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Abstract

The potential relationship between social media addiction and personality traits is an essential topic in
tourism studies, though it is rarely examined. Thus, this study aims to examine whether undergraduate
tourism students are addicted to social media and, if so, the possible relationship between this addiction
and their personality traits. The research used the descriptive method, one of the quantitative research
methods. The questionnaire technique and the convenience sampling method were preferred to amass
the data. Data were collected from 454 undergraduate tourism students and analyzed with the Pearson
correlation test by using SPSS 25. This research has revealed that the students' dominant personality
trait is agreeableness with a low-level social media addiction. The research has also found a positive
relationship between neuroticism personality traits and social media addiction and a negative
relationship between personality traits of extraversion, agreeableness, and conscientiousness, and social
media addiction. The research has revealed that tourism students are dependent on social media. Social
media addiction is a type of addiction that harms individuals' personal development and business life.
Accordingly, theoretical and practical studies should be carried out to combat this addiction. To this
end, it is crucial to develop more sophisticated combating methods according to an individual's
personality traits and carry out awareness and training studies in the practical field. The literature has
scarcely examined the relationship between undergraduate tourism students' personality traits and social
media addiction. Therefore, this study is believed to contribute to filling an important gap in the
literature.
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1. Introduction

The internet, a key technological platform, can be considered a powerful possibility of the 21st
century if it is used for due purposes such as accessing information, problem-solving, and personal
development (Simsek et al., 2017). Today, internet technologies have greatly facilitated mass
communication by improving communication quality, shortening time, and reducing costs
(Saksiriruthai, 2018). The emergence of social media platforms can be regarded as one of the
consequences of this convenience. These platforms have increased their popularity day by day,
becoming a new world alternative to the real world. Especially in the last decade, the interest in social
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media platforms has now turned social media into a mass communication tool (Kot et al., 2017).
However, this has caused "excessive use" of the internet in some individuals. It is a fact that some
individuals cannot set their internet usage limits in line with their needs. Excessive internet use, known
as internet addiction, net addiction, social media addiction, and pathological internet use, results in
significant problems in business and social life (Widyanto & Griffiths, 2007). Various studies in the
literature have revealed that internet and social media addiction can cause (i) psychological problems
like anxiety as well as adverse effects on personal development (Colwell & Kato, 2003), (i) significant
negative consequences such as withdrawal and excessive engagement (Rajesh & Rangaiah, 2020), and
(i) grave disorders like friendship difficulties, depression, poor quality of sleep, excessive mental
occupation, repetitive thoughts about control of use, and failure to prevent access (Andreassen, 2015;
Bowden-Green et al., 2021).

It is well-accepted that personality traits have considerable effects on human behavior. This
acceptance has made the relationships between social media behavior & addiction and personality traits
an essential research topic. According to Kircaburun and Griffiths (2018), "there are several theories
suggesting that personality differences play an important role in developing and maintaining addictive
use of different online applications." Furthermore, Chen and Roberts (2019) state that "different
personalities have different motivations for using social networking sites, which may in turn lead to
social networking sites addiction." In a past few decades, to examine the relationships between social
media addiction and personality traits, various studies have been conducted, albeit in small numbers.

This research's main purpose has been defined as examining the relationships between
undergraduate tourism students' personality traits and social media addiction, as well. There ate several
basic reasons for selecting the sample. The number of studies examining the relationships between
social media addiction and personality traits is limited. On the other hand, the authors have not reached
any study that was prepared with this aim on undergraduate tourism students. The authors believe that
this is a key gap for tourism, personality and social media studies and that the findings to be obtained
from the research will make a theoretical contribution to this regard. To this end, two research
questions were developed in the study. One of these questions aims to determine students' personality
traits, while the other seeks to determine whether the students are addicted to social media. After
obtaining the findings on the research questions, it has been aimed to examine the relationships
between personality traits and social media addiction. Secondly, social media use and addiction are
much more common problems among young people, the most vulnerable group (Kocaman et al., 2017;
Bisen & Deshpande, 2020). It is known that this can cause psychological disorders in young people,
adversely affecting their personal development (Colwell & Kato, 2003). The authors hope that findings
to be obtained from the research will reveal practical outcomes that can create an added value in the
context of young people's personality traits in combating social media addiction. And finally, the young
people, who constitute the study sample, are trained as future tourism professionals with a key human
resource value. In this training process, students, their families and the government bear a considerable
cost and invest in the future. However, possible circumstances caused by social media addiction that
also trigger productivity problems in business life may aggravate this cost and investment. The fact that
individuals have experienced problems in their private and business lives due to social media addiction
and that human resources have thus become inefficient may cause severe problems for all parties.
These problems pose risks that may adversely affect students first, and then the tourism sector and the
national economy, respectively. Therefore, the authors consider that the study findings can contribute
to social awareness of this issue, encouraging the relevant parties to take measures.

