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ABSTRACT 

The aim of the study was to assess the relationship between social media addiction with 

personality and self-esteem. It also compared the level of social media addiction between 

young adults and middle-aged adults and between males and females. The sample consisted 

of 320 participants in the age range of 18-25 and 40-50 years. Social Media Addiction Scale, 

Big Five Inventory (BFI) and Rosenberg Self-Esteem Scale were used. There was a 

significant correlation between social media addiction and the three dimensions of Big Five 

inventory. Low self-esteem was related to higher scores on social media addiction. 

Significantly higher levels of social media addiction were found among young adults 

compared to middle-aged adults. No significant gender differences were found on most of the 

dimensions of social media addiction. Various stakeholders, like academicians, educators, 

and healthcare professionals, can get useful insights into the phenomenon of social media by 

using the findings of the study. 
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“Technology is not good or bad, for it knows no ethics and principles. The problem is not 

technology, nor is it the capitalist tendency. The real disease is human recklessness, which is 

rampant in modern society. Your phone is not ruining your peace, you yourself are doing it 

all.” ― Abhijit Naskar, Mucize Insan: When the World is Family (Naskar, 2021).  

 

he bulletin board system (BBS), which was first used in 1978, was the start of social 

networking. SixDegrees.com was the first meaningful social networking site (SNS) 

created in 1997. SNSs are web-based systems that enable users to create a public or 

semi-public profile within a confined system, identify other users with whom they are 

connected, and then browse and navigate through a list of their connections as well as those 

made by others (Boyd & Ellison, 2007; Madaiah et al., 2016).   

 

The term ‘social media’ refers to “Internet-based tools that are founded on the principles of 

Web 2.0” (Donath & Boyd, 2004). According to Oxford languages dictionary, “Web 2.0 was 

the second stage of development of the internet, characterized by the change from static web 

pages to dynamic or user-generated content and the growth of social media”. There is a 

 
1Associate Professor, Indraprastha College for Women, University of Delhi, Delhi, India 
2Professor, Mata Sundri College for Women, University of Delhi, Delhi, India 
3Research Scholar, Department of Psychology, University of Delhi, Delhi, India 

*Corresponding Author 

Received: February 28, 2025; Revision Received: March 07, 2025; Accepted: March 11, 2025 

T 

mailto:kgauttam@psychology.du.ac.in


Relationship between Social Media Addiction, Personality, and Self-esteem: Unraveling 
Generational Differences 

 

© The International Journal of Indian Psychology, ISSN 2348-5396 (e)| ISSN: 2349-3429 (p) |    1878 

transformation from a passive consumer of content to an active production, collaboration, 

and sharing of content (Hawi & Samaha, 2019; Kuss & Griffiths, 2017; Purnama et al., 

2021). Facebook, Instagram, Twitter, Snapchat, YouTube, blogging sites, social gaming 

platforms and many others are examples of social media platforms. 

 

According to Petrosyan (2024), there are 5.35 billion internet users worldwide. Of these, 

5.04 billion, or 62.3 percent of the world's population, were social media users. India was 

home to 462 million social media users in January 2024, equating to 32.2 percent of the total 

population. More Indians are adopting the digital lifestyle as data packs become more 

affordable and the internet becomes more accessible. India had the highest social media 

accounts per person (11.5) compared to worldwide (8.4).  

 

COVID-19 pandemic led to an unprecedented surge in the use of social media, which has 

long-term consequences for future use as well (Aggarwal et al., 2022). The popularity of 

social media among the masses has generated prolific research in the past two decades (Ali 

et al., 2019; Duggan et al., 2015). Meta-analytical study by Cheng et al. (2021) involving 

34,798 respondents from 32 nations across seven geographical regions revealed that the 

prevalence of social media addiction in collectivist countries (31 percent) was shown to be 

two times higher than in individualist countries (14 percent). Individualist countries' citizens 

tend to see themselves as separate from others, whereas collectivist countries' citizens see 

themselves as vital parts of their social networks (Markus & Kitayama, 2001). Koreans were 

more interested in ‘social support and social interactions,’ while Americans were more 

interested in 'entertainment' (Kim, et al., 2011). These cross-cultural studies revealed 

differences in use, motivations, and online behavior across different cultural contexts. 

