxious scenario.

Because of the interesting findings regarding narcissism in Study 1, we also sought to examine the relationship
between other individual differences and Facebook activity in Study 2. A number of studies have examined the Big
Five personality characteristics and their relationship with Facebook activity. For example, Lee, Ahn, and Kim (2014)
conducted an online survey of Facebook users and they found that people high in extraversion posted more photos,
updated their status more frequently, and had more friends than introverts. Other studies have found that
extraversion, openness, and agreeableness predict having more friends (Chen, 2014; Skues et al., 2012). Thus, based
on the research on narcissism, our findings from Study 1, and the research on the Big Five, we proposed the following
Research Question:

RQ1: What are the relationships between individual differences (i.e., personality traits and narcissism) and
Facebook activity?
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Method
Participants

There were 153 undergraduate students (96 females; average age=18.94, SD=2.08) from a mid-sized public
university in southwestern US who participated in the study. Participants volunteered for this research as an optional
means of fulfilling a course requirement or to receive extra credit for a class.

Measures

Demographic Data. A questionnaire requesting information about each participant’s age, race, and gender was
administered to participants.

Personality. The Big Five Inventory (BFI; Benet-Martinez &John, 1998; John & Srivastava, 1999) was
administered to participants. The BFI has 44-items that assess the Big Five (neuroticism, extraversion, openness,
agreeableness, and conscientiousness). The items (e.g., “I see myself as someone who is talkative”) are scored using a
5-point, Likert scale that ranges from disagree strongly to agree strongly. BFI scales include 8-10 items each and have
demonstrated moderate to high internal consistency reliability (o = .79 to .88; median = .82).

Narcissism. Participants were presented with the 16-item Narcissistic Personality Inventory (NPI-16; Ames,
Rose, & Anderson, 2006) to measure levels of subclinical narcissism. Each question (e.g., “I really to be the center of
attention”) was answered on a scale response in which participants indicated which of two statements was more like
them.

Content analysis. In order to elicit a hypothetical Facebook status for the hypothetical event, the final question
of the Facebook activity scale asked an open-ended question: What would your status say? Four trained raters
evaluated the qualitative data. The following dimensions were rated as being either present or absent: mentions self,
mentions others, and mentions emotions. The following dimensions were rated on a 1-5 scale (1- lowest, 5-highest):
specificity of the status and emotions reflected in the status (happy, anxious, angry, sad, each rated on a 1-5 scale).
Infraclass correlation coefficients ranged from .97 to .99.

Materials

Facebook activity scale (FAS). The questionnaire items were exactly the same as described above in Study 1. The
questionnaire showed moderate to high internal consistency (x = .81).

Manipulation. Preceding the FAS, participants were randomly assigned to read a vignette that was indicative of
a situation that would make a person happy, anxious, angry, or sad. For example, the happy vignette read, “You have
been studying really hard for a test that is worth 60% of your grade. Today, your teacher returned your exam, and you
learned that you earned an A. This means that you now earned an A for the class.”

The multiple vignettes from each emotion category were tested in a pilot study and vignettes rated as most
highly reflective of the intended emotions were used for this study.
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Procedure

Each participant was randomly assigned to 1 of 4 different conditions: Happy (n=41), Sad (n=38), Angry
(n=38), or Anxious (n=36). After informed consent was obtained, participants read the vignette based on group
assignment on the computer screen followed by completing the FAS, NPI, BFI, a demographic questionnaire, and the
debriefing.

Results
Manipulation Check

We performed a MANOVA, with emotion as the independent variable and the ratings of the emotional
content of the statuses to determine if the participants in the different emotional conditions produced statuses which
were rated consistently with the relevant emotion. This analysis revealed that participants in the Happy condition
produced statuses that were rated as significantly Happier than all others (F (3, 149) = 145.00, p < .001; Happy M =
4.40, SD = .94; Sad M = .99, SD = .17; Angry M = 1.00, SD = .18; Anxious M = 1.00, SD = .18). Participants in the
Sad condition produced statuses that were significantly Sadder than all others (F (3, 149) = 28.99, p < .001; Happy M
=1.22, SD = 56; Sad M = 2.96, SD = 1.37; Angry M = .95, SD = .42; Anxious M = 1.62, SD = .83). Participants in
the Angry condition produced statuses that were rated as significantly more Angry than all others (F (3, 149) = 20.93,
p <.001; Happy M = 1.35, SD = .94; Sad M = 1.44, SD = .94; Angry M = 2.32, SD = 1.35; Anxious M = 1.14, SD =
.83). Finally, participants in the Anxious condition produced statuses that were significantly more Anxious than all
others were (F (3, 149) = 26.56, p < .001; Happy M = 1.26, SD = .76; Sad M = 2.23, SD = 1.18; Angry M = 1.61, SD
= 1.05; Anxious M = 2.60, SD = 1.29).

