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Abstract  

This study investigates if different personality types are connected to different 

motives for Instagram use. 187 participants with 150 females and 44 men were 

part of this study and they were recruited through a Facebook group. The findings 

were that there was no gender differences in the use of Instagram and that the 

most frequent motive for Instagram use was “Surveillance/knowledge about 

others”. People who scored high on the neurotic personality trait tended to use 

Instagram with “surveillance” as their motive, while extraverted people tend to 

use Instagram with “documentation” as their motive. People who score high on 

openness mostly used Instagram with “creativity” as their motive, and people 

spend mostly 5 to 1 hour a day on the application. The conclusion is that different 

personality traits are connected to different motives for Instagram use but not all 

of the five in the Big Five. The ones that were connected to different motives were 

extraversion, openness and neuroticism. Conscientiousness and agreeableness 

had no connection to any of the motives.   
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Motiv för Instagram-användning kopplat till personlighetstyperna i Femfaktorteorin 

Michelle Andersson & Natalia Swillo  

Örebro universitet  

 

Sammanfattning 

Denna studie undersöker skillnader i personlighetstyper kopplat till olika motiv 

för Instagram-användning. 194 personer har deltagit i studien varav 150 stycken 

kvinnor och 44 män och de blev rekryterade via en Facebook-grupp. Inga 

könsskillnader i användandet av Instagram hittades och det främsta motivet för 

användning var "övervakning/kunskap om andra". Personer som har mycket av 

personlighetsdraget neuroticism tenderar att använda Instagram med 

"dokumentation" som deras motiv, och personer som har mycket av openness 

tenderar att ha "kreativitet" som deras motiv för Instagram-användning. Personer 

spenderar generellt 5 minuter till en timme om dagen i appen. Slutsatser som dras 

är att personer med olika personlighetstyper har olika motiv för användandet av 

Instagram men inte alla personlighetstyper i Femfaktorteorin. Personer som hade 

mycket av personlighetsdraget conscientiousness eller agreeableness hade ingen 

koppling till något av motiven. 

 

Nyckelord: Instagram, personality, Big Five, motives, Uses and Gratification 

Theory  
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Motives for Instagram use connected to the Big Five personalities  

Instagram is a social media mobile phone application that gives users an opportunity to 

share photos and videos with their followers. The pictures and videos can thereafter gain likes 

and comments from the people watching it. To reach a broader audience users can use a 

hashtag (#) so more people can see the picture or video (Sheldon & Bryant, 2015). With 700 

million users (Instagram, 2017) Instagram is one of the biggest and fastest growing mobile 

phone applications today (Sheldon & Bryant, 2015). The application primary focuses on 

photo sharing with tools people can use to enhance their pictures (Jackson & Luchner, 2017). 

As the application and the use of the application grows, two major questions arise: Who are 

the people who use Instagram and why do they do it? In this paper we will try answer these 

two questions.  

 Regarding the first question, namely who are the people who use Instagram, a few 

studies showed gender differences. Pew Research Centre documented social media use in the 

United States of America and it showed that women were more likely to use Instagram than 

men (Pew Research Centre, 2016, Sheldon & Bryant, 2015). On the other hand, Blank and 

Lutz (2017) found that gender was not a predictor for Instagram use in Great Britain, UK. 

According to the Pew research centre report age seems to play a role as well. In fact, 59% of 

people who use Instagram in the United States are between 18-29 years old and 33% percent 

are between 30-49 years old. Another study made by Korhan and Ersoy (2016) revealed that 

people between 20-25 years old use Instagram the most. All in all, a small number of studies 

and reports seem to point at women and young people as the ones more interested in using 

Instagram.  

 Although an increasing number of people use Instagram, the reasons why they do it 

might differ. This brings us to the second question, namely why do people use Instagram?  
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To answer this question it is fitting to look at the Uses and Gratifications theory (U&G). The 

U&G theory has its beginnings in early communication research conducted by Cantril in 1942 

(as cited in Katz, Haas & Gurevitch, 1973) and according to this theory people chose to use 

different media to gratify their psychological and social needs. Originally the U&G theory 

was applied by Katz, Haas and Gurevitch in 1973 to understand why people choose certain 

media such as television, books, newspapers or radio and what kind of content gratifies the 

need of emotional experiences, information seeking and strengthening family contacts etc. 

Today the U&G theory is often applied to study what social media platforms people use and 

why (Korhan & Ersoy, 2016; Chen, 2011; Punyanunt-Carter, De La Cruz & Wrench, 2017). 

That is because social media networks are a new type of media and therefore they come with 

new gratifications and needs. According to Sheldon and Bryant (2015) the relatively new 

social media network Instagram could lead to new gratifications as well. Based on the 

adaption of the U&G theory, the authors found four major motives for Instagram use. They 

found that the first and most important reason why people use Instagram was 

“Surveillance/Knowledge about others”, which has been described as people using Instagram 

to keep up with others and to see what others are doing (Sheldon & Bryant, 2015). The 

second reason why people use Instagram was “Documentation” which means to document 

their lives, with posting pictures of important events or remembering something important. 