 

Different social media sites may have different uses (Kirkaburun et al., 2019). However, 

excessive, problematic, and pathological usage of social media can lead to personal, social, 

vocational, and educational problems (Griffiths et al., 2014; Sahin, 2018). Some of the 

negative aspects include multitasking, reduced real human contact, reduced communication 

skills, reduced learning and research capabilities, reduced command of language due to use 

of abbreviations, jargons, slangs, and reliance on autocorrect, grammar, and spell check 

features, wastage of time, loss of motivation due to dependence on a virtual environment 

instead of gaining practical knowledge from the real world (Milani et al., 2009; Sheldon et 

al., 2021).  

 

In a study on the effect of social networking sites (SNS) on 408 medical college students 

from Bangalore, India, (Madaiah et al., 2016), majority of participants (67.2 percent) 

reported using social media on a daily basis. Chatting was the most popular activity (77.9 

percent), followed by posting images (41.9 percent), 28.4 percent becoming frustrated, and 

23.5 percent experiencing mood changes as a result of using social media. Excessive use of 

social media causes headaches, vision problems, and low academic performance in the 

majority of participants. Other consequences include poor quality of sleep, backache 

(Madaiah et al., 2016), detrimental impact on relationships, and hampered well-being 

(Kaplan, & Haenlein, 2010; Milani et al., 2009). Not being able to access the mobile phones 

and internet causes a panic reaction among children and adults. Moreover, they are not able 

to remain away from the internet for a longer period of time (Purnama et al., 2021). 

 

Andreassen and Pallesen (2014, p. 4054) defined social media addiction as “being overly 

concerned about social network sites (SNSs), to be driven by a strong motivation to log on 
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to or use SNSs, and to devote so much time and effort to SNSs that it impairs other social 

activities, studies/job, interpersonal relationships, and/or psychological health and well-

being.” Social media addiction, problematic social media use, and compulsive social media 

use are sometimes used interchangeably to describe the phenomenon of maladaptive social 

media use (Klobas et al., 2018; Tarafdar et al., 2020). However, "Problematic social media 

use" is a broader term which can include unlawful, unethical, or socially undesirable online 

actions (e.g., cyberstalking, cyberbullying, propagate scams and incorrect information) (Sun 

& Zhang, 2021). 

 

Problematic internet use such as social media addiction (SMA), compulsive shopping, 

compulsive gambling, compulsive theft, compulsive sexual activities, are all 

phenomenologically and neurobiologically similar to substance use disorders (Grant & 

Chamberlain, 2016). Although SMA is not included in the Diagnostic and Statistical Manual 

of Mental Disorders V (DSM-5) (Kirkaburun et al., 2019; Kose & Dogan, 2019), some 

people report an uncontrollable urge to use it and become addicted. Griffiths (2005) 

identified various behaviors as potentially addictive which do not include substance abuse, 

such as internet, gaming, gambling, sex, and exercise. These addictions share components 

like salience, conflict, mood modification, withdrawal, tolerance, and relapse. As a result, 

excessive and compulsive social media use can be classified as a behavioral addiction 

(Andreassen et al., 2013). 

 

Social Media, Personality, and Self-Esteem 

The Big five factor model of personality includes five personality dimensions: extraversion, 

agreeableness, conscientiousness, neuroticism, and openness (McCrae & John, 1992). Most 

of the studies found significant correlations between social media addiction and various 

personality traits. Neuroticism was positively related (Andreassen et al., 2013), and 

agreeableness, conscientiousness, and openness were negatively related (Andreassen et 

al.,2013; Hawi & Samaha, 2019; Kose & Dogan., 2019) with social media addiction. 

Extraversion was either positively correlated (Andreassen et al., 2013) or there was no 

relationship (Tang et al., 2016). However, for emotional stability, negative correlation was 

observed (Hawi & Samaha, 2019; Kircaburun & Griffiths, 2018). 

 

A person's perceptions and feelings about his or her own value and worth are referred to as 

self-esteem, which is a part of self-concept and is characterized as either a generally positive 

or negative attitude toward oneself (Martin-Albo et al., 2007; Rosenberg, 1965). Addiction 

also has a detrimental influence on identity development since addicts frequently compare 

themselves to others unfavorably (Sheldon et al., 2021; Stefanone et al., 2011). Several 

researchers have reported that lower levels of self-esteem were associated with higher levels 

of social media addiction (Andreassen et al., 2017; Błachnio et al., 2016; Kose & Dogan, 

2019). 

