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The present study examined the relationship between the Big Five and the use of Facebook to fulfill
belonging and self-presentational needs. One hundred and eighty four undergraduates completed a sur-
vey assessing personality and Facebook behaviors and motivations. High agreeableness and neuroticism
were the best predictors of belongingness-related behaviors and motivations. Extraversion was associ-
ated with more frequent use of Facebook to communicate with others. Self-presentational behaviors
and motivations were best predicted by low conscientiousness and high neuroticism. Results suggest that
conscientious individuals are cautious in their online self-presentation. Neuroticism, agreeableness, and
extraversion were positively associated with the tendency to express one’s actual self. Neuroticism was
positively associated with the expression of ideal and hidden self-aspects. The motivation to express
these self-aspects mediated the relationship between neuroticism and self-disclosure.

� 2012 Published by Elsevier Ltd.
1. Introduction cial disconnection (Sheldon, Abad, & Hirsch, 2011), as it enables
The Internet has had a major impact on social life (see Bargh &
McKenna, 2004 for review). In 2010, 61% of American adults used
social networking websites (SNS) (Zickuhr, 2010). Facebook is the
most popular SNS (Jain, 2010) with over one billion users
(Facebook, 2012).

Recently, social scientists have begun studying Facebook,
examining demographic characteristics of users; motivations for
use, self-presentation, and social interactions (see Wilson, Gosling,
& Graham, 2012 for review). Some studies have examined how
personality relates to Facebook use (Amichai-Hamburger &
Vinitzky, 2010; Moore & McElroy, 2012; Ross et al., 2009). Accord-
ing to Nadkarni and Hofmann’s (2012) dual-factor model, Facebook
use is motivated by two needs: belonging and self-presentation.
The current research integrates these approaches, using the
dual-factor model to examine how personality influences motiva-
tions to use Facebook to fulfill these two needs.

2. Belongingness and self-presentation as motivations for
Facebook use

The need to belong is the fundamental drive to form and main-
tain relationships (Baumeister & Leary, 1995) and a major motiva-
tor of Facebook use. Facebook allows users to fulfill belonging
needs through communicating with and learning about others.
Facebook can be an effective method for coping with feelings of so-
Elsevier Ltd.
peer acceptance and relationship development (Yu, Tian, Vogel, &
Kwok, 2010) and boosts self-esteem (Gonzales & Hancock, 2011;
Steinfield, Ellison, & Lampe, 2008).

The second major motivation for Facebook use is self-presentation.
Facebook activities that accomplish self-presentational goals include
posting photographs, profile information, and wall content (Zhao,
Grasmuck, & Martin, 2008). Research has shown that popularity-
seeking users tend to disclose information on Facebook (Christofides,
Muise, & Desmarais, 2009; Utz, Tanis, & Vermeulen, 2012), engage in
strategic self-presentation, and enhance their profiles (Utz et al.,
2012). Nonetheless, profiles generally represent accurate self-
presentation (Back et al., 2010).

The Internet can provide a unique venue for expressing
alternate selves. According to McKenna, Green, and Gleason
(2002), some individuals, particularly those high in social anxiety,
feel able to express hidden self-aspects (characteristics currently
part of the self, but not normally expressed in everyday life) on
the Internet. Possible and ideal selves may also be presented
online, as demonstrated by a content analysis of SNS profiles
(Manago, Graham, Greenfield, & Salimkhan, 2008). This expression
of alternate selves may seem to contradict findings that online
profiles are accurate. However, elements of both actual and possi-
ble selves can be presented via online profiles, and personality may
affect the extent to which these selves are presented.
3. Personality, belonging, self-presentation and Facebook use

The consensus among many researchers is that personality can
be best explained by the Five Factor Model (‘‘Big Five’’) (Funder,
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2000; McCrae & Costa, 1997). The five factor structure has been
replicated cross-culturally, suggesting that it is universal (John &
Srivastava, 1999; McCrae & Costa, 1997). The Big Five traits are
openness, conscientiousness, agreeableness, extraversion, and
neuroticism. Extraversion is characterized by sociability, energy,
and talkativeness. Agreeableness involves warmth, cooperative-
ness, and helpfulness. Openness consists of creativity, intellectual-
ism, and preference for novelty. Conscientiousness is reflected in
discipline, responsibility, and orderliness. Neuroticism is charac-
terized by anxiety, moodiness, and emotional instability.