The third motive was “Coolness” which refers to gaining popularity by self-promotion and 

receiving likes from their followers. The fourth and least popular motive was “Creativity” 

which was described as showing of ones photographic skills or to find people with the same 

interests (Sheldon & Bryant, 2015). If it is true that different people use Instagram for 

different reasons, can these reasons that make people use Instagram give us some insights on 

the personality of the Instagram users?  
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The personality of a person defines how someone will act, feel and think across 

different situations and consists of personality traits that are stable over time (Holt, Bremner, 

Sutherland, Vliek, Passer & Smith, 2015). The well-known Five Factor model, often referred 

to as ‘’The Big Five’’  is widely used in research on personality. As described by Costa and 

McCrae (1992) the Big five consist of five personality dimensions, namely openness, 

conscientiousness, extraversion, agreeableness, and neuroticism. As cited in Costa & Widiger 

(1993), the traits of an extroverted person were described as sociable and talkative and that 

extroverted people like personal interactions. On the other hand, people who are low on 

extraversion, so called introverts were described as more quiet and more independent 

individuals. As to openness to experience an open person is defined as someone who 

appreciates new experiences and is willing to open up to new ideas and values while a closed 

person tends to be conservative and hard to change. Conscientious people are very organized, 

reliable and hard working. People low on conscientiousness can be perceived as lazy and 

aimless. As for agreeableness, highly agreeable people are forgiving, kind and helpful while 

people low on agreeableness tend to be rude, suspicious and sometimes manipulative. Lastly, 

neuroticism defines how prone someone is to psychological distress. Neurotic people can be 

self-conscious, emotional and vulnerable.  

In regards of the Big Five and social media usage, it has been revealed that people 

scoring high on the traits extraversion, conscientiousness and agreeableness are the ones using 

social media networks the most (Gil de Zúñiga, Diehl, Huber & Liu, 2017). Another study 

revealed that people high in neuroticism or extraversion have been found to use social media 

all around the world (Liu & Campbell 2017). It has also been revealed that people with 

different personality traits use social networking sites differently. For instance, extraversion 

was linked to posting about everyday life and social activities, in contrast to openness which 

was linked to posting about intellectual topics (Marshall, Lefringhausen & Ferenczi, 2015), 
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by this you could connect extraversion to the documentation motive and openness to the 

creative motive. Another interesting finding for us is that people scoring high on the openness 

trait and agreeableness trait post photos on social networking sites (Liu & Campbell 2017). 

That could be an indication that openness and agreeableness will be linked to spending more 

time on Instagram. Furthermore Marshall, Lefringhausen and Ferenczi (2015) confirmed that 

people scoring high on neuroticism use Facebook for validation, that is to gain attention they 

do not get offline. All in all, although there seem to be several studies investigating the 

general use of social media among people with different personality traits (Whaite, Shensa, 

Sidani, Colditz  & Primack, 2018; Barry, Sidoti, Briggs, Reiter & Lindsey, 2017; Scott, Bay-

Cheng, Prince, Nochajski & Collins, 2017), there is a limited number of studies focusing on 

Instagram. 

Although the studies on social media are interesting, they have their limitations. First, 

most of the existing studies were primarily focused on the usage of Facebook (Burrow & 

Rainone, 2017; Ross, Orr, Sisic, Arseneault, Simmering, & Orr, 2009; Steers, Quist, Bryan, 

Foster, Young, & Neighbors, 2016; Eşkisu, Hoşoğlu & Rasmussen, 2017). Facebook is a 

different type of social media that does not focus on posting pictures and videos like 

Instagram does. Because Instagram is the third (Dreamgrow, 2018) most used social media 

among young people, a deep understanding of how and why people use it is important. 

Second, only three studies examined how personality characteristics are related to the use of 

Instagram (Ferwerda, Schedl & Tkalcic, 2016; Kircaburun & Griffiths, 2018; Ferwerda & 

Tkalcic, 2018). Third, no studies examined whether the reasons why people use Instagram 

were related to the personality characteristics of the users. According to U&G theory people 

chose media based on their psychological and social needs (Katz, Blumbler & Gurevitch, 

1973) and people’s needs can differ based on their personality. Therefore, people’s motives 

for Instagram use can differ based on their personality traits. Fourth, most studies only 
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included college students in their sample. Because the social media report made by Pew 

Research Centre (2016) revealed that 33% of those who use Instagram in the United States 

are people that work or have a finished college degree, we believe it is important to extend the 

study to people who work or have completed college to overcome previous studies 

limitations.  

In this study we will examine whether people with different personality traits differ in 

their Instagram use and motives. Regarding gender and Instagram use, based on previous 

studies (Pew Research Centre, 2016; Sheldon & Bryant, 2016; Korhan & Ersoy, 2016) we 

expect that women and young people in their twenties will be the most frequent occurring on 

Instagram. In terms of personality traits, based on previous research (Gil de Zúñiga, Diehl, 

Huber & Liu, 2017; Liu & Campbell 2017) we believe that people scoring high on the traits 

extraversion, openness and agreeableness will use Instagram the most in terms of time. 

