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Abstract:
Background:

Selfies are a rising phenomenon associated with the widespread use of smartphones and social media. The objective of this study was to evaluate
the relationship between different personality traits and selfie behaviors.

Methods:

Undergraduate psychology students were asked to complete a questionnaire about their frequency of selfie taking, selfie posting to social media,
and selfie sharing through private messaging. They were also asked to complete the Rosenberg 10-item self-esteem scale and the International
Personality Item Pool (IPIP)-50 item scale to evaluate the Big Five personality traits.

Results:

A total of 96 participants were included in this study (mean age + standard deviation of 26.4 + 9.0 years, 81.3% women). On univariate analysis
there was a significant negative correlation between the frequency of selfie taking (Spearman r = -0.228, p = 0.025) or posting (Spearman r =
-0.238, p = 0.025) and emotional stability. However, on multivariate linear regression analysis adjusting for age among other factors, only self-
esteem was independently and negatively correlated with the frequency of selfie taking (beta = -0.206, p = 0.020) or posting (beta = -0.233, p =
0.020), with the effect most notable in young (<25 years) individuals for selfie taking. Extraversion was independently and positively correlated
with the frequency of selfie sharing (beta = 0.264, p = 0.005), with the effect most notable in young (<25 years) women.

Conclusion:

Findings from this study further expand our knowledge of the relationship between different personality traits and rising digital media phenomena.
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cess of 4.5 hours) and that most people check their phones 58

The use of smartphones and other personal digital devices times a day [2].

has become a new global epidemic, especially since they are A “selfie” is a self-photograph, usually taken by a

becoming increasingly available and affordable. Use is no lon-
ger restricted to a certain age group but spans the whole age
spectrum and affects all genders. In one study from 2016
involving 30,677 participants from Europe, it was found that
individuals spend approximately 2.5 hours per day on their
smartphone, for various activities, including communication,
social media interaction, and photo/video utilization [1]. More
recent statistics available from smartphone utilization apps
(2020) reported that, globally, individuals spend, on average 3
hours and 15 minutes on their smartphone (20% spend an ex-
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smartphone or other personal digital devices that may be
posted or shared with others through social media and
communication platforms. In recent years, selfie taking became
a prevalent and global phenomenon that in 2013, “selfie” was
voted as word of the year by the Oxford dictionary [3]. As with
other aspects of digital and social media, several investigators
grew interested in determining the link between selfie
behaviors and different personality traits. The bulk of research
has been mostly focused on narcissism. Narcissism was
positively correlated with selfie taking frequency in some
studies [4], while it was negatively correlated in others [5], and
not correlated at all in yet other studies [6]. A positive
correlation was also found between narcissism and the
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frequency of selfie posting to social media [3, 7, 8], although
some studies found the observation to be only applicable in
men [9, 10].

Studies looking into the relationship between other
personality traits and selfie behaviors are limited or restricted
to ‘travel’ selfies [6, 11]. In one study by Etgar and Amichai-
Hamburger [6], the relationship between the frequency of selfie
taking and self-esteem or the Big Five traits was evaluated
(extraversion, agreeableness, conscientiousness, emotional
stability, and openness to experiences). However, the authors
did not evaluate the relationship between such personality traits
and the frequency of selfie posting to social media or sharing
through communication platforms; and their methodology of
questioning about selfie taking did not fully make that
distinction. The act of selfie taking and the acts of selfie
posting or sharing may be reflecting different human
behaviors. It is clear from earlier studies that most selfies
individuals take do not actually end up being posted on social
media because of self-appearance worries and ideas about
privacy [12]; thus, it remains imperative to conduct research
that clearly distinguishes these two different acts and their
association with personality traits.

With this background, the aim of this study is to evaluate
the relationship between different personality traits (self-
esteem and the Big Five) and the frequency of selfie taking, as
well as selfie posting to social media and sharing through
private messaging. Such evaluation will help distinguish if
different personality traits are associated with different selfie
behaviors and will address the current knowledge gaps. Effects
of age and gender on such relationships will also be evaluated.