I will discuss how the Big Five relate to the use of Facebook to
fulfill belonging and self-presentation needs, including expression
of different self-aspects. Two types of belongingness-related behav-
iors: information-seeking (using Facebook to learn about others)
and communication (using Facebook to communicate with others),
and two types of belongingness motives: acceptance-seeking and
connection/caring (connecting with or supporting others) will be
examined. Two types of self-presentational behaviors will be exam-
ined: general self-disclosure (posting information about oneself)
and emotional disclosure. Self-presentational motivations will also
be examined: attention-seeking and presentation of actual, hidden,
and ideal self-aspects.

3.1. Extraversion

Extraversion is related to several belongingness-related con-
structs. Extraverts have more friends, higher quality friendships
(Asendorpf & Wilpers, 1998) and more satisfying romantic relation-
ships than introverts (White, Hendrick, & Hendrick, 2004). Thus, it
is unsurprising that extraversion is associated with greater
Facebook use (Gosling, Augustine, Vazire, Holtzman, & Gaddis,
2011; Wilson, Fornasier, & White, 2010) and more friends
(Amichai-Hamburger & Vinitzky, 2010; Moore & McElroy, 2012;
Ryan & Xenos, 2011). Research shows that extraverts use Facebook
to communicate with others by contacting friends (Correa, Hinsley,
& de Zúñiga, 2010) and commenting on friends’ pages (Gosling
et al., 2011). Surprisingly, introverted individuals are more likely
to report using Facebook to keep up with friends (Moore & McElroy,
2012); however Gosling et al. (2011) found that extraversion was
positively associated with viewing others’ Facebook pages. Thus,
it is unclear how extraversion is related to the use of Facebook to
learn about others, but the current study will test this relationship.

Hypothesis 1: Extraversion will be positively associated with
communication.
Extraversion is related to strategic self-presentation. Extraver-
sion is associated with public self-consciousness (Trapnell &
Campbell, 1999) and self-monitoring (John, Cheek, & Klohnen,
1996). Findings on the relationship between Facebook self-
disclosure and extraversion have been mixed. Bibby (2008) found
that extraversion was associated with greater self-disclosure on
Facebook, while Amichai-Hamburger and Vinitzky (2010) found
that extraverts reveal less personal information in their profiles.
This may be explained by findings showing that although extra-
verts are more likely to replace their profile photograph and post
photographs containing others, they are not more likely to post
photographs of themselves alone, update their profile text,
(Gosling et al., 2011) or post on their walls (Moore & McElroy,
2012). These contradictory findings suggest that focusing on
motivations rather than specific activities may be useful in under-
standing extraverts’ self-presentation. Extraverts are likely to use
the same strategic self-presentational strategies online as they do
offline and should strive to present the same traits they present
in person (regardless of the specific Facebook features used to
accomplish this), but they should be no more likely to self disclose
through Facebook than introverts. Introverts tend to feel more able
to express hidden self-aspects online (Amichai-Hamburger,
Wainapel, & Fox, 2002) as do individuals high in social anxiety
(McKenna et al., 2002), a trait positively correlated with introver-
sion (Trapnell & Campbell, 1999), suggesting that extraversion is
negatively related to displaying hidden qualities on Facebook.

Hypothesis 2: Extraversion will be positively associated with
expression of actual self-aspects and negatively associated with
expression of hidden self-aspects.
3.2. Agreeableness

Agreeable individuals have successful friendships (Asendorpf &
Wilpers, 1998) and romances (White et al., 2004). Because of their
orientation toward others, belongingness motivations should be
important to agreeable individuals and they may choose Facebook
as one way to fulfill those needs. However, despite predicting an
association between agreeableness and Facebook communication,
neither Moore and McElroy (2012), nor Ross et al. (2009) found
evidence for this relationship, but it will be tested in the current
study. In addition to focusing on these behaviors, as past research
has, the current study will also examine motivations.

Hypothesis 3: Agreeableness will be positively associated with
information-seeking, acceptance-seeking and connection/caring.