Regarding the motives that make people more likely to use Instagram, we expect that based 

on the U&G theory that people with different personality traits will have different motives for 

using Instagram. We assume that people high in extraversion will most likely have 

“Documentation” as their motive for Instagram use, this we believe because of the fact that 

extraverted people are sociable, talkable and like personal interactions (Costa & Widiger, 

1993). While people with the personality traits openness will most likely have “Creativity” as 

their motive for Instagram use, due to that people with this trait are characterised by 

intellectual curiousness, appreciates new experiences (Costa & Widiger, 1993; Ross, Sisic, 

Arseneault, Simmering & Orr, 2009), and are also creative (Marshall et al., 2015). 

Furthermore, since people high in neuroticism are often self-conscious we believe that their 

motive might be ‘’Surveillance’’ because that makes it easy to compare oneself to others. 

Regarding people which are high in conscientiousness we do not think that we will find a 

connection to motives for Instagram use. Highly conscientious people are often goal driven, 



PERSONALITIES AND MOTIVES FOR INSTAGRAM USE  7 

focusing on work, and striving for achievement and spending time on Instagram can take 

away the directed focus (Gil de Zúñiga et al., 2017). In addition, none of the motives seem 

very fitting when looking at the properties of the trait conscientiousness or agreeableness so 

we hypothesize that none of the two will have a connection to any of the motives. 

Method  

Participants  

Participants were 187 people in Sweden in the ages ranging from 18 to 37 years old. 

Participants were recruited via a Facebook group called “Dom kallar oss studenter” with 16 

691 members, both students and non-students as well as via a link to the survey on the writers 

Snapchat and Facebook pages. Unfortunately we had an uneven gender distribution. The total 

sample consists of 150 females (77.3%, Mage=23.73, SD=3.52)  and 44 men (22.7%, Mage= 

24.07, SD= 3.60). 7 participants were removed due to their answer that they do not have an 

Instagram account. 

Measures  

 To answer our research questions we collected general information about Instagram 

use, participants´ gender and age, personality traits and motives that make the participant use 

Instagram.  

Instagram use. To measure the Instagram use of people the first question was ‘’Do 

you have Instagram?’’ if the participant answered ‘’no’’ the survey was completed, if the 

answer was ‘’yes’’ the survey was continued. The following question was about how much 

time the participant spends on Instagram, the question could be answered on a likert scale 

ranging from 1 to 7 and the alternatives were “less than 5 minutes”, “5 to 30 minutes”, “30 to 

60 minutes”, “1-2 hours”, 2 to 3 hours”, “3-4 hours”, and “more than 4 hours”.  

Personality traits. To measure personality traits we used the Big Five Inventory by 

John and Srivastava (1999) and translated by Claesson, Persson and Akrami at Uppsala 
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University (2001). There are 44 statements regarding the behaviours of the participant. Each 

statement is connected to the personality traits in the Five Factor Model. The participants got 

to choose on a likert scale ranging from 1 to 5 which statements were best fitting to 

themselves, and the alternatives were ‘’Disagree Strongly’’, ‘’Disagree a little’’, ‘’Neither 

agree nor disagree’’, ‘’Agree a little’’ and ‘’Agree Strongly” on each statement. The questions 

were e.g “I see myself as someone who is full of energy”, “I see myself as a reliable worker”, 

and “I see myself as someone that could be tense”. To see the full questionnaire see appendix 

A or B. The personality traits were divided into five different subcategories, one for each 

personality trait. The first trait was extraversion which has a Cronbach's alpha of .84, the 

second one was openness which has a Cronbach's alpha of .78, the third trait is agreeableness 

and the scale for that trait has a Cronbach's alpha of .75, the fourth traits is conscientiousness 

and has a Cronbach's alpha of .44, the last trait is neuroticism which has a Cronbach's alpha of 

.84.  

Motives for Instagram use. To examine Instagram usage we used a 20-item scale by 

Sheldon and Bryant (2015) that we translated into Swedish language. The participants 

answered which motives they have to use Instagram by answering on a five-point likert scale 

with the alternatives “Never”, “Rarely”, “Sometimes”, “Often”, and “Always”. The questions 

were e.g “I use Instagram because it is cool”, “I use Instagram to like my followers pictures” 

and “I use Instagram because it is fun”. The motives were divided into four subcategories, the 

first one was “surveillance/knowledge about other” and that scale has a Cronbach's alpha of 

.77, the second one was “documentation” which has a Cronbach's alpha of .89, the third factor 

was “coolness” which has a Cronbach's alpha of .64, the fourth and last factor was 

“creativity” which has a Cronbach's alpha of .64. To see the full questionnaire, see appendix 

A or B.  

Procedure  
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The survey was created by using Google Forms which is an application for creating 

online surveys. By creating an online survey we could easily reach the participants’ of this 

study by posting a link to the survey in the Facebook group were we wanted to recruit our 

sample. That also made it easy for the participants to choose when they want to complete the 

survey and take the time they needed. In the beginning of the survey the participants took part 

of information regarding their confidentiality, more precise that no personal information 

would be collected so that no one could trace the answers back to them. They were also 

informed on how the information would be stored, that only the authors of this study would 

take part of their answers and that their participation was completely voluntary. The survey 

was online for two days, thereafter the link to the survey was removed from where it was 

posted. 