2. MATERIALS AND METHODS

This was a cross-sectional study of undergraduate first year
psychology students attending a private university in
Bucharest, Romania. All students attending the university
during one calendar week were approached between classes,
and all attendees agreed to participate in the study. The
questionnaire captured data on demographics, selfie behaviors,
self-esteem, and the Big Five personality traits. The study was
conducted in accordance with the standards of the Declaration
of Helsinki (1983) and was approved by the Ethical Committee
of the Department of Psychology at Titu Maiorescu University.
All participants provided written informed consent prior to
participation.

2.1. Selfie Behaviors

Participants answered the following questions to determine
their selfie behavior (English translation provided): Q1. How
often do you take selfies? (Once a day, Every couple of days,
Once a week, Less than once a week, Never); Q2. What are
you most likely to do first with the selfie after taking it? (Keep
it for yourself, Post it on social media, Share it with friends
through private messages, None); Q3. How often do you post
selfies on social media (e.g. Instagram, Facebook)? (Once a
day, Every couple of days, Once a week, Less than once a
week, Never). Q4. How often do you check the number of likes
your Selfie received shortly after posting on social media? (A
couple of times per hour, Every hour, A couple of times per
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day, Once a day or less, Never); Q5. How often do you share
Selfies with friends through private messages (e.g. WhatsApp,
Messenger)? (Once a day, Every couple of days, Once a week,
Less than once a week, Never).

Questions 1 (selfie taking), 3 (selfie posting to social
media), 4 (Checking for selfie likes shortly after posting to
social media) and 5 (selfie sharing with friends through private
messages) requested answers on a 5-point Likert scale to
reflect the frequency of the specific behavior, as guided by
carlier studies [6]. Question 2 was mainly used to determine
the most common type of active participants are likely to do
after taking a selfie.

2.2. Self-esteem

Self-esteem was measured using the Rosenberg [13] self-
report, self-esteem scale, which contains 10 items on a 4-point
Likert scale ranging from “strongly agree” to “strongly
disagree” . After reversing the scores for specific items, the
sum of scores for all ten items indicates the Total Score. A
higher Total Score indicates more self-esteem. Validated
Romanian translation was used [14]. The test had good internal
reliablity (Cronbach’s alpha: 0.752) in this study.

2.3. Big Five

The Big Five personality traits (extraversion,
agreeableness, conscientiousness, emotional stability, openness
to experiences) were measured using the International
Personality Item Pool (IPIP)-50 scale developed by Goldberg
[15], which contains 50 items (10 reflecting each of the five
personality traits) on a 5-point Likert scale ranging from
“totally disagree” to “totally agree”. After reversing the scores
for specific items, the sum of scores for all ten items indicates
the Total Score of the specific personality trait. A higher Total
Score  indicates more  extraversion, agreeableness,
conscientiousness, emotional stability, or openness to
experiences. Romanian translation was used based on a
Romanian validation study [16]. The test had good internal
reliability (Cronbach’s alpha: 0.878 for extraversion, 0.792 for
agreeableness, 0.809 for conscientiousness, 0.787 for
emotional stability, and 0.780 for openness to experiences) in
this study.

2.4. Statistical Analysis

Data coding was carried out for the ordinal variables of
selfie taking behavior related questions. Total scores for self-
esteem and each of the Big Five personality traits were
calculated after the reversal of respective items. Age was also
transformed into an additional nominal variable (>25 and <25
years) split around the rounded mean of the sample, in view of
a high proportion of participants in this study that fall outside
the standard undergraduate student age range reported in other
studies.

Descriptive statistics were provided as mean + standard
deviation, median (minimum and maximum) or percentages.
Bivariate correlations were conducted using Spearman’s
correlation coefficient or the Cramer’s V test. Multivariate
linear regression analysis was also used in a step-wise manner,
to determine the association between several independent
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variables of interest (age, gender, and the personality traits) and
each of the dependent variables of selfie behaviors (selfie
taking, selfie posting, selfie likes, selfie sharing). All p-values
were two-sided with the level of significance set at <0.05.