Agreeable individuals present a more consistent and authentic
version of themselves (Leary & Allen, 2011), and have greater per-
ceived control over their online self-presentation (Sun & Wu,
2011). Thus, they may use Facebook to present actual self traits
and refrain from attention-seeking. Agreeableness has not been asso-
ciated with specific SNS self-presentational behaviors, other than
Amichai-Hamburger and Vinitzky’s (2010) finding that agreeable fe-
males posted more photographs. Therefore, the current study’s focus
on self-presentation motives may provide a useful understanding of
the relationship between agreeableness and Facebook use.

Hypothesis 4: Agreeableness will be positively associated with
expression of actual self-aspects and negatively associated with
attention-seeking.
3.3. Openness

Openness is correlated with greater social media use (Correa
et al., 2010). Research examining Facebook as a means of maintain-
ing connections has found that open individuals report posting
more on others’ walls (Ross et al., 2009; see Moore & McElroy,
2012 for exception) and supplementing real-life interactions by
using Facebook to learn about others and plan activities
(Carpenter, Green, & LaFlam, 2011).

Hypothesis 5: Openness will be positively associated with
communication and information-seeking.

In their online self-presentation, open individuals are more
self-disclosing. They are more likely to blog (Guadagno, Okdie, &
Eno, 2008) and reveal personal information in their Facebook
profiles (Amichai-Hamburger & Vinitzky, 2010).

Hypothesis 6: Openness will be positively associated with
general self-disclosure and emotional disclosure.
3.4. Neuroticism

Neuroticism is associated with several outcomes relating to
belongingness needs. Neurotic individuals are less satisfied with



404 G. Seidman / Personality and Individual Differences 54 (2013) 402–407
romantic partners (White et al., 2004) and more sensitive to rejec-
tion (Downey & Feldman, 1996; Malone, Pillow, & Osman, 2012);
and thus may seek acceptance and social contact through Face-
book. Forest and Wood (2012) found that low esteem, a trait clo-
sely linked to neuroticism (Judge, Erez, Bono, & Thoresen, 2002),
was associated with the belief that Facebook provided opportuni-
ties to connect with others, and to get support and attention under
circumstances they feared would burden others offline.

Hypothesis 7: Neuroticism will be positively associated with
communication, information-seeking, and acceptance-seeking.

Research suggests that neurotic individuals are anxious about
self-presentation. Neuroticism is correlated with social anxiety
and public self-consciousness (Trapnell & Campbell, 1999). Neu-
rotic individuals tend to have large discrepancies between the ac-
tual and ideal self (Watson & Watts, 2001) and present themselves
in ways that differ from their own self-perceptions (Leary & Allen,
2011), suggesting that they may present idealized selves online.
Neuroticism is correlated with both social anxiety (associated with
expressing hidden self-aspects online; McKenna et al., 2002), and
low self esteem, which is associated with the tendency to see Face-
book as a safe place for self-expression (Forest & Wood, 2012).
Thus it is expected that, consistent with Amichai-Hamburger
et al. (2002) findings, neurotic individuals will use Facebook to ex-
press hidden self-aspects. Additionally, because Facebook repre-
sents a safe place, actual self-expression and self-disclosure
should be greater among neurotic individuals. Supporting this no-
tion, research has shown that neurotic individuals are more likely
to blog (Guadagno et al., 2008) and post on their walls (Ross et al.,
2009; see Moore & McElroy, 2012 for exception). Additionally, low
self esteem is related to negative emotional expression in wall
postings (Forest & Wood, 2012); thus it is likely that neurotic indi-
viduals will vent negative emotions via Facebook.

Hypothesis 8: Neuroticism will be positively associated with
general self-disclosure, emotional disclosure and expression of
actual, hidden, and ideal self aspects.
3.5. Conscientiousness

Conscientiousness is positively correlated with the quality and
quantity of interpersonal relationships (Asendorpf & Wilpers,
1998), suggesting that conscientious individuals may use Facebook
to seek and maintain social connections. However, conscientious-
ness is negatively associated with SNS use (Ryan & Xenos, 2011;
Wilson et al., 2010), implying that conscientious individuals are
cautious online and may choose to meet belonging needs offline.