On this basis, the study has primarily mentioned the information about social media addiction
and personality traits in the conceptual framework section and briefly has touched upon the relevant
findings in the literature. Then two research questions and five hypotheses were established to
accomplish the aim of the research. The study results have covered students' demographic
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characteristics, dominant personality traits, social media addiction levels, and findings between social
media addiction and personality traits.

This research consists of four sections: Literature Review, Method, Results, Discussion and
Conclusion. In the literature review section, the concepts of social media and five-factor personality
traits are first explained theoretically. Then, the definition and occurrence of social media addiction is
elaborated and the possible relationships between personality traits and social media addiction are
analyzed. At the end of the section, research questions and hypotheses of the research, developed based
on studies from the literature, are presented. In the methods section, the aim, methodology, population
and sampling of the study are explained. Detailed information about the scales used in the research was
then presented. In the results section of the study, participants' sample profile results are revealed.
Then, the results of Pearson correlation analysis conducted for the hypotheses were shared. In the
discussion section of the study, the findings obtained from the research questions and hypotheses tests
were discussed and explained together with the findings collected from similar studies from the
literature. In the conclusion section, the conclusion drawn from the research findings was disclosed and
some recommendations have been made to combat social media addiction. Finally, the limitations of
the research were clarified.

2. Literature review

Social media is a platform that people use to communicate about various activities, events and
daily lives (Gavuruova et al., 2018). Social media applications bring together billions of people globally,
offering highly interactive platforms where users share, discuss and change the content they create and
enabling them to connect with almost all other people at any time and place (Kietzmann et al., 2011,
p.241). According to Hootsuite (2020) data, 3.8 billion people worldwide are "active social media
users". The emergence of major social media platforms dates back to a few decades. It is known that
Six Degrees.com was founded in 1997, Friendster in 2002, LinkedIn and MySpace in 2003, Flickr and
Facebook (Harvard version) in 2004, Yahoo 365 and YouTube 2005, and Facebook (corporate
network) and Twitter in 2006 (Boyd & Ellison, 2008, p.211). As of 2020, these social media platforms
have reached an incredible number of active users: Facebook, 2.4 billion; YouTube, 2 billion;
WhatsApp, 1.6 billion; FB Messenger, 1.3 billion; and Instagram, 1 billion. (Hootsuite, 2020).
According to Hootsuite (2020) data, 54 million people in Turkey are members of social media
platforms. This figure represents 64% of the total population. Internet users spend an average of 7
hours and 29 minutes a day connected to the internet. The most visited social media platforms in
Turkey are YouTube, Instagram, WhatsApp, Facebook and Twitter respectively.

A growing amount of research, together with these outstanding and rapid developments, has
indicated that social media use has a detrimental effect on well-being (Bowden-Green et al., 2021). In
particular, widespread access to social media has led to the "excessive use" that may have adverse
effects on individuals and the society as a whole (Wang et al., 2015, p.40). As cited in Wang et al. (2015,
p.40), social media addiction is born out of "normal" usage habits that seem "harmless" at the
beginning and that its negative effects are acknowledged by users. Still, social media benefits can seduce
people into "excessive use", which may change their thinking and emotion patterns. Thus, even the
rational use of social media can turn from habit to irrational behavior (Xu & Tan, 2012). The more
excessive use becomes part of normal life, the more social media addiction arises, resulting in "inability
to control the use of social media" and "the disruption of other activities in an individual's life due to
excessive use." (Ryan et al., 2014, p.134). Based on this point of view, social media addiction has been
defined as a type of soft addiction in which habitual (or rational) use patterns turn into irrational
behavior patterns (Wang et al., 2015, p.41).

In fact, social media addiction is a new form of addiction that the "internet era" we experience
has introduced to our lives. The literature uses the following terms for social media addiction
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interchangeably: internet addiction (Hawi & Samaha, 2019), social media addiction (Longobardi et al.,
2020), social networking addiction (Cheak et al., 2012), social networking sites addiction (Lee, 2019),
online social network dependency (Thadani & Cheung, 2011), social media dependence (Wang et al.,
2015), internet dependency (Ruiz et al., 20006), and pathological internet use (Davis, 2001).

As cited in Chou, Chou and Tyan (1998), Hatterer (1994) pointed out that the addiction may be
related to a substance, action, or interaction. Accordingly, people may be addicted to food, smoking,
gambling, alcohol, work, and many other things. Angres and Bettinardi-Angres (2008) define addiction
as "the continued use of mood-altering addicting substances or behaviors (e.g., gambling, compulsive
sexual behaviors) despite adverse consequences."

Like all other addictions, social media addiction leads to a number of psychological,
physiological and social problems. According to Wang et al. (2015), individuals with social media
addiction may experience productivity loss and feelings of isolation, anxiety, or depression. However,
despite these adverse consequences, the social media craving tends to be extremely strong or even
unbearable (Wang et al., 2015, p.40). According to another perspective, social media addicts are actually
people who cannot healthily use the internet. Davis (2001, p.193) describes the healthy internet use as
"using the internet for an expressed purpose in a reasonable amount of time without cognitive ot
behavioral discomfort." Basing on this description, it might gathered that people who can use the
internet in a healthy way are the ones who can distinguish between virtual and real real-life
communication. They consider the internet not as "a source of identity," but as a "helpful tool."
However, it is not possible to claim that social media addicts who use social media excessively have
such a rational attitude.