 

Gender and Age 

Globally, 46.5 percent users of social media are females and 53.5 percent are males 

(Chaffey, 2024). However, in South Asia, only 27 percent of users of social media were 

female, compared to 73 percent of males. There is a gender imbalance in South Asian 

countries pertaining to internet accessibility. While many variables contribute to the digital 

gender gap, the most convincing causes are economic and sociocultural constraints (Keelery, 

2021). 
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The age groups with the greatest rates of feeling "slightly" addicted to social media are 18 to 

22 years old (40 percent), followed by 23 to 38 years old (37 percent). Research studies 

show that the SMA peaks in young adulthood, it is lower in adolescence as well as middle 

age adults (Abbasi, 2019; Monacis et al., 2017). 

 

Rationale for the Present Study  

Our private moments are being exposed to the world. We also lead two separate lives, one of 

which is the created and embellished representation of our lives that is displayed on social 

media platforms, while the reality may be very different. We are also constantly comparing 

our lives to those of our online friends, and since their lives are more for seeking 

popularity/flaunting than true, we might not live up to their unreasonable ideals. Whether 

they are young adults or middle-aged individuals, social media and social networking sites 

in general have a significant influence on people. SMA and its effects have long been a topic 

of discussion.  

 

Objectives  

• To study the relationship between SMA and personality.   

• To study the relationship between SMA and self-esteem. 

• To compare the level of SMA between young adults and middle-aged adults.  

• To compare the level of SMA between males and females. 

 

Hypotheses  

• There will be a significant relationship between SMA and personality  

• There will be a significant relationship between SMA and self-esteem  

• There will be a significant difference in the level of SMA between young adults and 

middle-aged adults  

• There will be a significant difference in the level of SMA between males and females  

 

METHODOLOGY 

An ex-post facto, cross-sectional and correlational research design was used in the present 

study. Relationship between personality traits and self-esteem with SMA was explored. Age 

and gender were the independent variables and SMA was the dependent variable.  

 

Sample 

The were selected from two different age groups using convenience and purposive sampling. 

Group 1 consisted of people from 18-25 years (M = 20.70, SD = 1.90) and Group 2 

consisted of people from 40-50 15years (M = 45.55, SD = 3.22). An equal number of males 

and females from both the age groups were selected. Participants using social media and 

fluent in English language was the inclusion criteria. Demographic characteristics of the 

participants are given in Table 1.  

 

Table No. 1 Demographic Characteristics of Participants. 
Characteristic n Percent 

Gender   

   Males 160 50.0 

   Females 160 50.0 

Age   

   18-25 years 160 50.0 

   40-50 years 160 50.0 
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Characteristic n Percent 

Education   

   High School 94 29.4 

   Graduates 136 42.5 

   Post-graduates or above 90 28.1 

Occupation   

   Student 134 41.9 

   Homemaker 45 14.1 

   Employed 132 41.2 

   Self-employed 8 2.5 

   Retired 1 0.3 

Annual Family Income   

    Below 5 lakhs 58 18.1 

    Between 5-15 lakhs 176 55.0 

    Above 15 lakhs 86 26.9 

Residence   

   Urban 277 86.6 

   Semi-urban 34 10.6 

   Rural 9 2.8 

Relationship Status   

   Single 122 38.1 

   Married 153 47.8 

   In a relationship 45 14.1 

 

Instruments 

Three measures were used in this study, 

1. Adapted version of Social Media Addiction Scale: Social Media Addiction Scale 

developed by Şahin (2018), is a 5-point Likert type scale that consists of 29 items 

and 4 sub-dimensions - virtual tolerance (people who spend too much time on social 

media and have a desire to be notified of anything immediately), virtual 

communication (people who prefer to use social media platforms to communicate 

with people rather than interacting with them face-to-face), virtual problem (people 

who have a tendency to ignore and procrastinate day-to-day essential tasks and 

functions in order to be active on social media leading to detrimental impact on 

physical and mental health), and virtual information (people who have the desire to 

stay continuously connected on social media in order to stay updated about 

information and events related to work or family/friends or any significant events of 

interest). The scores on the scale range from 29 to 145. The higher scores imply that 

the individual considers themself to be a "social media addict". Internal consistency 

coefficient (Cronbach’s alpha) was found to be .93 for the whole scale and .81 to .86 

for the sub-factors. Test-retest coefficient was found to be .94. Content validity was 

established by 6 experts from various fields. For the present study, in items 15 and 

