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Abstract

Background: Many empirical studies indicated that social media use has increased substantially from time to time and it be-
comes an important element of human life. However, social media can become problematic if its use is excessive.

Objective: The purpose of this study was to assess the level of social media addiction, and examine the relationship between
social media addiction and personality traits.

Methods: The study administered standardized and non-standardized questionnaites to 170 employees of Ethiopian Informa-
tion Network Security Agency. Both descriptive and inferential statistics were used to analyze the data.

Results: The findings of the study revealed that the majority of the participants spent 1-2 hours on social media per a day,
and they used social media sites (mainly Face book, using phones as a device) for communication purpose. Social media ad-
diction is found to be related to sex and time spent on social media, but not to age. Personality is another variable related to
social media addiction explaining as much as one-fifth of it. Hierarchical multiple regression analysis revealed that 27.2% of
the variance in social media addiction is explained by both sex and personality traits (openness, conscientiousness, agreeable-
ness, & neuroticism).

Conclusion: This study claimed that personality traits and sex play a vital role in determining the level of social media use.
Addictive use of social media was related to being a woman, having Openness and Neurotic personality traits and lower
Agreeableness. This study provides an empirical contribution to knowledge about the effect of personality traits and individual
differences on social media addiction.

Keywords: Personality Traits; Big Five Inventory; Social Media Addiction.

Introduction
Opver the last few years, the use of social media has become an

The booming in telecommunications made social media an es-
sential part of human daily lives [1]. Social media has become very
popular type of media which have many attributes and features
that provides a lot of services like a way of communicating, tex-
ting, picture sharing, audio and video sharing, quick publishing or
posting,learn and share information instantaneously making the
wotld look like a small village [2]. Social media sites allow peo-
ple to communicate and interact with each other; as a result, the
number of social media users has seen rapid growth over the last
few years across the earth [3]. Social media sites provide platforms
whete users can meet and form online communities. Also, mat-
keting professionals are increasingly using social media to connect
with audiences. As a result, social media sites have become a new
social tool [4].
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increasingly popular leisure activity in many countries across the
world [2]. Given their social-oriented characteristics, social media
sites provide their users with an enjoyable interaction experiences.
However, despite these benefits,social media has brought about
detrimental side effects to society and these experiences may en-
courage users to uses these platforms extensively and hence re-
sults in addictive use behaviors. That the nature of social media
is easy, entertaining and cost effective encourages individuals to
stay long in it.

Even though there are billions of users on social media every day,
the time every user spends on and the levels of dependency vary.
The level of dependency refers to the extent to which people
have been emotionally connected to social media and the extent
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to which social media has integrated into people’s daily activities
[5]. The extent of using social media and its dependency might be
related to different factors including personality of people.

Personality is a stable psychological characteristic that predicts
a wide range of attitudes and behaviors. The five-factor model
of personality is one of the most influential personality theories
which differentiate individual differences in five main dimensions:
Neuroticism, Extraversion, Openness to experience, Agreeable-
ness and Conscientiousness [6].

Different studies showed that there were associations between
types of personality and social media usage [9, 12-16]. Although
research findings identify a connection between increased social
media use in the young adult population and individuals’ personal
characteristics in the same population, it is unclear how social
media use may be associated with users personality traits. Never-
theless, there was some evidence of that differences in individu-
als” personality traits determine their online behaviors. Previous
studies found out excessive social media use positively associated
with Extraversion and negatively associated with Conscientious-
ness [9]. Addiction, on the other hand, was found to be related
positively to Neuroticism and Extraversion, and negatively to
Conscientiousness [10]. Other studies found that addictive use
of social media positively correlated with all Big five personality
traits: openness to experience, agreeableness, Neuroticism, Extra-
version and Conscientiousness [4, 11].

Taking the above points as an introduction, let us look into what
the major concepts described above. These are social media and
its usage, and personality trait and its relationship to use of social
media.

Social Media

Social media first emerged in 1997 with SixDegrees.com being the
first, and the top five most popular ssocial media sites are Face-
book, LinkedIn, Pinterest, Twitter, and Instagram [8].

Statistics of social media by Digital in 2018 Global Overviewindi-
cated thatthere are 3.196 billion active social media users around
the world, which means that almost half of the wotld's popula-
tion spends at least part of their day updating their status or story
[18].

Personality Traits: Big Five Model of Personality

The history of the science of personality traits is contained most-
ly within the twentieth century: the emergence of competing and
complementary approaches to personality; the survival of trait
and cognitive-behavioural approaches as the viable scientific ways
to study personality; the growth of many apparently disparate
trait systems, with respect to both the number and nature of traits
they contained; and the eventual converging consensus around a
relatively small number of broad personality domains [22].