Analyses   

By using SPSS (version 24) we ran a frequency analysis to see age differences in the 

usage of Instagram and how much time people spend on the application. To see gender 

differences in the time use of Instagram we performed a independent sample t-test. Thereafter 

we performed a Pearson correlation to see how the personality traits were connected to the 

motives. By conducting a one-way ANOVA we could see how much time people with 

different personality traits spend on Instagram.  

Results  

Regarding the first question, namely who are the people that use Instagram, the 

independent sample t-test showed no gender difference in the time usage of Instagram, 

t(183)= 1.64, p= .10. Women did not use Instagram more (M=3.20, SD=1.40) than men 

(M=2.80, SD= 1.24). Regarding age we saw that 17.1% of the sample was 21 years old which 

was the most occuring age, the second most occurring age was 22 which refers to 16% of the 

sample. 92% of the participants were between 18 and 29 years old, and 8% were between 30 
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and 37 years. Regarding the time people spend on Instagram and age, people in the ages 18-

29 used Instagram mostly between 5 minutes and 1 hour a day, and same regarding people 

who are between 30 and 37. Overall, 7.5% of the participants used Instagram less than 5 

minutes a day 62.7% people used the application between 5 minutes and 1 hour a day, 29.4% 

used Instagram more than 1 hour a day. See Figure 1 for a chart with the distribution of time 

spent on Instagram.  

 

Fig. 1. Distribution of time spent on Instagram (M=2.22, SD=.57). Note. Less than 5 minutes 

were coded as “1”, between 5 minutes and 1 hour were coded as “2” and more than 1 hour 

were coded as “3”. 

 

People who are agreeable were the most frequent in this study (M=3.92, SD= .56), second 

most frequent were extraverted people (M=3.32, SD= .93), third were people that are 

conscientious (M=3.77, SD= .56), fourth, open people (M=3.21, SD= .67) and fifth and least 

frequent were neurotic people (M=2.90, SD= .80). Regarding personality traits and 
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differences in time spent on Instagram we could see that people high in extraversion use 

Instagram mostly more than 1 hour a day (M=3.34, SD=.95), people which are high in 

agreeableness use Instagram mostly between 5 minutes and 1 hour a day (M=3.95, SD=.56), 

people who are high in conscientiousness use the application mostly more than 1 hour a day 

(M=3.91, SD= .44), people who are high in neuroticism use Instagram mostly more than 1 

hour a day (M=2.93, SD= .77) and lastly people who are high in openness mostly use 

Instagram less than 5 minutes a day (M= 3.35, SD= .52).  

Regarding the second question, namely why do people use Instagram, we ran a 

frequency analysis and found that regarding the motives, the most frequent motive for 

Instagram use was “Surveillance” (M=3.38, SD= .67), the second mostly used motive was 

“Documentation” (M=2.64, SD=.83), the third motive was “Creativity” (M=1.77, SD= .81), 

and the fourth and least popular motive was “Coolness” (M=1.48, SD= .69). As seen in table 

2 documentation had a significant correlation with people high in extraversion and creativity 

had a significant correlation with people high in openness. The surveillance motive had a 

significant correlation with people high in neuroticism, regarding people high in 

agreeableness and people high in conscientiousness no significant correlations were found.  

 

In conclusion men and women did not differ in the amount of Instagram usage. People 

spend between 5 minutes to 1 hour a day on Instagram and people that spend the most time 
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which is more than one hour a day are people scoring high on the traits extraversion, 

conscientiousness or neuroticism. The most common motive was Surveillance. People scoring 

high on the trait openness use Instagram for Creativity,  people scoring high on the 

extraversion trait use it for Documentation and people scoring high on neuroticism for 

Surveillance. Agreeableness and conscientiousness were not significantly related to any of the 

motives.  

Discussion  

The goal with our study was to see whether people with different personality traits 

differ in their Instagram use and motives. Regarding our first question, who are the people 

that use Instagram, we hypothesized that it would be women and young people around 20 

years of age that would use Instagram the most. Contrary to our beliefs, we found no 

difference in the amount of usage between men and women. Regarding age, we could not see 

that people in their twenties mostly used Instagram so our first hypothesis was not supported. 

Regarding personality traits, we believed that people high in extraversion, agreeableness and 

openness would use Instagram the most. In fact it was people high in extraversion but also 

conscientiousness and neuroticism with an usage of more than 1 hour a day. People scoring 

high on openness were proven to use Instagram less frequently with only 5 minutes a day. 

People high in agreeableness use Instagram between 5 minutes and 1 hour a day so that puts 

them in the middle in terms of usage. Our hypothesis was not fully supported but the findings 

were not unexpected. It was previously revealed that people high in extraversion, 

agreeableness and conscientiousness use social media networks the most (Gil de Zúñiga, 

Diehl, Huber & Liu, 2017). In addition it was revealed that neuroticism and extraversion has 

been linked to global social media usage (Liu & Campbell 2017). Overall, our results were 

partially supported by previous findings.  
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Regarding our second question, why do people use Instagram, we found support for 

some of our hypotheses. We hypothesized that people high in the  extraversion trait would 

most likely have “Documentation” as their motive for Instagram use and that hypothesis was 

supported. Secondly, we hypothesized that people high in openness would use Instagram for 

the ‘’Creativity’’ motive and that proved to be true as well. As for people scoring high on 

neuroticism, in line with our expectations, “surveillance” was their motive for Instagram use. 