28, the word ‘homework’ was replaced by ‘work’ as the participants consisted of 

middle aged and young adults. Cronbach alpha for the adapted version was found to 

be .90 by the authors of the present study (n = 320). 

2. Big Five Inventory (BFI): The Big Five Inventory (BFI) by John et al. (1991) is a 

self-report scale that is designed to measure the big five personality traits 

(extraversion, agreeableness, conscientiousness, neuroticism, and openness).  It is a 

5-point Likert type scale that consists of 44 items in total. The five-factor theory is a 

comprehensive measure of personality based on empirical evidence. The mean 



Relationship between Social Media Addiction, Personality, and Self-esteem: Unraveling 
Generational Differences 

 

© The International Journal of Indian Psychology, ISSN 2348-5396 (e)| ISSN: 2349-3429 (p) |    1882 

reliability coefficients for all the extracted factors of BFI was .83. Across all 5 

factors, the mean of the convergent validity correlations across instruments (Trait 

descriptive Adjectives and NEO-FFI) was .75. It is important to note that each of the 

five personality factors represents a range between two extremes. 

3. Rosenberg Self-Esteem Scale: The Rosenberg Self-Esteem scale (Rosenberg, 1965) 

is a 10-item scale that measures global self-worth by measuring both positive and 

negative feelings about the self. The scale is believed to be unidimensional. All items 

are answered using a 4-point Likert scale format, ranging from strongly agree to 

strongly disagree. The score ranges from 0 to 30. Scores between 15 and 25 are 

within normal range; scores below 15 suggest low self-esteem. It presented high 

internal reliability (alpha = .92), coefficient of validity was at least 0.90 (Rosenberg, 

1989).  

 

Procedure 

A Google form was prepared which consisted of five parts. The first part contained a small 

brief about the present study, along with a consent form and selection criteria questions. The 

second part consisted of filling in demographic details. Subsequent parts consisted of 

questions from Big Five Inventory, Social Media Addiction Scale and the Rosenberg Self-

Esteem Questionnaire. Participants were assured of their confidentiality and anonymity of 

their responses. Approximately 450 participants were sent the Google form, of which 332 

filled the survey, yielding 73.8 percent response rate. 12 forms were rejected as they were 

incomplete. Thus, the final sample size for the study was 320.  

 

In order to understand the relationship of SMA with personality and self-esteem, Pearson’s 

correlation between these variables were computed using SPSS version 21. Factorial 

analysis of variance was conducted to compare the level of SMA between the two different 

age groups and genders.  

 

RESULTS 

Table No. 2 Descriptive statistics and correlations for study variables (n = 320). 
Variable  M SD Social Media Addiction 

    VT VC VP VI TS 

Social 

Media 

Addiction 

Virtual Tolerance 14.08 3.93 -     

Virtual 

Communication 

23.53 5.23 .61** -    

Virtual Problem 20.60 5.41 .58** .65** -   

Virtual Information 18.24 4.04 .47** .51** .54** -  

Total Score 76.46 15.33 .79** .86** .87** .75** - 

Personality Extraversion 3.26 0.70 -.06 -.11 -

.15** 

.08 -.09 

Agreeableness 3.84 0.55 -.09 -

.23** 

-

.22** 

-

.15** 

-

.22** 

Conscientiousness 3.60 0.67 -

.25** 

-

.24** 

-

.36** 

-

.15** 

-

.31** 

Neuroticism 2.96 0.78 .23** .25** .27** .12* .27** 

Openness 3.66 0.47  .02 -.02 -.02 .08 .01 

Self-esteem 19.66 4.90 -

.26** 

-

.23** 

-

.31** 

-.05 -

.27** 

  *p<0.05. **p<0.01 
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Table 2 presents mean and standard deviation of all relevant variables. 40 correlation 

coefficients have been provided. Of these, 30 are relevant to the present study, including 

correlation between five personality traits and self-esteem with four dimensions of SMA and 

total score on SMA. 