Researchers of Psychology have developed a framework called
the Big Five-Factor Model [0, 7|, which structures most of the
current studies of personality [23]. An influential model from the
last two decades of the twentieth century to date is the five fac-
tor model. This system which includes five broad traits that can
be remembered with the actonym OCEAN: Openness, Consci-
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entiousness, Extraversion, Agreeableness, and Neuroticism. Each
of the major traits in the Big Five can be divided into facets to
give a more fine-grained analysis of someone's personality.

The five-factor model of personality (FFM) is a set of five broad
trait dimensions ot domains, often referred to as the “OCEAN”
for the big five acronym or “Big Five”: Extraversion, Agreeable-
ness, Conscientiousness, Neuroticism (sometimes named by its
polar opposite, Emotional Stability), and Openness to Experience
(sometimes named Intellect). Highly extraverted individuals are
assertive and sociable, rather than quiet and reserved. Agreeable
individuals are cooperative and polite, rather than antagonistic
and rude. Conscientious individuals are task-focused and ordetly,
rather than distractible and disorganized. Neurotic individuals are
prone to experiencing negative emotions, such as anxiety, depres-
sion, and irritation, rather than being emotionally resilient. Finally,
highly open individuals have a broad rather than narrow range of
interests, are sensitive rather than indifferent to art and beauty,
and prefer novelty to routine |7].

The Big Five/FFM was developed to represent as much of the
variability in individuals’ personalities as possible, using only
a small set of trait dimensions. Many personality psychologists
agree that its five domains capture the most important, basic in-
dividual differences in personality traits and that many alternative
trait models can be conceptualized in terms of the Big Five/FFM
structure. Each factor has also its own several “sub traits” [6].

Addictive Use of Social Media and Users’Demographics

Studies on social media indicated that there was a sex and age vari-
ation in usage and attitudes of social media. A study finding [13]
suggested that both boys and gitls equally prefer to join online
activities.On the contrary another study [11] founded that women
were four to five times more likely to use social networking sites
than men.Similarly, research has more consistently shown that ad-
dictive use of social media is more prevalent among women than
men [9, 10], and it has been suggested that women are more in-
clined to develop addictive behaviours towards activities involving
social interaction |10, 2]. Furthermore, studies also report higher
scores on social media addiction scales in younger compared to
older people [31, 2|. This has good face validity as these online
platforms play a crucial role in the leisure and social lives of ado-
lescents and young adults [30]. A study finding [29] showed that a
significant difference in the mean frequency use of social media
within a week based on age categories: [F (2, 297) = 59.485, P <
.05]; and overall significant difference among each age categories,
especially the 19 to 2lyears old students frequently visited SM
sites within a week than the other age categories. Young people
have quickly become accustomed to being constantly “online”,
and appear to adapt to new technologies faster than their older
counterparts [9]. A study [32] indicated that a significant differ-
ence between age and the use of SNS which showed the time
spent on SNS decreased as the age of the respondent increased.

Social Media Usage and Personality traits

Many empirical studies indicate that social media use has in-
creased substantially over the last few years. Previous studies have
empirically investigated the relationship between personality traits
and user’s social media usage or addiction by applying five-factor
model of personality which categorizes five dimensions: Extra-
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version, Agreeableness, Conscientiousness, Neuroticism and
Openness to experience |3, 4, 11, 13]. Yao (2015) examined the
relationship between personality and Facebook usage. The study
was conducted on 39 college students aged between 19 to 24
years, Results showed that Facebook addiction had negative cor-
relation with Neuroticism, Conscientiousness, Extraversion and
Agreeableness; and positively correlate with Openness [3]. Nihan
and Burcu (2013) also investigated the relationship between so-
cial media and users’ personality among 503 university students
aged between 18 and 25 years. The researchers employed quan-
titative research design and used a questionnaire comprising the
five-factor model of personality. The results of the study found
that personality traits of conscientiousness and openness to expe-
rience, and demographic variables of education and income level
are significant predictors of social media use. The relationships
with the other factors examined were not significant [4]. Wilson
et al,, (2010) conducted a study on 201 students in an Australian
university, (of those, 76% wete female and 24 % were males, with
a mean age was 19 years) to examine personality factors via the
short version of the NEO Personality Inventory, time spent on
using Social networking sits, and an Addictive Tendencies Scale
[9]. The results of a multiple regression analysis revealed that high
extraversion and low conscientiousness scores significantly pre-
dicted both addictive tendencies and the time spent using SNPs.
The researcher pointed out the relationship between extraversion
and addictive tendencies could be explained by the fact that us-
ing social network sits satisfies the extraverts’ need to socialize.
Andreassen et al. (2013) suggested that Facebook Addiction have
positive relation with various personality traits (e.g,, neuroticism,
extraversion), and negatively related to others (e.g,, conscientious-
ness). High scores on the new scale were also associated with go-
ing to bed very late and getting up very late [10].