We do not know for sure why but our speculation is that motives such as ‘’See what other 

people share’’ are fitting because neuroticism often goes hand in hand with being self-

conscious (Costa & Widiger, 1993) and may lead to comparison with others on Instagram. In 

addition, we speculate that might also be the reason people high in neuroticism are among 

those using Instagram the most. None of the motives stood out in regards of conscientiousness 

and as we hypothesized it was the same for agreeableness. All in all, the motives for 

Instagram use differed between people with different personality traits. That shows us that in 

terms of the U&G theory (Katz, Blumbler & Gurevitch, 1973) people with different 

personality traits might gratify different needs on Instagram. 

Although there are studies of Instagram (Sheldon & Bryant, 2015; Ferwerda, Schedl & 

Tkalcic, 2016; Kircaburun & Griffiths, 2018; Ferwerda & Tkalcic, 2018), none of them have 

linked the reasons why people use it to personality traits. While Sheldon and Bryant’s (2015) 

study explained the different motives and connected them to the U&G theory, that can only 

give us a general impression on why people use Instagram. The connection of motives to 

personality traits gives us a deeper understanding of what needs people have and how people 

gratify their needs with the use of Instagram. For instance, extroversion was linked to the 

‘’Documentation’’ motive which includes motives such as ‘’Share my life with other 

people’’, the reason why people scoring high on extraversion use Instagram for that reason 

most likely derived from the need and liking of social interactions that extravert people have. 
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People high in conscientiousness and agreeableness were not connected to any of the motives 

and that could be because neither one of the motives fitted conscientious or agreeable 

people’s needs specifically. 

Our study has some limitations, but also important strengths. One limitation is the 

small sample of only 187 participants. Future studies should include a bigger sample so that 

differences between people with different personality traits will be more outstanding. Also, 

the distribution of people with different personality traits would enhance. Another limitation 

with our study is that our sample consisted mostly of women (77.3%) which made it difficult 

to see gender differences. On the other hand, a strength with our study is that Instagram is a 

new unexplored subject. There is no research connecting the motives for Instagram use and 

the personality traits of the Big Five. This is a new aspect that can be further investigated and 

studied. Since Instagram is one of the fastest growing social media sites today (Sheldon & 

Bryant, 2015) it is important to understand why people use it. If developers of Instagram 

understand why and how much people use Instagram it will make further developing of the 

application more pin-pointed at the users different personalities and needs. In that way 

Instagram can reach a broader audience and be more captivating. Additionally, people that 

earn money on their Instagram accounts can get a better understanding of their audience 

(followers) and learn how to enrich their content for future marketing. Simply by 

understanding the application and the people who use it future marketing on Instagram could 

grow and reach a broader audience.  

As for further research more information about the participants could be collected, 

e.g., daily occupation. Since 33% of Instagram users in the United States are people with 

finished college degrees (Pew Research Centre, 2016), it can be interesting to see differences 

in the users occupation connected to personality traits and Instagram use for further 

development of the application. It has also been shown that that 33% of people using 
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Instagram are between 30-49 years old (Pew Research Centre, 2016), therefore it could be 

beneficial to have a broader age range.  

Our study gives an insight in why people use Instagram and the amount of time they 

spend on the application. It also gives an insight to the reasons why users use it differently 

based on the users personality traits. That gives us an answer to questions like who are the 

people that spend time on Instagram, and what different motives do people have for spending 

time on Instagram. Because of this one can get a greater and deeper understanding for the 

growing use of Instagram we have today and maybe apply that to further study this subject or 

develop the application. 

 

 

  



PERSONALITIES AND MOTIVES FOR INSTAGRAM USE  16 

References  

Barry, C. T., Sidoti, C. L., Briggs, S. M., Reiter, S. R., & Lindsey, R. A. (2017). Adolescent 

social media use and mental health from adolescent and parent perspectives. Journal 

of Adolescence, 61,1-11. doi:10.1016/j.adolescence.2017.08.005 

Blank, G., & Lutz, C. (2017). Representativeness of social media in Great Britain: 

Investigating Facebook, LinkedIn, Twitter, Pinterest, Google+, and Instagram. 

American Behavioral Scientist, 61(7), 741-756. doi:10.1177/0002764217717559 

Burrow, A. L., & Rainone, N. (2017). How many likes did I get?: Purpose moderates links 

between positive social media feedback and self-esteem. Journal of Experimental 

Social Psychology, 69. 232-236. doi:10.1016/j.jesp.2016.09.005 

Chen, G. M. (2011). Tweet this: A uses and gratifications perspective on how active twitter 

use gratifies a need to connect with others. Computers in Human Behavior, 27(2), 755-

762. doi:10.1016/j.chb.2010.10.023 

Claesson, K., Person, M., & Akrami, N. (2001). The Big Five Inventory (BFI) and The Five 

Factor Personality Inventory (FFPI): Reliability, and convergent validity. Uppsala 

University, Institution of Psychology (unpublished manuscript). 