 

Table No. 3 Factorial analysis of variance to examine age and gender differences in SMA 
Variable M SD df F ratio p 𝜂p2 

Virtual Tolerance 

Age Group 

Young Adults 

Middle-aged Adults 

 

15.08 

13.08 

 

3.91 

3.70 

 

1 

 

22.38 

 

.00 

 

.07 

Sex 

Males 

Females 

 

13.66 

14.49 

 

3.94 

3.88 

 

1 

 

3.89 

 

.05 

 

.01 

Age*Sex   1 4.13 .04 .01 

Virtual Communication 

Age Group 

Young Adults 

Middle-aged Adults 

 

24.15 

22.92 

 

5.06 

5.31 

 

1 

 

4.54 

 

.03 

 

.01 

Sex 

Males 

Females 

 

23.97 

23.10 

 

4.89 

5.23 

 

1 

 

2.26 

 

.13 

 

.01 

Age*Sex   1 3.42 .07 .01 

Virtual Problem 

Age Group 

Young Adults 

Middle-aged Adults 

 

21.72 

19.49 

 

5.57 

5.02 

 

1 

 

14.25 

 

.00 

 

.04 

Sex 

Males 

Females 

 

20.88 

20.33 

 

5.54 

5.28 

 

1 

 

0.85 

 

.36 

 

.00 

Age*Sex   1 2.76 .10 .01 

Virtual Information 

Age Group 

Young Adults 

Middle-aged Adults 

 

18.64 

17.84 

 

4.04 

4.02 

 

1 

 

3.11 

 

.08 

 

.01 

Sex 

Males 

Females 

 

18.61 

17.88 

 

4.27 

3.79 

 

1 

 

2.64 

 

.11 

 

.01 

Age*Sex   1 0.06 .81 .00 

 

Total Score 

Age Group 

Young Adults 

Middle-aged Adults 

 

79.58 

73.33 

 

15.01 

15.06 

 

1 

 

14.02 

 

.00 

 

.04 

Sex 

Males 

Females 

 

77.94 

74.97 

 

15.18 

15.39 

 

1 

 

3.18 

 

.08 

 

.01 

Age*Sex   1 3.26 .07 .01 

 

Table 3 shows the results obtained from factorial analysis of variance. There was a 

significant main effect of age of the participants on the virtual tolerance dimension of SMA, 

F(1, 318) = 22.38 (p < .01), ƞ2
p = .07; on the virtual communication dimension of SMA, 
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F(1, 318) = 4.54 (p < .05), ƞ2
p = .01; and on the virtual problem dimension of SMA, F(1, 

318) = 14.25 (p < .01), ƞ2
p = .04. Likewise, there was a significant effect of age on the total 

score on SMA, F (1, 318) = 14.02 (p < .01), ƞ2
p = .04. However, the main effect of gender 

on SMA was found to be significant only on the virtual tolerance dimension, F(1, 318) = 

3.89 (p < .05), ƞ2
p = .01. There was a significant interaction effect between age and gender 

only on the virtual tolerance dimension, F (1, 318) = 4.13 (p < .05), ƞ2
p = .01. 

 

DISCUSSION 

The present study helps us understand social media addiction (SMA) and its correlates, 

namely, the big five personality traits and self-esteem. Also, it has explored differences in 

SMA across two age groups (young adults and middle-aged adults) and genders (males and 

females). 30 correlation coefficients have been explained in the light of the proposed 

hypotheses. Factorial analysis of variance has been used in order to discuss age and gender 

differences on four dimensions and the total score of SMA.  

 

The first hypothesis that there will be a significant relationship between social media 

addiction and personality showed mixed results. 15 out of 25 correlation coefficients were 

found to be significant. Neuroticism correlated positively with all the four dimensions and 

the total score on SMA. Thus, people with neurotic tendencies, such as anxiety, and 

emotional instability are vulnerable to social media addiction. They may be high on 

impulsiveness, and thus, may not succeed in inhibiting the tendency to use social media 

dysfunctionally. Also, social media might help them to alleviate their anxieties temporarily 

and escape from these uncomfortable feelings while they are online, as explained by self-

escape theory by Baumeister (1990).  