3. RESULTS

3.1. Participants

A total of 96 participants were included in this study. Their
mean age + standard deviation was 26.4 £ 9.0 years (range:
18-53 years) and the median age was 21 years. A total of 56
(58.3%) participants were <25 years of age, while 40 (41.7%)
were older than 25 years. Participants included 78 (81.3%)
women and 18 (18.3%) men.

3.2. Selfie Taking

Only 8 (8.3%) participants reported never taking a selfie.
The remaining 88 (91.7%) participants reported taking selfies
at different frequencies (Fig. 1A).

3.3. Selfie Posting and Sharing
Among those 88 participants who reported taking selfies,
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they reported the following when asked what they are most
likely to do first with the selfie after taking it: 33 (37.5%) keep
the selfies for themselves, 22 (25.0%) post the selfies on social
media, 31 (35.2%) share the selfies with friends through
private messages, while 2 (2.3%) do not do any of the
aforementioned.

Among the 88 participants who reported taking selfies, 12
(13.6%) reported never posting their selfies to social media
(e.g. Instagram or Facebook). The remaining 76 (86.4%)
participants reported posting selfies to social media at different
frequencies (Fig. 1B). Among the 76 participants who reported
posting their selfies to social media, 4 (5.3%) reported never
checking the number of likes their selfie received shortly after
posting. The remaining 72 (94.7%) participants reported
checking the number of likes their selfie received shortly after
posting at different frequencies (Fig. 1C). Among the 88
participants who reported taking selfies, 10 (11.4%) reported
never sharing their selfies with friends through private
messages (e.g. WhatsApp or Messenger). The remaining 78
(88.6%) participants reported sharing their selfies with friends
through private messages at different frequencies (Fig. 1D).

(B) Selfie posting to social media
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Fig. (1). Frequency for (A) selfie taking (n = 96); (B) selfie posting to social media (n = 88); (C) checking for selfie likes shortly after posting to
social media (n = 76); (D) selfie sharing with friends through private messages (n = 88).
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(B) Selfie posting to social media
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Fig. (2). Frequency according to age <25 or >25 years for (A) selfie taking (n = 96); (B) selfie posting on social media (n = 88); (C) checking the
number of likes their selfie received shortly after posting on social media (n = 76); (D) selfie sharing with friends through private messages (n = 88).

3.4. Age and Gender vs. Selfie Behaviors

There was a significant and negative correlation between
selfie taking frequency and age (Spearman’s r = -0.531, p
<0.001). The distribution of selfie taking frequencies in
participants <25 years and >25 years of age is illustrated in Fig.
(2A). Among those 88 participants who reported taking selfies,
there was a significant and negative correlation between
reported frequency of selfie posting on social media and age
(Spearman’s r = -0.341, p <0.001). The distribution of
frequency of selfie posting on social media in participants <25
years and >25 years of age is illustrated in Fig. (2B). Among
those 76 participants who reported posting selfies to social
media, there was a significant and negative correlation between
reported frequency of checking the number of likes their selfie
received shortly after posting and age (Spearman’s r = -0.299,
p = 0.009). The distribution of frequency of checking the
number of likes their selfie received shortly after posting in
participants <25 years and >25 years of age is illustrated in Fig.
(2C). Among those 88 participants who reported taking selfies,
there was a significant and negative correlation between
reported frequency of selfie sharing with friends through

private messages and age (Spearman’s r = -0.511, p <0.001).
The distribution of frequency of selfie sharing with friends
through private messages in participants <25 years and >25
years of age is illustrated in Fig. (2D).