Hwang (2016) examined the influence of personality traits on
Facebook addiction among college students. Results from a sur-
vey of 235 college students revealed that extraversion and neu-
roticism positively predicted Facebook usage. The researcher em-
ployed quantitative research design and instruments of Big Five
inventory and Facebook Addiction scale were used. To investigate
the effects of personality traits on SNS addiction, the researcher
employed regression analysis [24]. Rabaai et al. (2015) examined
the relationship between personality traits and social network
platforms (SNPs) addiction [11]. Data was collected from 434
university students. The researchers adapted Young’s (1996) In-
ternet Addiction Test and Big Five Inventory (44 item) to measure
social network platforms (SNPs) addiction and personality traits
respectively.

Social Media Addiction and Neuroticism

Amichai-Hamburger et al., (2010) indicated that social media
addictive tendencies have been positively related to neuroticism
[1]. It is assumed that SMS may be a way of secking support for
people in high neuroticism. Yao (2015) suggested that there was
a significant correlation between neuroticism and social media
addiction [3]. Mark and Ganzach (2014) argued that neuroticism
should be positively related to general Internet use [26]. Addictive
tendencies have been positively related to neuroticism [13]. It is
assumed that social media may be a way of secking support for
people in high neuroticism.

In addition, people with high scores on neuroticism have taken
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more time for social connection in their SNS communication
compared to face-to-face interaction [23]. Amiel and Sargent
(2004) found people high in neuroticism enjoy their time on the
social media and spend more time on it [14]. Moreover, Wehtli
(2008) argue that people high in neuroticism had greater instant
messaging use [15]. That is, people with higher levels of neuroti-
cism are more likely to suffer from social networking addiction.
Andreassen et al. (2013) argued that neuroticism may be a general
vulnerability factor for the development of psychopathology [10].
The authors also suggested that behavioral addictions may reflect
a preference to do something alone to avoid feeling anxious. Wil-
son et al. (2009) generated a different result and found a negative
relationship between levels of the social media usage and neuroti-
cism [9].

Social Media Addiction and Conscientiousness

Wehtli (2008) reported that there was a significant negative cot-
relation between conscientiousness and social media use [15].
Landers and Lounsbury (2014) alsoindicated that low conscien-
tiousness scores significantly predicted both addictive tendencies
and the time spent using social media [12]. People who score low
on conscientiousness tend to use the Internet more frequently
than those who score high on this personality trait [9]. The same
finding was also suggested by [13] who concluded that conscien-
tiousness is negatively associated with the social media use. Be-
cause of characteristics of conscientiousnesspeople who are high
in this personality tend to be cautious of being online, which in
turn, drives them to meet friends offline [16]. In addition, low
conscientiousness scores significantly predicted addictive behav-
iors [13]. People who score low on conscientiousness are assumed
to use SNS as a means of procrastinating [23]. People who are
high in conscientiousness have fewer online friends than those
people who are low in conscientiousness. Conscientious individu-
als will refrain from high investments in social media profiles;
they will stick to their main goals and try to avoid such sources
of distraction. People, who are low in conscientiousness, spend
more time on the social media because they are inefficient and
disorganized.

Social Media Addiction and Agreeableness

Yao (2015) showed that non-significant negative correlation be-
tween agreeableness and Facebook addiction: r (39) = -0.043,
p>.05 [3]. Other studies also found no association between agree-
ableness and social media usage [27]. However, Golbeck et al.
(2011) indicated that agreeable individuals have successful friend-
ships [16]. It can be inferred that agreeable people are satisfied
with their interpersonal communication in the real life so that they
do not necessarily need to seek friendship in the virtual world.
while people who are low in agreeableness possess characteristics
like pessimistic and has a negative view of human nature, suspi-
cious and paranoid, puts their own interest before others, and un-
sympathetic tend to be fond of spending more time online where
it requires less agreeable behaviours [12].