Facebook Activity

Due to the exploratory nature of the vignettes, a one-way (Happy vs. Sad vs. Angry vs. Anxious) MANOVA
(see Table 2) was performed on the FAS variables. The main effect for experimental condition was significant, F (12,
149) = 4.67 p < .001. Significant univariate main effects were obtained for picture posting, F (3, 149) = 16.64, p <
.001, status posting, F (3, 149) = 3.75, p < .01, and mentioning an emotion, F (3, 149) = 2.77, p <.05. Post hoc tests
identified participants who read the Happy vignette (M = 2.98, SD = 1.08) as more likely to report they would post
pictures than were those who read the sad scenario (M = 2.4, SD = 1.15). Those who read the happy vignette were
also more likely to post pictures than those who read the Angry and Anxious vignettes (M = .77, SD = .09; M = .55,
SD = .09, respectively). Participants who read the Happy vignette (M = 3.15, SD = 1.06) were also more likely to
report a status update than were those who read the Angry and Anxious vignettes (M = 2.47, SD = 1.40; M = 2.25,
SD = 1.23, respectively).

MANOVA on Rated Variables

A one-way (Happy vs. Sad vs. Angry vs. Anxious) MANOVA (see Table 3) was performed on the rated
dimensions Mentions Self, Mentions Others, Mentions Emotions, and Specificity of Status.

The main effect for experimental condition was significant, F (12, 149) = 38.62 p < .001. Significant
univariate main effects were obtained for Mentioning Others, F (3, 149) = 15.39, p < .001, and Specificity of Status, F
(3,149) = 11.08, p < .001. Post hoc tests identified participants who read the Happy (M = .01, SD = .09) and Anxious
(M = .18, SD = .09) vignettes as Mentioning Others less frequently than participants who read the Sad and Angry
vignettes (M = .77, SD = .09; M = .55, SD = .09, respectively).
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Additionally, participants who read the Happy vignette (M = 3.79, SD = .21)wrote statuses that were
significantly more Specific than participants who read the Sad, Angry, and Anxious vignettes (M = 3.01, SD = .22; M
=211, SD = .22, M = 251, SD = .23, respectively), and participants who read the Sad vignette (M = 3.01, SD = .22)
wrote statuses that were significantly more Specific than participants who read the Angry vignette (M = 2.11, SD =
22).

Correlation Analysis

With regard to the Big Five personality characteristics, Agreeableness was significantly correlated with
Mentioning Emotions (r = .19, p < .05). Neuroticism was significantly correlated with Mentioning the Self (r = .20, p
< .05). Openness was significantly correlated with Mentioning Emotions (r = .19, p < .05). Narcissism was
significantly correlated with posting a selfie (r = .16, p < .05), and tagging friends (r = .20, p < .05). Additionally,
Narcissism was significantly correlated with having a status rated as Happy (r = .19, p < .05).

Discussion

The present studies examined Facebook posting style, narcissism, and frequency of individuals’ Facebook
activity after reading a vignette that was happy, sad, angry, or anxious. By examining participants’ responses to the
same hypothetical stimulus, rather than examining the widely varied content on their actual pages, the present study
was able to more directly compare how people with various individual differences are likely to post on Facebook.

For Study 2, we predicted that individuals would be more likely to post on Facebook when they read the
happy scenario as opposed to the sad, angry, or anxious vignette. Secondly, we investigated the relationships among
individual differences as they relate to Facebook activity. The results showed moderate support for our hypothesis.

According to the results of Study 2, individuals were more likely to report that they would share a picture on
Facebook after reading a happy vignette as opposed to the other scenarios. Participants were also more likely to report
they would post an update on Facebook and, in fact, note an emotion in their status, after they read a happy vignette.
These results are consistent with prior research regarding positive emotion on Facebook (Lin, Tov, & Oiu, 2014; Qiu,
Lin, Leung, & Tov, 2012; Choi & Toma, 2014). Participants who read a happy vignette did not respond significantly
differently than did those who read a sad vignette. It is possible that individuals were likely to self-disclose the sad
event because writing about sad or tragic events can be cathartic (Pennebaker, 1997).