There was no statistically significant association between
participants’ gender and the reported frequency of selfie taking
(n =96, Cramer’s V, p = 0.148), selfie posting to social media
(n=88, Cramer’s V, p = 0.066), checking the number of likes
their selfie received shortly after posting on social media
(n=76, Cramer’s V, p = 0.286), or selfie sharing with friends
through private messages (n=88, Cramer’s V, p = 0.069) (Fig.
3).

3.5. Personality Traits

Scores for the different personality traits among the study
participants are summarized in Table 1. There was a significant
and positive correlation between age and emotional stability
(Spearman’s r = 0.252, p = 0.013) but not with any of the other
personality traits. There was no statistically significant
correlation between gender and any of the personality traits
(Table 2).
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(B) Selfie posting to social media
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Fig. (3). Frequency according to gender for (A) selfie taking (n = 96); (B) selfie posting on social media (n = 88); (C) checking the number of likes
their selfie received shortly after posting on social media (n = 76); (D) selfie sharing with friends through private messages (n = 88).

Table 1. Personality traits of the study participants (n = 96).

Personality Trait Mean = SD Median Minimum Maximum
Self-esteem 19.8+4.1 19 13 29
Extraversion 345+79 35 10 50

Agreeableness 40.6 £5.7 41 14 49
Conscientiousness 35.8+£6.8 36 18 48
Emotional stability 28.8+6.7 29 10 43

Openness to experiences 38.67+5.6 39 16 50

SD, standard deviation.

Table 2. Correlations by Spearman’s correlation coefficient between personality traits, age, and gender of the study

participants (n = 96).

- Age Gender (Self-Esteem|Extraversion|Agreeableness|Conscientiousness Emotl‘o.nal Openn.ess to
Stability Experiences
Age - - - - - - -
r=0.250
Gender p=0.014 - - - - - -
=-0.091 |r=-0.057
Self-esteem p=0376 |p=0.584 - - - - -
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- Age Gender |Self-Esteem|Extraversion|Agreeableness|Conscientiousness Emot!o.nal Opem{ess to
Stability Experiences
Extraversion r=0.004 |r=0.081| r=-0.361 i i i i
p=0.970 |p=0.435| p<0.001
Acreeableness r=0.017 |r=-0.132| r=-0.365 r=0.368 ) ) ) )
g p=0.866 |p=0.201| p<0.001 p <0.001
Conscientiousness r=0.157 |r=0.016| r=-0.380 | r=0.265 r=0.315 ) ) )
p=0.125 |p=0.878| p<0.001 p =0.009 p =0.002
Emotional stabilit r=0252 |r=0.082| r=-0.274 | r=0.200 r=0.329 r=0416 ) )
¥ p=0.013 |p=0425| p=0.007 | p=0.015 p =0.001 p <0.001
Ovenness to experiences | © 0.013 [r=0.086| r=-0.259 | r=0.325 r=0.366 r=0.136 r=0.036 )
P p p=0.900 |p=0407| p=0.011 | p=0.001 | p<0.001 p=0.186 p=0.726

3.6. Personality Traits vs. Selfie Behaviors

There was a significant negative correlation between the
reported frequency of selfie taking and emotional stability
(Spearman’s r = -0.228, p = 0.025). There were no other
significant correlations between the remaining personality traits
and the reported frequency of selfie taking. Similarly, there
was a significant negative correlation between the reported
frequency of selfie posting to social medial and emotional
stability (Spearman’s r = -0.238, p = 0.025) while there were
no other significant correlations between the remaining
personality traits and the reported frequency of selfie posting to
social medial. There was a significant positive correlation
between the reported frequency of selfie sharing with friends
through private messages and extraversion (Spearman’s r =
0.218, p = 0.042). There were no other significant correlations
between the remaining personality traits and the reported
frequency of selfie sharing with friends through private
messages. None of the personality traits correlated with the
reported frequency of checking the number of likes their selfie
received shortly after posting (Table 3).