Costa, P. T., & Widiger, T. A. (1993). Personality disorders and the five-factor model of 

personality. Washington DC: American Psychological Association 

Dreamgrow. (2018). The 15 most popular social networking sites (and 10 apps!). Retrieved 

2018-05-02 from https://www.dreamgrow.com/top-15-most-popular-social-

networking-sites/ 

Eşkisu, M., Hoşoğlu, R., & Rasmussen, K. (2017). An investigation of the relationship 

between Facebook usage, Big Five, self-esteem and narcissism. Computers In Human 

Behavior, 69, 294-301. doi:10.1016/j.chb.2016.12.036 

 

https://www.dreamgrow.com/top-15-most-popular-social-networking-sites/
https://www.dreamgrow.com/top-15-most-popular-social-networking-sites/
https://www.dreamgrow.com/top-15-most-popular-social-networking-sites/


PERSONALITIES AND MOTIVES FOR INSTAGRAM USE  17 

Ferwerda, B., Schedl, M., & Tkalcic, M. (2016). Using instagram picture features to predict 

users’ personality. Lecture Notes in Computer Science (including Subseries Lecture 

Notes in Artificial Intelligence and Lecture Notes in Bioinformatics), 9516, 850-861 

doi:10.1007/978-3-319-27671-7_71 

Ferwerda, B., & Tkalcic, M., (2018). You Are What You Post: What the Content of Instagram 

Pictures Tells About Users’ Personality. 2nd Workshop On Theory-Informed User 

Modeling For Tailoring and Personalizing Interfaces (Humanize), 2nd Workshop on 

Theory-Informed User Modeling for Tailoring and Personalizing Interfaces 

(HUMANIZE). 

Gil de Zúñiga, H., Diehl, T., Huber, B., & Liu, J. (2017). Personality traits and social media 

use in 20 countries: How personality relates to frequency of social media use, social 

media news use, and social media use for social interaction. Cyberpsychology, 

Behavior, and Social Networking, 20(9), 540-552.  

Holt, N., Bremner, A., Sutherland, E., Vliek, M., & Smith, R. (2015). Psychology: The 

Science of Mind and Behaviour. Berkshire: McGraw-Hill Education 

Instagram. (2017) 700 Million. Retrieved 2018-04-26 from https://instagram-

press.com/blog/2017/04/26/700-million/ 

John, O.P., & Srivastava, S. (1999). The Big Five trait taxonomy: History, measurement, and 

theoretical perspectives. In L.A. Pervin, & O.P. John (Eds.), Handbook of Personality: 

Theory and Research (pp. 102-138). New York: Guilford Press. 

Katz, E., Gurevitch, M., & Haas, H. (1973). On the use of the mass media for important 

things. American Sociological Review, 38(2), 164-181. doi:10.2307/2094393 

 

https://instagram-press.com/blog/2017/04/26/700-million/
https://instagram-press.com/blog/2017/04/26/700-million/
https://instagram-press.com/blog/2017/04/26/700-million/
https://instagram-press.com/blog/2017/04/26/700-million/


PERSONALITIES AND MOTIVES FOR INSTAGRAM USE  18 

Kircaburun, K., & Griffiths, M. (2018). Instagram addiction and the Big Five of personality: 

The mediating role of self-liking. Journal of Behavioral Addictions, 7(1), 158-170. 

doi:10.1556/2006.7.2018.15 

Korhan, O., & Ersoy, M. (2016). Usability and functionality factors of the social network site 

application users from the perspective of uses and gratification theory. Quality & 

Quantity: International Journal Of Methodology, 50(4), 1799-1816. 

doi:10.1007/s11135-015-0236-7 

Liu, D., & Campbell, W. K. (2017). The Big Five personality traits, Big Two metatraits and 

social media: A meta-analysis. Journal Of Research In Personality, 70, 229-240. 

doi:10.1016/j.jrp.2017.08.004 

Marshall, T. C., Lefringhausen, K., & Ferenczi, N. (2015). The Big five, self-esteem, and 

narcissism as predictors of the topics people write about in Facebook status updates. 

Personality and Individual Differences, 85, 35-40. doi:10.1016/j.paid.2015.04.039 

Pew Research Centre. (2016). Social Media Update 2016. Retrieved 2018-05-03, from 

http://www.pewinternet.org/2016/11/11/social-media-update-2016/ 

Punyanunt-Carter, N. M., De La Cruz, J. J., & Wrench, J. S. (2017). Investigating the 

relationships among college students' satisfaction, addiction, needs, communication 

apprehension, motives, and uses & gratifications with Snapchat. Computers in Human 

Behavior, 75, 870-875. doi:10.1016/j.chb.2017.06.034 

Ross, C., Orr, E. S., Sisic, M., Arseneault, J. M., Simmering, M. G., & Orr, R. R. (2009). 

Personality and motivations associated with Facebook use. Computers in Human 

Behavior, 25, 578-586. doi:10.1016/j.chb.2008.12.024   

 



PERSONALITIES AND MOTIVES FOR INSTAGRAM USE  19 

Scott, C. F., Bay-Cheng, L. Y., Prince, M. A., Nochajski, T. H., & Collins, R. L. (2017). Time 

spent online: Latent profile analyses of emerging adults' social media use. Computers 

in Human Behavior, 75, 311-319. doi:10.1016/j.chb.2017.05.026 

Sheldon, P. & Bryant, K. (2015). Instagram: Motives for its use and relationship to narcissism 

and contextual age. Computes in Human Behavior, 58, 89-97. 

doi:10.1016/j.chb.2015.12.059 

Steers, M. N., Quist, M. C., Bryan, J. L., Foster, D. W., Young, C. M., & Neighbors, C. 