Social Media Addiction and Openness

Yao (2015) indicated that the personality trait of Openness and
Facebook dependency was positively correlated £(39)= 0.185 [3].
Mark and Ganzach (2014) argued that Openness positively related
to general Internet use [26]. Evidence also suggests people who

Maylaf Hiruy Alemayehu, Tamirie Andualem Adal. The Relationship between Personality Trait and Social Media Addiction. Inz ] Behav Res Psychol. 2020;8(2):261-270

263




OPEN ACCESS

are open to new experiences are heavier users of social media
[27]. Wehtli (2008) suggested that people who are high in this
personality trait tend to explore, to experience, and to keep pace
with new social networking technologies [15]. It implies that peo-
ple who are high in openness to experience ate associated with
high usage of social media. Wehtli (2008) also suggested that the
Openness dimension measures the propensity of individuals to
display imagination, curiosity, originality and open-mindedness.
Low openness scores indicate people who are practical, tradition-
al and down-to-earth [15]. In the context of social media it is ex-
pected that individuals with high scores on openness to be more
likely to try, to use and to keep up with new social networking
platforms. For instance, high openness to experience is reflected
in curiosity and novelty-seeking; low levels are evident in prefer-
ences for adhering to convention and established patterns [6].

Social Media Addiction and Extraversion

Mark and Ganzach (2014) argued that extroversion was positively
related to general Internet use [20]. Further, Gosling et al. (2003)
claimed that extraversion was positively related to social media us-
age [28]. Ross et al., (2009) also found extraversion was positively
related to belonging to social media groups, but there was no as-
sociation with how they communicated on the site [27]. Wilson et
al. (2010) indicated that high extraversion scores significantly pre-
dicted both addictive tendencies and the time spent using social
media. The study reported extraverted individuals to have higher
level of social networking use [9]. Some previous studies insisted
that extraversion was positively related to Internet use in general.
With respect to SMS, similar findings have been reported; peo-
ple in high extraversion use SMS more excessively. It is explained
that extraverts use SMS for social purposes, while introvert use
it for social compensation. Nonetheless, each of them appears
to be related to excessive use of SMS |2|. Hughes et al. (2012)
suggested in his study that non-significant correlations observed
between Facebook Addiction and Extraversion [5]. People who
tend to be mote anxious, lonely, and introverted used the Internet
to compensate their real-world isolation in these eatly studies of
Internet use [1].

The current study is intended to examine the correlation be-
tween personality traits and social media addiction. In line with
the above empirical studies the researchers employed quantitative
research design and the study used university graduate new em-
ployees as samples. Instruments of [6] Big Five personality Inven-
tory 44 items version and Young’s (1996) Internet Addiction Test
consists of 20 items adapted and used to assess employees level
of social media addiction and personality types respectively. The
reliability and convergent validity of these instruments were high
in the previous studies [3, 5, 6].

Social Media in Ethiopia

Ethiopia started to use basic Internet technology, i.e. storage and
e-mail services, in 1993 with the support of the UN Economic
Commission for Africa [19]. The daily connection was made via
direct dial calls to Green Net’s Internet gateway in London. The
service was mainly used by international organizations and Non-
Governmental Organizations; however, some academics, individ-
uals, and private companies also took advantage, as there was no
other service available. During this initial phase it was estimated
that up to 1200 people were using the service at its peak [19].
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The state owned Ethio-Telecom provides internet service for the
country since 1997.Internet services were limited to dial-up ac-
cess and local website hosting and development [19]. A baseline
study on the ICT penetration and usage in Ethiopia, which was
conducted in 2002, shows that organizations mainly used Internet
technology for e-mail at the time when Internet was first intro-
duced in Ethiopia. The data from internet World state website
clearly shows that there is a significant increase in a number of
internet users within last 10 years. Within the last five years the
change is reasonably dramatic even if the population penetration
rate is low. Recently in Ethiopia, Internet, mainly social media is
the main parts of political, social and economic spheres of life
[20]. Social media is a base for the emergence of vatious social
media to support the changing perspective of the life of soci-
ety. Recently, in Ethiopia there are 16,437,811 Internet users, and
4,500,000 active Facebook users with 4.3% penetration rate (In-
ternet world stats, 2018). Out of total social media users in the
country; 70.66% use Facebook, 11.86% use Pinterest, 11.44% use
Youtube, 3.79% use Twitter, and 0.77% use Google+, 0.43% use
LinkedIn [21].

In Ethiopia, the number of internet and social media users is in-
creasing due to globalization [17]. Although this has quickly be-
come as a result of globalization and modernization; concerns
have been raised regarding the potential addictive use of social
media.

In developed countries the issue of differences in individuals’
personality traits and users’ social media addiction apprehends re-
searchers’ attention, but in developing countries like Ethiopia, it
is unexplored area and if the area is left unstudied to the future,
the problem of social media addiction in the country would get
worse. As a result, to the best of our knowledgethis study was
conducted with the hope to understand and investigate whether
personality traits considered as a significant variable in determin-
ing users’ social media addiction, in joining social media sites and
its relationship with social media addiction in Ethiopia context.