3.7. Personality Traits vs. Selfie Behaviors Stratified
According to Age and Gender

In participants <25 years of age, there was a significant
negative correlation between the reported frequency of selfie
taking and self-esteem (Spearman’s r = -0.347, p = 0.009).
There was also a significant positive correlation between the
reported frequency of selfie sharing with friends through
private messages and extraversion (Spearman’s r = 0.347, p =
0.004) as well as agreeableness (Spearman’s r = -0.363, p =
0.006). In participants >25 years of age, there was a significant

negative correlation between the reported frequency of selfie
sharing with friends through private messages and emotional
stability (Spearman’s r = -0.521, p = 0.002). The remaining
correlations did not reach statistical significance, although
there was a trend towards a correlation between the reported
frequency of selfie taking and emotional stability in
participants>25 years of age (Table 4).

When stratified according to gender, the only statistically
significant correlations were a negative correlation between the
reported frequency of selfie posting to social media and
emotional stability in men (Spearman’s r = -0.535, p = 0.027)
and a positive correlation between the reported frequency of
selfie sharing with friends through private messages and
extraversion in women (Spearman’s r = 0. 296, p = 0.012)
(Table 5).

3.8. Multivariate Regression Analysis

On multivariate linear regression analysis with step-wise
inclusion of age, gender, and personality traits, the reported
frequency of selfie taking was independently negatively
correlated to age (beta = -0.533, p <0.001) and self-esteem
(beta =-0.206, p = 0.020). Similarly, the reported frequency of
selfie posting on social media was independently negatively
correlated to age (beta = -0.391, p <0.001) and self-esteem
(beta = -0.233, p = 0.020). The reported frequency of selfie
sharing with friends through private messages was
independently negatively correlated to age (beta = -0.480, p
<0.001) and positively correlated to extraversion (beta = 0.264,
p = 0.005). The reported frequency of checking the number of
likes their selfie received shortly after posting was only
independently negatively correlated with age (beta = -0.337, p
=0.003).

Table 3. Correlations by Spearman’s correlation coefficient between personality traits and the reported frequency of selfie
taking, selfie posting to social media, checking the number of likes their selfie received shortly after posting, and selfie

sharing with friends through private messages.

. . Selfie Taking Selfie Posting Checking Likes Selfie Sharing
Personality Trait (n = 96) (n=88) (n=76) (n=88)
Self-esteem r=-0.115 r=-0.165 r=-0.002 r=-0.003
p=10.263 p=0.125 p=0.988 p=0.978
Extraversion r=0.145 r=0.145 r=0.172 r=0218
xtraverst p=0.159 p=0.179 p=0.137 p =0.042
Acreeableness r=0.153 r=0.111 r=0.074 r=0.155
£ p=0.606 p=10.301 p=10.527 p=0.148
Conscientiousness r=-0.091 r=0.009 r=-0.053 r=-0.148
p=0.375 p=10.936 p=0.651 p=0.170
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. . Selfie Taking Selfie Posting Checking Likes Selfie Sharing
Personality Trait (n = 96) (n=88) (n=76) (n=88)
Emotional stabilit r=-0.228 r=-0.238 r=-0.132 r=-0.096

¥ p =0.025 p =0.025 p=10.257 p=0.375
Openness {0 exberiences r=0.009 r=0.068 r=-0.018 r=-0.023
P P p=0932 p=0.526 p=0.874 p=0831

Table 4. Correlations by Spearman’s correlation coefficient between personality traits and the reported frequency of selfie
taking, selfie posting to social media, checking the number of likes their selfie received shortly after posting, and selfie
sharing with friends through private messages according to age stratified as <25 and >25 years.