(2016). I want you to like me: Extraversion, need for approval, and time on Facebook 

as predictors of anxiety. Translation Issues in Psychological Science, 2(3), 283-293. 

doi:10.1037/tps0000082 

Whaite, E. O., Shensa, A., Sidani, J. E., Colditz, J. B., & Primack, B. A. (2018). Social media 

use, personality characteristics, and social isolation among young adults in the United 

States. Personality and Individual Differences, 124, 45-50. 

doi:10.1016/j.paid.2017.10.030 

 

  



PERSONALITIES AND MOTIVES FOR INSTAGRAM USE  20 

Appendix A: Instagram questionnaire (Swedish) 

Hej!  

Vi är två psykologistudenter vid Örebro universitet som ska skriva vår C-uppsats. Vi har tänkt 

att undersöka Instagram-användning kopplat till personlighetstyper, detta i syfte för att se 

varför och i vilken utsträckning personer använder Instagram. Vi söker personer i åldrarna 18-

35 som använder Instagram. Enkäten tar ca 7-10 minuter att svara på och ditt deltagande är 

helt frivilligt. Dina svar kommer behandlas konfidentiellt och du är anonym i ditt deltagande 

alltså kommer ingen personlig information som avslöjar din identitet att samlas in och dina 

svar kommer inte kunna spåras tillbaka till dig. 

 

 

Vi som ansvarar för denna enkät är Michelle Andersson & Natalia Swillo.  

Vid eventuella frågor eller synpunkter kontakta oss på: michelle.andersson@outlook.com 

 

1. Kön: 

Kvinna - Man - Annat 

 

2. Hur gammal är du? 

 

Har du Instagram?  

Ja / Nej  

 

Nedan följer frågor angående din instagram-användning. Välj det påståendet som passar dig 

bäst. Endast ett påstående per fråga.  

1: Aldrig 2: Sällan 3: Ibland 4: Ofta 5:Alltid 
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7. Jag använder instagram för att…. 

Få övervaka/kunskap om andra 

Se ‘’visuella statusuppdateringar’’ av andra 

Det är kul 

Följa mina vänner 

Se vad andra människor delar 

‘’Gilla’’ mina följares bilder 

Smygtitta igenom andras bilder  

Skildra mitt liv i bilder 

Föreviga speciella händelser 

Dela med mig av mitt liv med andra människor 

Dokumentera världen runt omkring mig 

Tillsammans med andra föreviga händelser 

Komma ihåg något viktigt för mig 

Bli populär 

Det är coolt 

Jag marknadsför mig själv 

Lägga upp ‘’visuella statusuppdateringar’’ för mina vänner 

Hitta folk med samma intressen som mig 

Skapa konst 

Visa upp mina fotografiska kunskaper/talanger  
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Källa: Sheldon, P. & Bryant, K. (2015). Instagram: Motives for its use and relationship 

to narcissism and contextual age. Computes in Human Behavior, 58, 89-97. 

doi:10.1016/j.chb.2015.12.059 

 

THE BIG FIVE INVENTORY (Swedish) 

Den sista delen av enkäten består av egenskaper som kanske eller kanske inte stämmer in på 

dig. Instämmer du till exempel i att du är någon som tycker om att umgås med andra? Fyll i 

varje påstående för att ange hur mycket påståendet stämmer eller inte stämmer.  

Endast ett svar per fråga.  

 

1.Stämmer absolut inte 

2.Stämmer ganska dåligt  

3.Stämmer varken bra eller dåligt 

4.Stämmer ganska bra   

5.Stämmer absolut  

 

Jag ser mig själv som någon som:  

1. Är pratglad/pratsam  

2. Tenderar att hitta fel hos andra  

3. Gör ett grundligt jobb  

4. Är deprimerad, nere  

5. Är originell, kommer på nya ideér  

6. Är reserverad 

7. Är hjälpsam och osjälvisk mot andra  

8. Kan vara något vårdslöst 
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9. Är avspänd, hanterar stress väl 

10. Är nyfiken på många olika saker  

11. Är full av energi  

12. Startar gräl med andra 

13. Är en pålitlig i arbetet  

14. Kan vara spänd  

15. Är sinnrik, en djup tänkare  

16. Sprider mycket entusiasm  

17. Har en förlåtande läggning 

18. Tenderar att vara oorganiserad  

19. Oroar mig mycket  

20. Har en livlig fantasi  

21. Tenderar att vara tystlåten  

22. Är i allmänhet tillitsfull  

23. Tenderar att vara lat  

24. Är känslomässigt stabil, blir inte lätt upprörd  

25. Är uppfinnelserik  

26. Har en självhävdande personlighet 

27. Kan vara kall och distanserad  

28. Framhärdar tills uppgiften är slutförd 

29. Kan vara lynnig 

30. Värderar konstnärliga och estetiska upplevelser 

31. Är blyg, hämmad  

32. Är omtänksam och vänlig mot nästan alla 

33. Gör saker effektivt 



PERSONALITIES AND MOTIVES FOR INSTAGRAM USE  24 

34. Förblir lugn i spända situationer  

35. Föredrar rutinarbete  

36. Är utåtriktad, sällskaplig 

37. Är ibland otrevlig mot andra  

38. Gör upp planer och fullföljer dem 

39. Blir lätt nervös 

40. Tycker om att reflektera, leka med idéer  

41. Har få konstnärliga intressen  

42. Tycker om att samarbeta med andra 

43. Är lättdistraherad  

44. Har en utvecklad smak för konst, musik eller litteratur  

 