There were a number of relationships among personality traits and the content of the Facebook status.
People who are high in openness are likely to be creative and curious. People who are high in agreeableness tend to
get along well with others. In this study, people scoring high in Openness and Agreeableness were more likely to
mention emotions in their status. This is consistent with the finding that people who are more open and agreeable
have more Facebook friends (Chen, 2014), as people who are in touch with and express emotions tend to be attractive
targets for friendship. We also found a number of relationships with Narcissism and participants’ predicted Facebook
activity and status content. People who scored higher in Narcissism were more likely to report that they would post a
selfie and tag friends. These results are consistent with the empirical research on Narcissism and Facebook use, which
indicates that Narcissists post self-promotional content (e.g., Buffardi & Campbell, 2008, Mehdizadeh, 2010; Ong et
al., 2011; Winter et al., 2014). It is possible that the highly emotional stimulus vignettes used in Study 2 allowed for the
observed relationships to be manifested.
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Furthermore, there were differences among the conditions in the content of participants’ statuses.
Participants who read the Happy and Anxious vignettes mentioned others in their statuses less frequently than
participants who read the Sad and Angry vignettes. This finding is consistent with research suggesting that people are
more likely to share positive emotions than negative emotions on social media (Choi & Toma, 2014; Lin et al., 2014,
Qiu et al., 2012). Additionally, this finding could be the result of responding to a sad or angry situation compelling
people to be more focused on the targets of their sadness and anger, rather than themselves.

Several limitations should be noted. The present research utilized a college student sample, so it would be
beneficial to extend our work to other populations. Because the “happy” vignette proposed a vignette in which a
student received an A on an important exam, a student sample, as opposed to other populations, may not have
perceived the vignette as happy as did participants in Study 2. Moreover, since a majority of the data consisted of self-
reported variables, participant biases such as exaggeration and image management may have occurred. Utilizing
trained raters as we did for the ostensible Facebook status updates however, is a step in the right direction toward
analyzing the actual content of Facebook statuses, to determine what people post about, under what conditions.

As social media usage and integration levels continue to rise, it may become increasingly important to
understand when and why people share updates on social media outlets. Some companies have turned to analyzing
social media accounts as a means to assess potential job candidates’ personalities, thus a better understanding of
Facebook activity may lead to improved personality assessment and more accurate information in evaluating potential
employees (Bart, Bechtel, & Autmn, 2012; Karl & Peluchette, 2009). In turn, this may lead to more efficient teams
and increase overall workplace production.

Taken together, these findings enrich the growing body of literature that examines social media and how it
relates to individual differences and emotion. As opposed to only self-report findings, our studies provided more
objective and precise data by coding ostensible status updates. In addition to the interesting correlations revealed,
multiple trained raters confirmed that individuals are indeed more likely to share positive emotion on social media and
highlighted that narcissistic individuals are more likely to mention the self in updates.
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Table 1: Correlations among Study 1 variables

*Correlation is significant at the .05 level

1. 2. 3. 4. 5. 6.
1. Narcissism (NPI) 1.00 -18 -.24* -12 -01 -14
2. Post Pics (FAS) 1.00 68** 01 15 30%*
3. Post Status (FAS) 1.00 13 28** 23*
4. Mentions Self (Status) 1.00 33** A7
5. Mentions Others (Status) 1.00 13
6. Mentions Emotions (Status) 1.00

**Correlation is significant at the .01 level

Table 2: One-way MANOVA for Facebook Activity Variables

Source af F p

Picture posting 3 16.64** .00
Status posting 3 3.75** 01
Mentioning an emotion 3 2.77* .02
Wilks' Lambda 12 4.67** .00

Note. *p<.05. **p <.01.

Table 3: One-way MANOVA for Rated Variables

Source af F p
Mentions self 3 0.73 0.54
Mentioning others 3 15.39** .00
Mentions emotion 3 2.21 .09
Specificity of status 3 11.08** .01
Wilks' Lambda 12 38.62** .00

Note. *p<.05. **p <.01.