Selfie Taking Selfie Posting Checking Likes Selfie Sharing
<25 years >25 years <25 years >25 years <25 years >25 years <25 years >25 years
(n =56) (n =40) (n =56) (n=32) (n=52) (n=24) (n =56) (n=32)
r=-0.347 r=-0.022 r=-0.221 r=-0.179 r=-0.025 r=-0.123 r=-0.123 r=-0.008
Self-esteem
p =0.009 p=0.893 p=0.102 p=0.326 p=0.859 p=10.566 p=0.367 p=0.964
Extraversion r=0218 r=0.023 r=0.232 r=-0.011 r=0.098 r=0.298 r=0.376 r=-0.034
p=0.106 p=0.888 p=0.085 p=0.953 p=0.489 p=0.157 p =0.004 p=10.852
Acreeableness r=0.165 r=-0.012 r=0.146 r=0.073 r=0.075 r=0.121 r=0.363 r=-0.106
g p=0.225 p=0.942 p=0.284 p=10.690 p=0.598 p=0.121 p =0.006 p=0.564
Conscientiousness r=0.147 r=-0.225 r=0.126 r=-0.084 r=-0.020 r=-0.122 r=-0.052 r=-0.240
p=0.304 p=0.163 p=0.284 p=0.647 p=0.887 p=10.569 p=0.704 p=0.186
Emotional stabilit r=0.065 r=-0.293 r=-0.099 r=-0.291 r=0.008 r=-0.158 r=0.254 r=-0.521
¥ p=0.634 p =10.066 p=0.467 p=0.106 p=10.955 p =0.460 p=10.059 p =0.002
Openness o experiences =-0.057 r=0.061 r=0.033 r=0.105 =-0.094 r=0.146 r=0.007 =-0.126
P P p=0675 | p=0708 | p=0961 | p=0568 | p=0507 | p=0495 | p=0961 | p=0492

Table 5. Correlations by Spearman’s correlation coefficient between personality traits and the reported frequency of selfie
taking, selfie posting to social media, checking the number of likes their selfie received shortly after posting, and selfie
sharing with friends through private messages according to gender.

Selfie Taking Selfie Posting Checking Likes Selfie Sharing

Female Male Female Male Female Male Female Male
n=78) (n=18) (n=171) n=17) (n=65) (n=11) m="71) n=17)
Self-esteem r=-0.151 r=10.022 r=-0.207 r=-0.178 r=-0.055 r=0.055 r=0.034 r=-0.391
p=0.187 p=0.930 p=0.084 p=0.495 p=0.661 p=10.873 p=0.778 p=0.121
Extraversion r=0.170 r=0.104 r=0.158 r=0214 r=0.092 r=0.598 r=0.296 r=0.017
xtraverst p=0.136 | p=0681 | p=0.187 | p=0409 | p=0464 | p=0052 | p=0.012 | p=0949
Acreeableness r=0.066 r=-0.056 r=0.093 r=10.081 r=0.074 r=0.090 r=20.160 r=0.087
g p=10.564 p=0.824 p=0.440 p=0.757 p=0.559 p=0.793 p=0.184 p=0.741
Conscientiousness r=-0.078 r=-0.212 r=0.011 r=-0.007 r=-0.032 r=-0.143 r=-0.167 r=-0.037
p=0.500 p=0.399 p=0.930 p=0.979 p=0.799 p=0.676 p=0.165 p=10.889
Emotional stabilit r=-0.205 r=-0.263 r=-0.112 r=-0.535 r=-0.062 r=-0.395 r=-0.033 r=-0.334
y p=0.071 p=0.291 p=0.352 p =0.027 p=0.623 p=0.229 p=0.784 p=0.190
Openness o experiences r=0.008 r=0.186 r=0.062 r=0.366 =-0.021 r=0.352 =-0.039 =-0.054
P P p=0.944 p=0.459 p = 0.606 p=0.149 p=10.870 p=0.289 p=0.746 p=0.836