Hypothesis 9: Conscientiousness will be negatively associated
with communication, information-seeking, acceptance-seeking
and connection/caring.

Conscientiousness appears to be related to cautious and
authentic self-presentation. Leary and Allen (2011) found that con-
scientious participants presented themselves in ways consistent
with group norms, congruent with their self-perceptions, and took
on fewer distinct personas. Supporting the notion that conscien-
tious individuals present themselves cautiously online, Moore
and McElroy (2012) found that conscientiousness was associated
with greater regret over inappropriate Facebook posts.

Hypothesis 10: Conscientiousness will be negatively associated
with general self-disclosure, emotional disclosure, attention-
seeking, and expression of hidden and ideal self-aspects.
4. Method

4.1. Participants

Participants were 184 undergraduates (51males, 133 females,
Mage = 19.51, SDage = 1.56), receiving extra credit for participation.
Participants reported using Facebook between 0 and 50 h per week
(M = 8.68, SD = 8.34).
4.2. Materials and procedure

Participants followed an emailed link to an online survey. Partic-
ipants progressed through questions assessing demographic charac-
teristics, Facebook use and motivations (items described below), the
Big Five, and additional items not relevant to the present analysis.
4.2.1. Big Five
Participants completed Saucier’s (1994) brief version of

Goldberg’s Big Five markers. They rated themselves on 40 traits
(eight per Big Five trait), using 5-point Likert scales. The last row
of Table 1 displays descriptive statistics.
4.2.2. Belongingness
In order to assess the extent to which participants used Face-

book to facilitate belongingness, four scales were computed, two
assessing belongingness behaviors (information-seeking and commu-
nication) and two assessing motivations (acceptance-seeking and
connection/caring). Participants rated how frequently they engaged
in a behavior or how often their Facebook activity was inspired by
each motive, using 7-point Likert scales. Information-seeking
(a = .812, M = 5.19, SD = 1.37) consisted of three items: viewing
others’ profiles, viewing others’ photographs, and viewing news
feed. Communication (a = .847, M = 4.39, SD = 1.43) was assessed
by two items: writing on others’ walls and commenting on others’
posts. Acceptance-seeking (a = .777, M = 3.72, SD = 1.68) had two
items: posting to feel included and posting to make others feel clo-
ser to oneself. Connection/caring (a = .729, M = 4.28, SD = 1.50) con-
sisted of three items: posting to feel closer to others, show caring
for others, and support others.
4.2.3. Self-presentation
In order to assess the extent to which participants used Face-

book to facilitate self-presentation, six scales were computed,
two assessing self-presentational behaviors (general self-disclosure
and emotional disclosure), one assessing attention-seeking motiva-
tion, and three assessing the extent to which Facebook was used
to express different self-aspects (actual, hidden, and ideal). Ratings
were made on 7-point Likert scales. General self-disclosure (a = .870,
M = 3.37, SD = 1.29) was assessed by six items: changing status,
updating profile, posting about special events, posting about daily
events, posting photographs of special events, and posting photo-
graphs of daily events. Emotional disclosure (a = .909, M = 2.58,
SD = 1.64) consisted of two items: posting about ‘‘drama in my life’’
and venting frustrations. Attention-seeking (a = .749, M = 2.92,
SD = 1.61) consisted of two items: showing off and getting atten-
tion. To assess expression of the actual self, participants reported
on how frequently they posted status updates, posted photo-
graphs, updated their profile, and generally used Facebook to ex-
press ‘‘who I really am’’ (a = .789, M = 3.96, SD = 1.44). Similar
items assessed expression of the hidden self: ‘‘aspects of myself that
I don’t feel comfortable expressing offline’’ (a = .729, M = 2.31,



Table 1
Regression results predicting belongingness and self-presentation behaviors and motivations.