 

Källa: John, O.P., & Srivastava, S. (1999). The Big Five trait taxonomy: History, 

measurement, and theoretical perspectives. In L.A. Pervin, & O.P. John (Eds.), Handbook of 

personality: Theory and research (pp. 102-138). New York: Guilford Press. 

 

Översättning: Claesson, K., Person, M., & Akrami, N. (2001). The Big Five Inventory (BFI) 

and The Five Factor Personality Inventory (FFPI): Reliability, and convergent validity. 

Uppsala University, Institution of Psychology (unpublished manuscript). 
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Appendix B: Instagram questionnaire (English) 

Hi! 

We are two psychology students at Örebro University and we are currently writing our C-

paper. We would like to investigate how the usage of Instagram is connected to personality 

traits, that is because we would like to see how and why people use Instagram. We are 

looking for people in the ages 18-35 years old that use Instagram. The survey takes about 7-

10 minutes to answer and your participation is voluntary. Your answers will be kept 

confidential and you are anonymous which means that no personal information will be 

collected and your answers will not be possible to track back to you. 

 

People responsible for this survey are Michelle Andersson and Natalia Swillo. 

If you have any questions please contact us at: michelle.andersson@outlook.com 

 

Gender: 

Female - Male - Other 

 

Age: 

 

Do you have Instagram? 

Yes / No 

 

Following are some questions regarding your Instagram usage. Choose the answer that is 

most fitting to you. One answer per question. 

1: Never 2: Rarely 3: Sometimes 4:Often 5:Always 
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I use Instagram because…  

To interact with my friends 

To see “visual status updates” of my friends 

It is fun 

To follow my friends 

To see what other people share 

To “like” my followers' photos 

To creep through other people's posts 

To depict my life through photos 

To remember special events 

To share my life with other people 

To document the world around me 

To commemorate an event 

To remember something important 

To become popular 

It is cool 

To self-promote 

To provide “visual status updates” for my friends 

To find people with whom I have common interests 

To create art 

To show off my photography skills 

Reference: Sheldon, P. & Bryant, K. (2015). Instagram: Motives for its use and relationship to 

narcissism and contextual age. Computes in Human Behavior, 58, 89-97. 

doi:10.1016/j.chb.2015.12.059 

Big Five Inventory (English) 
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Here are a number of characteristics that may or may not apply to you. For example, do you 

agree that you are someone who likes to spend time with others? Please write a number next 

to each statement to indicate the extent to which you agree or disagree with that statement. 

      

1: Disagree Strongly  

2: Disagree a little  

3: Neither agree nor disagree   

4: Agree a little  

5: Agree strongly         

 

I see Myself as Someone Who...  

1. Is talkative 

2. Tends to find fault with others 

3. Does a thorough job 

4. Is depressed, blue 

5. Is original, comes up with new ideas  

6. Is reserved 

7. Is helpful and unselfish with others  

8. Can be somewhat careless 

9. Is relaxed, handles stress well 

10. Is curious about many different things 

11. Is full of energy 

12. Starts quarrels with others 

13. Is a reliable worker 

14. Can be tense 



PERSONALITIES AND MOTIVES FOR INSTAGRAM USE  28 

15. Is ingenious, a deep thinker  

16. Generates a lot of enthusiasm 

17. Has a forgiving nature 

18. Tends to be disorganized  

19. Worries a lot 

20. Has an active imagination  

21. Tends to be quiet 

22. Is generally trusting 

23. Tends to be lazy 

24. Is emotionally stable, not easily upset 

25. Is inventive 

26. Has an assertive personality 

27. Can be cold and aloof 

28. Perseveres until the task is finished 

29. Can be moody 

30. Values artistic, aesthetic experiences 

31. Is sometimes shy, inhibited 

32. Is considerate and kind to almost everyone 

33. Does things efficiently 

34. Remains calm in tense situations 

35. Prefers work that is routine 

36. Is outgoing, sociable 

37. Is sometimes rude to others 

38. Makes plans and follows through with them 

39. Gets nervous easily 
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40. Likes to reflect, play with ideas  

41. Has few artistic interests 

42. Likes to cooperate with others 

43. Is easily distracted 

44. Is sophisticated in art, music, or literature  

 

Reference: John, O.P., & Srivastava, S. (1999). The Big Five trait taxonomy: History, 

measurement, and theoretical perspectives. In L.A. Pervin, & O.P. John (Eds.), Handbook of 

personality: Theory and research (pp. 102-138). New York: Guilford Press. 

 

 