Research Questions

In order to fill the gaps mentioned above and to expand previous
researches in Ethiopian context the researchers intended to con-
duct this study. This study aimed to examine the relationship be-
tween personality traits, social media addiction and demographic
characteristics among a employees of Information Network Ser-
vice Agency in Ethiopia.

This study, therefore, is directed to answer the following research
questions:

1. What are purposes of employees’ use of social media?

2. To what extent do employees’ use social media?

3. What is the relationship between personality trait and social
media addiction?

4. Is there a statistically significant difference on social media ad-
diction across employees’ demographic characteristics (age and
sex)?

Method

This section includes participants and their sampling, variables
and their measurement, and the analysis method of the study.
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Participants

The target population of the study was employees of Informa-
tion Network Security Agency new, who graduated and was di-
rectly recruited from different higher education institutions of
Ethiopia in 2016/17 academic year. The total number of new
recruited employee of the organization in the year 2017 was 320
(213 males and 107 females). Majority of the organization em-
ployees ate youth (in 20s) who have joined the organization im-
mediately after their graduation.

For this study a total of 170 respondents was taken (52.4% males
(N=89) and 47.6% females, N=81). The respondents’ ages ranged
from 18 to 30 years old. The age range is divided into four catego-
ries which are 18-21, 22-25, 26-30, and above 30 years. The ma-
jority of the participants, 64.1.5% (N= 109) are between 22-25
age category. Almost 22% (N=37) of them are between 26-30
age range, 11% (N=18) between 18-21 age range, and 4% (IN=0)
were above 30 age category. In terms of their education back-
ground, 53.5% (N=91) were from social science field of studies,
and 46.5% (N=79) were from natural science field of studies.

Instruments

The researchers used self-report questionnaires as an instrument
to collect data from the sample respondents.

The scales for measuring social media addiction and personality
traits were adopted by the researchers from previous researches
and standardized tests [0, 25].

Big Five Factor Model

The researchers used Big Five model of personality (also known
as the Five Factor Model) in order to investigate participants’
personality traits. The researcher used 44-item Big Five Inven-
tory (BFI) instrument [8]. The instrument included 10 items for
Openness to experience, 9 for Conscientiousness, 8 for Extra-
version, 9 for Agreeableness, and 8 for Neuroticism. The survey
items was rated on five point Likert scales ranging from “strongly
agree” to “strongly disagree” to describe their personality. BFI
was scored by adding the answers to a series of eight to ten ap-
propriate questions. Some of the BFI scores were reversed before
calculating total scores for each of the measured scale.

Three items from each of Neuroticism and Extraversion, two
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items from Openness, four items from each of Agreeableness
and Conscientiousness wete reverse scored.

Social Media Addiction Scale

Social Media Addiction Scale [25] is a 20-item survey with six-
point scale that range from Never to Always. In order to deter-
mine the level of social media addiction, and relate it to person-
ality, the researchers validated the instrument of Social Media
Addiction Scale using confirmatory factor analysis (as presented
below).

The instrument measuring social media addiction was assessed
for its confirmatory factor analysis (using AMOS 23) on the 170
participants indicated above. As presented in the figure above, the
instrument’s original uni-dimensionality was confirmed (y*/df =
1.52; GFI = .88; CFI = .91, RMSEA = .00).

A total of Social Media Addiction score was calculated with the
sum of 20 items making the range of the total score from 0 to
100.Total scores that range from 0 to 30 points are considered to
reflect a Normal level of social media usage; scores of 31 to 49
indicate the presence of a Moderate level of social media addic-
tion; 50 to 79 reflect the presence of a High level; and scores of
80 to 100 indicate very high or a Severe level dependence upon
the social media.

The Reliability of the Instruments

The reliability (Cronbach’s alpha) of the instruments (social me-
dia addiction and personality traits) was tested two times.One was
made on a pilot sample of 40 and the coefficients were varying
from 0.77 for Neuroticism, to 0.81 for Conscientiousness, and to
0.90 for Social Media Addiction. The reliability presented below
is a result of the second and final sample.

As presented above the reliability for the final study was made on
170 participants and the reliability ranges from 0.79 (Agtreeable-
ness) to 0.82 (Openness to experience) to 0.91 (Social Media Ad-
diction. These coefficients are more than the minimum standard
(suggested by Nunnally & Bernstein, 1994) [33].

Data Analysis Techniques

To analyse the data collected through data collection instruments
the researchers used both descriptive and inferential statistics.

Figure 1. Confirmatory Factor Analysis of Social Media Addiction.

Table 1. Cronbach alpha ReliabilityTest Result.