Predictors B (SE) DR2

Belongingness Criterion variables Extraversion Agreeableness Openness Neuroticism Conscientiousness
Communication 0.26 (.13)* 0.42 (0.16)* 0.06 (0.16) 0.43 (0.17)* �0.08 (.15) .062*

Information-seeking 0.15 (0.12) 0.15 (0.16) �0.21 (0.16) 0.40 (0.17)* 0.16 (0.15) .037
Acceptance-seeking �0.08 (0.17) 0.36 (0.21)� 0.02 (0.21) 0.29 (0.22) �0.73 (0.20)** .091**

Connection/caring �0.09 (0.15) 0.54 (0.19)** �0.02 (0.18) 0.32 (0.19) �0.30 (0.17)� .056�

Self-presentation General self-disclosure 0.20 (0.13) 0.16 (0.16) 0.08 (0.16) 0.28 (0.17)� �0.21 (0.15) .041
Emotional disclosure 0.30 (0.16)� 0.03 (0.21) 0.07 (0.20) 0.57 (0.21)** �0.13 (0.19) .063*

Attention-seeking 0.16 (0.15) �0.56 (0.20)** �0.14 (0.19) 0.16 (0.20) �0.51 (0.18)** .138**

Actual self-presentation 0.31 (0.13)* 0.37 (0.17)* 0.21 (0.17) 0.40 (0.17)* �0.16 (0.16) .075**

Hidden self-presentation 0.07 (0.11) �0.04 (0.14) �0.08 (0.14) 0.32 (0.14)* �0.32 (0.13)* .085**

Ideal self-presentation 0.22 (0.14) 0.08 (0.18) �0.10 (0.18) 0.66 (0.19)** �0.33 (0.17)* .111**

M (SD) 3.35 (0.74) 4.07 (0.66) 3.72 (0.58) 2.58 (0.62) 3.70 (0.66)

DR2 represents DR2 from Step 1 to Step 2.
* p < .05.
** p < .01.
� p < .10.
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SD = 1.23) and ideal self: ‘‘the way I’d ideally like to be’’ (a = .828,
M = 2.82, SD = 1.47).

5. Results and discussion

To test the relationship of the Big Five to belonging and self-presen-
tation, regression analyses were conducted with each of the scales de-
scribed in Section 4 as criterion variables and the Big Five as predictors.
Gender and number of hours per week the participant reported using
Facebook were entered in Step 1 as control variables. The Big Five were
entered in Step 2. For all models, except information-seeking and
emotional disclosure, the Big Five traits together accounted for a sig-
nificant amount of variance beyond the control variables. Table 1
shows regression coefficients and standard errors for each predictor.
To determine if motivations mediated the relationship between per-
sonality and behaviors, mediational analyses were conducted for
any cases in which a trait significantly predicted one or more motiva-
tions and one or more behaviors. Mediational analyses were con-
ducted using the steps recommended by Baron and Kenny (1986)
with a Sobel test to determine significance of the mediation effect.

5.1. Belongingness-oriented behavior and motivations

Contrary to Hypothesis 3, agreeableness was unrelated to infor-
mation-seeking, but was positively correlated with communication,
contradicting past research showing that agreeableness is unre-
lated to Facebook communication. As predicted, agreeable individ-
uals were more likely to use Facebook to seek acceptance and
maintain connection. Additionally, the relationship between agree-
ableness and communication was not mediated by acceptance moti-
vation, but was partially mediated by connection (z = 2.36, p < .05).

Extraversion was associated with communication, consistent
with Bibby (2008), but contrary to Moore and McElroy (2012).
However, the latter examined actual profiles, unlike the present
study. Contrary to predictions and past research, openness was
unrelated to information-seeking and communication. However,
SNS use has become so ubiquitous among college students (Junco,
2012) that it may no longer be related to openness.

Neuroticism was associated with communication and was the
only trait related to information-seeking. These results suggest that
extraverted and agreeable individuals may use Facebook as a way
to actively supplement offline relationships; whereas neurotic
individuals may also use Facebook as a passive way to learn about
others. Contrary to Hypothesis 7, neuroticism was not associated
with acceptance-seeking. Perhaps rejection concerns prevent neu-
rotic individuals from seeking acceptance online. Future research
should examine influences on acceptance-seeking behavior in neu-
rotic individuals.
Contrary to hypotheses, conscientiousness was unrelated to
information-seeking and communication. It is possible that what dif-
ferentiates more conscientious users is the content rather than the
frequency of activity; this issue merits further study. As predicted,
conscientiousness was negatively correlated with acceptance-
seeking and connection.