 

Conscientiousness, on the other hand, correlated negatively with all four dimensions and the 

total score on SMA (p < .01). Hence, those who are responsible, organized, and do their 

work systematically are less likely to be addicted to social media. Such people set clear 

deadlines, will segregate their time judiciously by planning their day, thus they are less 

vulnerable to use social media excessively.  

 

Agreeableness correlated negatively with all the four dimensions and the total score on 

SMA. The correlation was significant on three dimensions (virtual communication, virtual 

problem, and virtual information) and the total score on SMA (p < .01). Those who tend to 

be trustworthy, cooperative, polite, and sympathetic, also reported lower levels of SMA. 

Such people are likely to be secure within themselves and may have healthy real-life 

interpersonal relationships. Thus, their need for validation from virtual friends might be low.  

 

No significant correlation was found between extraversion and SMA, except a negative 

correlation with the virtual problem dimension of SMA. People high on extraversion have 

good social skills in real life, seek stimulation from the external environment, and feel 

comfortable interacting with people in person; thus, they may not be vulnerable to SMA as 

explained by Caplan’s Social Skill Model of Problematic Internet Use (Caplan, 2003) and 

Caplan’s Updated Cognitive-Behavioral Model (Caplan, 2010).  

 

There was no significant correlation between openness and SMA. Such people can gratify 

their needs through sources other than social media as they tend to be imaginative, creative, 

and intellectual. 
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Our findings are in line with most of the previous research, positive correlation between 

social media and neuroticism, and negative correlation with agreeableness and 

conscientiousness (Rosales et al., 2021; Shivam et al., 2021; Tekin & Turhan, 2021). 

However, mixed results were reported for extraversion (Rosales et al., 2021; Shivam et al., 

2021; Sumaryanti et al., 2020).   

 

The second hypothesis was that there will be a significant relationship between social 

media addiction and self-esteem. Self-esteem correlated negatively with all the four 

dimensions and the total score on SMA. The correlation was significant on three dimensions 

(virtual tolerance, virtual communication, virtual problem) and the total score on SMA (p < 

.01) indicating that people with low self-esteem are more likely to be addicted to social 

media. People low on self-esteem have negative feelings about their own value and worth. 

People have a tendency to present themselves in a positive light on social media as 

compared to their real life. People with low self-esteem, may either compare themselves 

unfavorably to positive projections of their virtual friends; and also, try to compensate for 

their feelings of low self-esteem by positively projecting their own virtual lives in order to 

deal with their self-esteem issues in real life. People with low self-esteem may prefer to 

engage more in virtual interactions or likely to help them feel safer and in control than face-

to-face interactions to deal with real life social situations, which they may find challenging. 

Uses and gratification theory (Katz et al., 1973) and Needs-Affordances-Features (NAF) 

model of technology use (Karahanna et al., 2018) are relevant here, as people need to 

compensate for their feelings of low self-worth by using social media excessively. Previous 

research has also reported that low self-esteem was correlated with higher SMA (Hawi & 

Samaha, 2019; Kose & Dogan, 2019; Purnama et al., 2021). 

 

The third hypothesis was that there will be a significant difference in the level of social 

media addiction between young adults and middle-aged adults. Table 3 shows that young 

adults were significantly more addicted to social media compared to middle-aged adults on 

three dimensions (virtual tolerance, virtual communication, and virtual problem) and the 

total score of SMA. Youngsters, in comparison to the older generations, gain access to social 

media at a very early age, feeling more comfortable using social media as a means of 

communication, thus making them more susceptible to social media addiction (Ho et al. 

2017; Monacis et al, 2017). Younger people's inability to exercise self-control (Smith, 2018; 

Telzer et al., 2014), the need for "likes" on social media, and low self-esteem (Kose & 

Dogan, 2019) contribute to their need to use social media as a coping mechanism. 

Additionally, middle-aged adults have a stronger sense of responsibility and more developed 

self-control, which might help them regulate their social media usage more effectively. 

Furthermore, middle-aged people may use social media more for practical purposes, 

including keeping in touch with friends and family, than for emotional fulfillment or 

sociability, which lowers their likelihood of addiction. External variables, such as the 

necessity to strike a balance between work-life and family-life may also restrict the time 

available to use social media (Li et al., 2021). 