Reliability Statistics
Variables Tool Number | Cronbach «
Name of Items N=170
Openness to experience BFI 10 0.819
Conscientiousness BFI 9 0.811
Extraversion BFI 8 0.813
Agreeableness BFI 9 0.789
Neuroticism BFI 8 0.804
Social Media Addiction SMAS 20 0.913

Note: * “BFI”: Big Five Inventory; “SMAS”: Social Media Addiction Scale.
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Descriptive statistics such as frequency, cross tabulation and per-
centagewere employed to analyze the socio-demographic char-
acteristics and other basic information of respondents. Second,
inferential statistics, like Independent sample t-test was employed
to test sex difference on social media addiction. One way ANO-
VA was applied to examine differences in social media addiction
across employees’ age categories. Multiple regression analysis was
carried out in order to see the relationship of personality traits
and sex on social media addiction scores. The necessary assump-
tions of the statistical test such as linearity, normality, and homo-
geneity of variance were assessed and found it to be tenable.

Regarding the scoring of the data, the demographic vatiable, sex
was coded 1 for male and 2 for female, whilst age was grouped
into four groups, 18-21, 22-25, 26-30, and above 30.

The researchers analysed the data using Statistical Package for So-
cial Sciences (IBM SPPS Version 20) and AMOS 23.
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Ethical Consideration

The researchers considered ethical issues in data collection and
data management. Informed consent and confidentiality were
some of the ethical considerations observed in the study.

Results

This section of the study describes the data that are in line with
the research questions raised in this research. The purposes and
extent of social media usage, the relationship of social media us-
age with demographic variables and personality traits are present-
ed sequentially.

Extent and Purpose of Social Media Usage
As described in the table below, over three fourth of the respond-

ents (77%) reported that they use social media from one to four
hours a day.

Table 2. The Extent and Purpose of Employees’ Social Media Usage; Types of Social Media Sites and Devices Used by

Employees.
Categories Frequency Percent
Less than 1 hour 17 10
1-2 hours 91 53.5
Time spent on 3-4 hours 40 23.5
social media 5-6 hours 20 11.8
7 and above hours 2 1.2
Total 170 100
. . . Responses
Purpose of using social media Percent of Cases
Frequency | Percent
To communicate with friends, families and relatives 131 24.30% 77.10%
To share, post, and look images and video 53 9.90% 31.20%
To gain new information 121 22.50% 71.20%
To gain academic knowledge 114 21.20% 67.10%
To share personal beliefs and other helpful ideas 39 7.20% 22.90%
For entertainment 78 14.50% 45.90%
Others 2 0.40% 1.20%
Total 538 100.00% 316.50%
Facebook 158 23.40% 92.90%
Viber 88 13.00% 51.80%
Whatsapp 60 8.90% 35.30%
Twitter 39 5.80% 22.90%
Youtube 116 17.20% 68.20%
Types of social media sites Imo 44 6.50% 25.90%
Telegram 84 12.40% 49.40%
Instagram 42 6.20% 24.70%
LinkedIn 33 4.90% 19.40%
Others 12 1.80% 7.10%
Total 676 100.00% 397.60%
Laptop computer 58 23.40% 34.30%
Phone 143 57.70% 84.60%
Types of device Desktop computers 41 16.50% 24.30%
Palmtop Computers 6 2.40% 3.60%
Total 248 100.00% 146.70%
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Looking into the data in detail, from among a total of 170 re-
spondents, a high percentage of participants (53.5%, N= 91)
spent their time on social media for 1-2 hours. The above table
also shows that 23.5% (N=40) of employees use social media for
3-4 hours per day. The remaining twenty three percent of the
participants spend less than one hour (10%) and over five hours
(13%) of their time in social media.

Regarding the purpose of using social media, respondents were
asked to indicate one or more of the purposes of using social
media usage. The majority of participants (77.1%) reported to
have used to communicate with their friends, families and rela-
tives. Another purpose reported by many participants is searching
of new information and gaining academic knowledge (71% and
67%, respectively).

Together with the purpose and frequency of social media usage,
respondents were asked to select one or more media cites and de-
vices they used.The most frequently visited social media site was
Facebook, frequented by almost 93%. The next highly used media
cites are YouTube (frequented by almost 68%), Viber (frequented
by almost 52%), & telegram (frequented by almost 49%).

In line with the type of device that the respondents used, majority
of participants 84.6% (N=143) accessed social media sites using
mobile devices (phones). 34.3% (58) of respondents used laptop
computers. 24.3% (41) of respondents used desktop computer
and 3.6% (6) of respondents used palmtop computer.

Differences in Social Media Addiction across Employees
Demographic Variables

The role of the demographic variables in social media addiction
is important before explaining it in terms of personality traits.
Social media addiction in relation to sex and age are presented in
order below.