5.2. Self-presentation-oriented behavior and motivations

Consistent with predictions, extraversion was associated with
actual self-presentation. Surprisingly, extraversion was marginally
positively related to emotional disclosure, an association partially
mediated by actual self-expression (z = 2.17, p < .05). It is possible
that extraverts simply feel more comfortable expressing their feel-
ings to others, especially feelings reflecting their authentic self.
Contrary to Hypothesis 2 and Amichai-Hamburger et al. (2002) re-
sults, extraversion was unrelated to hidden self-expression, perhaps
because Facebook is relatively public and Amichai-Hamburger’s
findings were based on anonymous communication. In accordance
with predictions, agreeableness was positively related to actual
self-presentation and negatively related to attention-seeking. Con-
trary to Hypothesis 6, openness was unrelated to disclosure. Again,
this may be due to the recent prevalence of SNS.

In accordance with Hypothesis 8, neuroticism was positively
associated with general self-disclosure, emotional disclosure, and
presentation of actual, ideal, and hidden self-aspects (consistent with
Amichai-Hamburger et al., 2002). The relationship between
neuroticism and emotional disclosure was partially mediated by
actual (z = 2.09, p < .05), ideal (z = 3.01, p < .01), and hidden
(z = 2.14, p < .05) self-expression. The association between neurot-
icism and general self-disclosure was completely mediated by actual
(z = 2.23, p < .05), ideal (z = 3.12, p < .01), and hidden (z = 2.17,
p < .05) self-expression. This suggests that the relationship
between neuroticism and disclosure of both personal information
and emotions is due largely to self-presentational needs.

In support of Hypothesis 10, conscientiousness was negatively
associated with attention-seeking and hidden and ideal self-
expression, but contrary to this hypothesis, conscientiousness was
unrelated to emotional and general self-disclosure. However,
separate analysis of individual items showed that conscientious-
ness was negatively correlated with posting photographs.

6. Conclusions

The present study examined the relationship between the Big
Five and the use of Facebook to fulfill belonging and self-
presentational needs. High agreeableness and neuroticism were
the best predictors of belongingness. Belongingness motivations
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are strong in agreeable individuals and these results suggest that
Facebook is one tool by which they meet these needs. Neurotic
individuals often have social difficulties; thus Facebook may be a
way for them to meet belongingness needs not sufficiently met off-
line. High neuroticism and low conscientiousness were the best
predictors of self-presentation. Conscientious individuals are cau-
tious in their online self-presentations. Neurotic individuals may
use Facebook as a safe place for self presentation, including hidden
and ideal self-aspects. Mediational analyses suggest that the
opportunity to express these self-aspects motivates the greater
use of Facebook as a tool for personal disclosure.

The current findings show that focusing on motivations for
Facebook use, rather than frequency of specific behaviors, may
aid in understanding the relationship between personality and
Facebook use. In the present study, conscientiousness and agree-
ableness were generally better predictors of motivations than
behaviors. In addition, in many cases, motivations mediated the
relationship between personality and behavior. Past research on
personality and Facebook use has often yielded mixed findings.
In part this may be due to the inherent weaknesses of self-report,
but it may also be due to the limitations of focusing solely on
behavior. Future research should continue to examine motiva-
tional variables and behaviors may need to be assessed in a variety
of ways, including focusing on the specific content of posts, rather
than just the frequency of objective behavioral measures.

A major limitation of this work is reliance on self-report. How-
ever, many of the variables assessed in the present study were sub-
jective. Another limitation of the current research is that the
dependent measures were created for the purpose of this study
and thus their reliability and validity are not well-established.

The present research extends past work on the Big Five and
Facebook by examining their relationship within the simpler theo-
retical framework of belonging and self-presentation proposed by
Nadkarni and Hofmann (2012). This categorization may be espe-
cially useful in understanding how certain traits are linked to Face-
book use. For example, agreeable individuals appear to be more
motivated by belonging than self-presentational needs. Neurotic
individuals, on the other hand, appear to be more motivated by
self-presentational needs, particularly the need to express different
facets of the self. Thus, the current findings support the notion that
these two motivations are important in understanding the rela-
tionship between personality and Facebook use.
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