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Supplementary Analyses: Personality, Self-esteem, and Social Desirability

Supplementary analyses were conducted to explore the individual characteristics that 
may be involved in the different emotion expression patterns between Facebook and Twitter. 

Measures

MoodPrism collected data on the psychological characteristics of participants which 
included personality, self-esteem, and social desirability.

Personality, based on the Five Factor Model (extraversion, neuroticism, 
conscientiousness, agreeableness, and openness to experience), was measured by the Mini-
IPIP scales [1]. The Mini-IPIP has 20-items, with four items addressing each personality 
factor. Example items include: Extraversion (e.g. “I am the life of the party”); Neuroticism 
(e.g. “I have frequent mood swings”); Conscientiousness (e.g. “I get chores done straight 
away”); Agreeableness (e.g. “I sympathize with others’ feelings”); and Openness (or 
Intellect/Imagination) (e.g. “I have a vivid imagination”). Statements are rated on a 5-point 
Likert scale ranging from “1- Very Inaccurate” to “5 - Very Accurate”, with a mid-point of “3 
– Neither agree nor disagree). The five-factor structure of the Mini-IPIP has been supported 
across several studies and has adequate internal reliability for all sub-scales (α’s > .60) [1,2]. 

Self-esteem was measured with the Rosenberg Self-Esteem Scale (RSES) [3]. 
Participants rate 10 statements about their feelings toward themselves on a 4-point Likert 
scale from “0 – Strongly Disagree” to “3 – Strongly Agree”. Five items relate to positive 
feelings (e.g. “I feel that I have a number of good qualities”), and five are negative and are 
reverse scored (e.g. “I certainly feel useless at times”). Ratings are summed to generate a total
score ranging between 0-30 where higher scores indicate greater self-esteem. The RSES 
demonstrates good reliability across a range of demographic characteristics (α = .91) [4]. 

Social desirability, the tendency with which an individual presents a desirable 
impression of themselves, was measured by the short form Marlowe-Crowne Social 
Desirability Scale Form C (M- C Form C) [5]. Participants respond to 13 dichotomous items 
describing socially desirable (but rare) or undesirable (but common) behaviours (e.g. “No 
matter who I’m talking to, I’m always a good listener”). These are rated as being “True” or 
“False” (items are reverse-scored to the socially-desirable direction) and are summed to 
create a score ranging from 0-13, where higher scores indicate a greater tendency to present a
socially desirable image of oneself to others. The M-C Form C has demonstrated good 
reliability (Kuder-Richardson r = .76) [5].  

Results

Table 1 presents the means and standard deviations of the psychological 
characteristics for participants with available data in the Facebook and Twitter samples. 

Table 1



Means and standard deviations of psychological characteristics in the Facebook and Twitter 
samples

Variable a Scale Range Platform 
Facebook M (SD) Twitter M (SD)

Depression Severity 0 – 27 11.48 (6.38) 9.80 (6.81)

Extraversion 1 – 20 8.95 (3.02) 10.34 (4.50)

Agreeableness 1 – 20 14.35 (3.69) 15.34 (4.09)

Conscientiousness 1 – 20 11.48 (3.57) 13.59 (3.69)

Neuroticism 1 – 20 14.39 (3.27) 13.02 (4.61)

Openness to Experience 1 – 20 12.87 (2.67) 13.10 (3.27)

Self-Esteem 0 - 30 14.05 (2.09) 15.30 (1.91)

Social Desirability 0 - 13 5.13 (2.69) 6.49 (2.50)

a Sample sizes differ across variables. For Facebook n ranges between 21 -29; for Twitter n 
ranges between 40 – 49.

As all distributions were non-normal, Mann-Whitney U tests were selected to 
compare mean ranks on psychological characteristics between the Facebook and Twitter 
users. No significant differences were observed in depression severity, extraversion, 
agreeableness, neuroticism, or openness to experience. Twitter users did have significantly 
higher mean ranks in conscientiousness (U = 288.50, P = .03), self-esteem (U = 250.00, P = .
02), and social desirability (U = 419.00, P = .046) compared to Facebook users. 

Discussion

Compared to the Twitter sample, Facebook users had lower, conscientiousness, self-esteem, 
and lower scores of social desirability. Lower levels of conscientiousness have associated 
with less impulse control and can result in greater reactivity in negative emotion [6]. 
Combined with a reduced tendency to present a positive self-image to others, this may 
account for the negative emotion instability observed on Facebook but not Twitter; 
particularly as low conscientiousness also plays as role in less cautious online behaviour [7, 
8]. This may elicit status updates on Facebook directly tied to emotional experiences with less
reflective construction.  Twitter users in contrast may be more inclined to monitor their online
emotion expression and present more favourable representations of themselves. Though we 



lacked the power to control for these characteristics in regression analyses they may be 
informative targets for future research.
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