Differences in Social Media Addiction across Sex Groups

The Independent sample t-test [t, . = -3.385, p< .05, 95% CI=
[-14.731,-3.878] revealed that there is statistically significant dif-
ference between males and females on social media addiction.
The average level of social media addiction was significantly high-
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er among females (almost 53) than among males (almost 44). This
means that females use the social media more than males.

Differences in Social Media Addiction across Employees’

Age Groups

As one way ANOVA, computed above, shows social media addic-
tion is not related to [F , | = 0.332, p=.802, #2=.006] employees’
age which means that social media addiction does not vary across
the four age groups [18-21 (M =44.61, SD = 17.942), 22-25 (M
=47.99, SD = 18.321), 26-30 (M =49.14, SD = 19.829), >30 (M
=51.83, SD = 15.943)].

The Relationship between Personality Traits and Social Me-
dia Addiction

The main interest of this study was investigating the relationship
between personality traits and social media addiction. Pearson'‘s
product moment correlation (Bivariate correlations) was utilized
to test the correlation between Social media addiction and the five
personality traits.

As seen in the table above (the last row), the result of Pearson
product momentum correlation revealed that Social media addic-

tion has a statistically significant correlation with Openness [r,.,
= 0.249, P=.001], Conscientousness [r,, = -0.206, P=.007],
Agreeableness [t = -0.258, P=.001], and Neuroticism [r, ., =
0.329, P<.001], but not significantly related with Extraversion

[r(m) =-0.128, P=.097]. From among the significant correlations,
the two are positive (with higher values in openness and neuroti-
cism goes with higher level of social media addiction) and the
other two are negative (with higher values in conscientiousness
and agreeableness goes with lower level of social media addic-

tion).

The researcher also used Pearson‘s product moment cortelation
in order to test the inter correlation between the five personality
traits. The result of Pearson‘s product moment correlation coef-
ficient revealed that there was a statistically significant relation-
ship between Openness and Neuroticism [r,_ = 0.214, P=.005],
Openness and Agreeableness [t = 0.270, P<.001], Conscien-
= 0.223, p = .003], Conscien-
= 0.271, p<.001], Extraversion

tiousness and Extraversion [ 170,

tiousness and Agreeableness [rmo)

Table 3. Independent Sample t-test for Sex Difference on Social Media Addiction.

N Mean SD df t P
Male 89 43.58 16.98 168 -3.39 0.001
SMA
Female 81 52.89 18.85

Table 4. One-way ANOVA of Employees’ Age Difference on Social Media Addiction.

Descriptive Statistics Inferential Statistics
Age groups | Mean SD Group ) Df MS F Sig
18-21 44.61 17.942 Between | 342.521 3 114.174 0.332 0.802
22-25 47.99 18.321 Within | 57150.426 166 344.28
26-30 49.14 19.829 Total 57492.947 169
above 30 51.83 15.943
Total 48.02 18.444
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Table 5. Pearson‘s Product Moment Cortelation of Personality Traits and Social Media Addiction.

https://scidoc.org/IJBRP.php

Mean SD Open- [ Conscien- | Extraver- [ Agreea- | Neuroti-
ness tiousness sion bleness cism
Openness 34.81 5.44

Conscientiousness 29.66 4.32 0.017

Extraversion 25.83 3.97 0.067 0.223*

Agreeableness 31.16 449 0.270%* 0.271** 0.169*

Neuroticism 24.02 4.25 0.214** -0.109 -0.065 -0.022

Social Media Ad- 48.02 18.44 0.249%* -0.206** -0.128 -0.258** 0.329%*
diction

*p<.01 (two tailed) ** p<.05 (two tailed).

Table 6. Summery of Hierarchical Multiple Regression of Social Media Addiction on Sex and Personality Traits.

Model R [ RSquare | Adjusted Change Statistics
R Square | R Square Change | F Change | dfl | df2 | Sig. F Change
253a|  0.064 0.058 0.064 11.46 1 168 0.001
2 | .521b| 0272 0.245 0.208 9.302 5 163 0

a. Predictors: (Constant), Sex

b. Predictors: (Constant), Sex, Extraversion, Agreeableness, Neuroticism, Conscientiousness, Openness to experience.

Table 7. Hierarchical Multiple Regression Analysis on Social Media Addiction, Demographic Variables and Personality

The Role of Personality Traits and Sex in predicting Social
Media Addiction

To investigate the overall influence (predictive capacity) of per-
sonality traits and sex on social media addiction, multiple regres-
sion analysis was conducted and presented as follows.

The analysis of social media addiction as a critetion and sex
and personality traits as predictor showed that over one fourth
(27.2%) of the variance of the dependent variables is explained
by the independent variables.