4. DISCUSSION

In this study, correlations between different personality
traits and selfie behaviors were identified in a group of
undergraduate psychology students from Romania. Although
initially it appeared that individuals with low emotional
stability had higher frequencies of selfie taking and posting,
this was clearly confounded by the effect of age; since younger
individuals appeared to be less emotionally stable and had
higher frequency of selfie taking and posting. Lower self-
esteem, however, was independently associated with a higher
frequency of selfie taking and posting irrespective of age or
gender, but the effect was more pronounced in younger

individuals for selfie taking. Higher extraversion was also
independently associated with a higher frequency of selfie
sharing irrespective of age or gender, but the effect was also
more pronounced in younger individuals and women. A trend
towards higher frequency of selfie sharing was also noted in
younger individuals with high agreeableness and in older
individuals with lower emotional stability. The frequency of
checking for likes after posting selfies to social media was not
correlated with any personality traits. These findings shed
further light on ongoing investigations studying human
characters and their effects on behaviors in an era of digital
transformation.
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This study adds uniquely to the research literature when
compared to the body of evidence evaluating the association
between personality traits and selfie behaviors. As mentioned
earlier, the majority of studies only focused on the relationship
between selfie behaviors (taking and posting) and narcissism [3
- 8, 10]. Only two main studies evaluated other personality
traits and their relationship to selfie behaviors [6, 11]. In the
study by Paris and Pietschnig [11], the authors found an
association between the frequency of selfie sharing with friends
and higher extraversion, which is in agreement with findings in
this current study. However, the authors mainly focused on
selfies taken during travel and peculiar behaviors related to the
travel environment; thus, this study expands on these findings
to confirm the association with selfie sharing in general. The
study by Etgar and Amichai-Hamburger [6] evaluated a similar
group of undergraduate psychology major students in Israel.
They found correlations between several personality traits
(self-esteem measured by Rosenberg and Big Five measured by
Gosling’s Ten-Item Personality Inventory [TIPI]) and the act of
selfie taking according to motive (self-approval was negatively
related to conscientiousness, emotional stability, openness to
experiences, and self-esteem; belonging was related to
openness to experiences; documentation was related to
agreeableness and extroversion). The use of a different Big
Five tool, the wider age range of students, and the focus on
selfie taking frequency rather than motive may explain why
fewer personality traits were found to have significant
correlations in this study compared to the study by Etgar and
Amichai-Hamburger [6]. Moreover, the study by Etgar and
Amichai-Hamburger did not distinguish between selfie taking
and posting or sharing, like was done in this study, and there
could be a vast difference in why people take selfies and why
they end up posting and sharing them [12].

The negative correlation between self-esteem and the
frequency of selfie taking or posting reflects the need to seek
self-confirmation from an external source as selfies. If one
seeks confidence and approval from others, then one’s self-
esteem is dependent upon their opinion. This reinforces an
earlier finding that people perceive their self-esteem as higher
in areas that relate to characteristics that others believe they
possess [17]. Studies from other social media platforms also
found an association between low-self esteem and the amount
of posting information about romantic experiences [18]. The
positive correlation between extraversion and selfie sharing
matches the notion that extraverts are higher on hedonism and
stimulation [19], so when they engage in an activity, they are
more likely to share it with others to document their
experiences.

The study has some limitations. Not all personality traits
could be evaluated in this study and other test tools may be
applied in future work such as ones to measure conformity or
locus of control. The aim of this study was to evaluate
predictive associations rather than causal ones; nonetheless, the
effects of residual confounders not accounted for in
multivariate analyses cannot be fully dismissed. Moreover,
findings from this study may be limited to populations of
similar admixture and not necessarily fully generalizable. The
study evaluated university students in Romania, and social
media behaviors and attitudes may be different in this

Alexandra M. Mihailescu

subpopulation compared to others. Although the age range
even for such an undergraduate group was wide and reflected
young and middle-aged adults, the sample was primarily
composed of women which may have limited the ability to
determine gender differences in the evaluated associations.

CONCLUSION

This study identified a negative correlation between the
frequency of selfie taking and posting to social media and self-
esteem, while a positive correlation was found between the
frequency of selfie sharing with friends through private
messages and extraversion. Findings from this study shed more
light on consumer behaviors that could inform marketing
strategies of digital appliances, social media and digital
communication platforms.
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