 

These results can be explained by the Uses and Gratifications Theory (Katz et al., 1973), the 

Incentive-Sensitization Theory of Addiction (Robinson & Berridge, 1993), and the Dual 

System Theory (Evans, 2008; Kahneman, 2011), as young adults seek gratifications, are 

responsive to rewarding stimuli, and have underdeveloped impulse control systems, 

contributing to their vulnerability to addiction as compared to middle-aged adults. Similar 
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results have been found in previous studies (Abbasi, 2019; Ho et al., 2017; Li et al., 2021; 

Monacis et al., 2017) 

 

The fourth hypothesis was that there will be a significant difference in the level of social 

media addiction between males and females. Females scored significantly higher (p = .05) 

than males on the virtual tolerance dimension of SMA. People with high scores on virtual 

tolerance dimension are those who spend too much time on social media and have a desire to 

be notified of anything immediately. Behaviors that force the person into these actions can 

be explained as social media addiction. Females use social media primarily for information 

and interpersonal communication, whereas men use it mostly for entertainment and 

recreation (Noguti et al., 2019). Moreover, women are more likely to be vulnerable to SMA 

as a means of coping with feelings of loneliness due to the unfulfillment of social needs in 

real life (Chae et al., 2018), while men are found to be more addicted to internet gaming 

disorders (Su et al., 2020). Females tend to utilize social media as a tool for engagement and 

value relationships more than males (Fujimori et al., 2015; Kim et al., 2010). Hence, they 

are more vulnerable to social media addiction when it comes to interpersonal relationship 

orientation (Chae et al., 2018). Eagly's (1987) Social Role Theory is relevant here, which 

posits that there are socially defined roles that are expected of people who occupy a specific 

role, which can explain women's inclination towards social media as women are expected to 

reply and comply with the notifications as part of their social roles to maintain interpersonal 

relationships. This could be linked to traditional gender roles emphasizing relational 

caregiving. According to Gilligan (1983), women, compared to men, prioritize caring for 

others and interpersonal relationships. Because of their propensity for connection and 

compassion, women may feel more pressure to reply quickly when they receive 

notifications, which could make them more prone to developing a social media addiction. 

 

On the remaining three dimensions and total score, there were no significant gender 

differences in SMA. Previous research regarding the gender differences in SMA prevalence 

are mixed. Some studies found that females may be more vulnerable than males in 

developing SMA (Andreassen et al., 2017; Monacis et al., 2017; Stanculescu & Griffiths, 

2022), whereas no significant difference was found between males and females in terms of 

prevalences of social media addiction in other studies (Arora et al., 2022; Patel et al., 2021; 

Zam et al., 2022). 

 

The present study provides valuable insights into the relationship between personality traits, 

self-esteem, and social media addiction. However, the study is not without limitations. Its 

cross-sectional nature and self-report measures may introduce bias. Longitudinal studies will 

provide more comprehensive understanding about these relationships. The study's 

generalizability is limited due to its focus on specific age groups and lack of cultural or 

socioeconomic variations. 

 

Implications 

Understanding the relationship between personality traits and SMA can help in the 

development of targeted interventions. Strategies focused on enhancing conscientiousness 

and agreeableness while addressing neurotic tendencies can prove beneficial in the 

prevention and management of SMA. Low self-esteem was associated with high levels of 

SMA; interventions aimed at fostering self-esteem can act as a protective factor against 

SMA. The study also asserts the need to recognize age-related differences, suggesting 

tailored interventions to address their specific concerns.  
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CONCLUSION 

The present study was aimed at understanding social media addiction (SMA) and its 

association with personality traits and self-esteem across two different age groups (young 

and middle-aged adults) and gender. Neuroticism was found to have a positive correlation 

with SMA, while negative correlations were observed with agreeableness and 

conscientiousness. No significant relationship was found with extraversion and openness. 

Self-esteem showed a negative correlation, suggesting that individuals with higher self-

esteem are less likely to succumb to SMA. Age-related differences were found, with young 

adults showing a higher social media addiction compared to middle-aged individuals. 

Females scored higher on the virtual tolerance, but no significant differences were found in 

virtual communication, problem-solving, or escapism. 
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