The result of hierarchical multiple regression analysis showed that
the contribution of sex to social media addiction is statistically

Traits.
Unstandardized Standardized

Model Coefficients Coefficients t Sig.

B Std. Error Beta
(Constant) 43.584 1.897 22,97 0.000

1 0.253
Sex 9.305 2.749 3.385 0.001
(Constant) 42.845 15.259 2.808 0.006
Sex 5.111 2.555 0.139 2 0.047
Openness 0.93 0.242 0.274 3.837 0.000
2 | Conscientiousness | -0.365 0.304 -0.085 -1.2 0.232
Extraversion -0.264 0.322 -0.057 -0.821 | 0.413
Agteeableness -1.125 0.302 -0.274 -3.73 0.000
Neuroticism 0.961 0.306 0.221 3.139 0.002

and Agreeableness: [r ., =0.169, p=.028]. significant explaining as much as 6.4% of the variability. As pre-

sented in the table below the partial effect of sex (when personal-
ity trait effects are made constant) on social media addiction is
also statistically significant (8=-.253, p=.001). When the role of
sex is controlled the contribution of all the five personality factors
amounts as much as 20.8%. As shown in the table below, the four
personality traits found to be correlated with statistical signifi-
cance using Pearson product moment correlation, are not found
to be same in the multiple regression result. Personality traits of
Agreeableness (3=-.274, p<.05), Openness (3=.274, p<.05), and
Neuroticism (8=.221, p<.05) were found to be statistically signifi-
cant in the prediction of social media addiction. Personality traits
of Consciousness (3=-.085, p=.232,) and Extraversion ($=-.057,
p=.413) were not statistically significantly related to the criterion
variable. The direction of relationship of each variable is not
changed from the bivariate analysis to the multivariate analysis
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with openness and neuroticism positively correlated and agreea-
bleness negatively correlated.

Discussion

The rate of increase of social media usageis faster than one can
imagine. In spite of its usefulness the risk associated to it calls
for the attention of researchers (for assessing and explaining) and
policy makers (for regulating it). Due to this, this study planned
to assess and explain social media usage. Particulatly, this study
investigated the association between individuals’ particular per-
sonality traits, demographic characteristics and social media ad-
diction in Ethiopia.

The findings of the current study were broadly consistent with
previous researches. This study found out that many participants
were found to be at high level of addiction. Individuals used so-
cial media sites for different purposes, including communication
and seeking academic knowledge and new information.Another
finding of this study was that personality traits are related to the
level of social media use. Openness, Agreeableness, and Neuroti-
cism were found to be significant predictors of the amount of
social media use. In addition, sex was associated with social media
addiction. The idea that social media addiction is related to sex
with females more likely to be addicted than males is consistent
with different studies [9, 11]. In relation to the direction of rela-
tionship when openness and neuroticism are positively related to
social media addiction, agreeableness was related to it in a nega-
tive direction consistent with previous studies |1, 3, 5, 9, 14].

Even though the finding of the current study was not as influ-
ential as the researchers’ prior expectation, it can be taken as a
reference when compared with the findings of some previous re-
searches including studies mentioned above.

Conclusion

The findings of the study revealed that the majority of the partici-
pants spent 1-2 hours on social media per a day which might not
be taken as a problem at this time, and they used social media sites
(mainly Face book, using phones as a device) for communication
purpose.

The level of social media use is found to be related to personality
traits and gender, but not to ages of respondents. Women seem
to be practicing social media use more than men in the institution.
When Openness, Neuroticism and Agreeableness were related to
social media use, personality traits of Consciousness and Extra-
version were not. Openness made the strongest contribution to
explain the variance of social media addiction.

As an implication, examining why some people are addicted to
social media and others are not may help us to gain understand-
ing of the role of personality and social media usages. The re-
searchers believed that the present study provides an empirical
contribution to knowledge about the effect of personality traits
and individual differences on social media addiction in Ethiopia.

Limitation and Future Direction

This research, like any other, had its own set of limitations. The

https://scidoc.org/IJBRP.php

limitation of this study was predominantly related the data gather-
ing instrument. The instruments are only partially validated with
pilot study and confirmatory factor analysis of only social media
addiction. Further validation of the standardized tools seems im-
portant for meaningful cross country comparison of the studies.

Another limitation of this study is that the generalizability of the
study to Ethiopian setting is not possible. The participants of this
study are limited in number of participants, geographical, and
cultural setting. The participants could be labeled homogeneous
compared to the diversity of the population in Ethiopia.

Another limitation of the study is that the design of the study
does not help to make causal analysis of the relationship of per-
sonality traits and social media addiction.
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