The authors could not notice any research examining the relationships between tourism
students' social media addiction and personality traits in the literature. Still, they have determined that
various studies are showing that the use of social media in the tourism sector may have adverse
consequences in some cases. The literature, has also various studies (Hede & Kellet, 2012; Tham et al.,
2013; Zeng & Gerritsen, 2014; Casado-Diaz et al., 2020; Siegel et al., 2020) that indicate social media's
negative effects on tourism sector.

If social media is not properly managed, it may have negative effects rather than positive effects
(Zeng & Gerritsen, 2014). The development of social media has caused, the tourism industry and
businesses to lose control over what got written about them online (Dwivedi et al., 2007). Tourism is a
product based on experience. Therefore, visitors' unfavorable comments on social media can create a
big "word of mouth", negatively affecting potential tourists (Hede & Kellet, 2012; Tham et al., 2013).
The possible effect of negative comments by previous visitors should not be underestimated. Xue and
Zhou (2011) found that negative comments in an online community are more likely to be trusted and
shared. To avoid effects of social media, the tourism sector should be able to monitor social media and
interact with its customers (Grant-Braham, 2007). The sector should strive to protect itself from the
negative effects of social media (Gretzel, 2019). To this end, the Vienna Tourist Board (VIB) has
initiated an "anti-hashtag" campaign. Under the campaign, tourists are invited to spend their holidays
without smart-phones and without being connected to social media (Buckley, 2018). To support this
campaign, billboards carrying the slogan, "See Vienna, not #Vienna", were placed around Vienna
(Siegel et al., 2020). According to Seo et al. (2015), the information shared on social media reaches a
broad audience at an incredible speed. Therefore, social media has a vital role in communication. Hotel
managers need to be aware of this and engage more in social media to combat its negative effects. They
should consider using social media to communicate with the public in case of any negative
circumstances. To minimize the adverse effects, responses, explanations and due notifications, if
necessary, should be made in a timely manner.

Internet addiction and social media addiction, which are sometimes used interchangeably in the
literature, have overlapping concepts (Hawi & Samaha, 2019); however, social media addiction is, in
fact, one of the internet addiction subtypes. Social media addiction, one of the main factors of excessive
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internet use, may cause psychological disorders like anxiety and destructive effects on personal
development (Colwell & Kato, 2003). This addiction can also lead to (i) significant adverse effects such
as withdrawal and excessive engagement (Rajesh & Rangaiah, 2020) and (i) a number of problems such
as friendship difficulties, depression, poor quality of sleep, excessive mental occupation, repetitive
thoughts about control of use, and failure to prevent access (Andreassen, 2015; Bowden-Green et al.,
2021). In addition to the findings as mentioned above, several studies in the literature have revealed
meaningful relationships between these internet-based addictions and certain psychological conditions
and disorders. Some studies have found that there is a relationship between social media addiction and
the following: ego power (Shepherd & Edelmann (2005), shyness and personality (Saunders and
Chester, 2008), anxiety Kratzer and Hegerl (2008), self-compassion dskender & Akin, 2011), smoking
and alcohol use (Yen et al., 2009), and empathy (Kocaman et al., 2017).

It is well-established that personality is an essential factor that has traces and effects on many
human behaviors. Whether social media addiction differs according to individuals' personality traits is
also among the literature's key research topics. "several theories suggesting that personality differences
play an important role in the development and maintenance of addictive use of different online
applications" (Kircaburun & Griffiths, 2018). In this sense, various studies in the literature (Amichai-
Hamburger & Vinitzky, 2010; Hasan & Yasir, 2016; Andreassen et al., 2017) have examined the
relationships between individuals' personality traits and their social media addiction or social media
usage levels, drawing remarkable conclusions. Some of these studies preferred the Five-Factor Model
(FFM), which reached a certain level of maturity thanks to the works of McCrae and Costa. "In a
narrow sense, the FFM of personality is an empirical generalization about the covariation of personality
traits. Although the FFM is not a theory of personality, McCrae and John (1992) argued that it
implicitly adopts the basic tenets of traits theory — that individuals can be characterized in terms od
relatively enduring patterns of thoughts, feelings and actions; that traits can be quantitively assessed that
they show some degree of cross situational consistency; and so on" (McCrae and Costa, 1999, p.140).
FFM consists of five broad trait dimensions of personality. Research into the dimensions of
neuroticism, extraversion, and openness to experience began in the mid-1970s. In 1983, the dimensions
of agreeableness and conscientiousness were added to these dimensions (Costa & McCrae, 2008,
p-179). The FFM dimensions and their characteristics are shown in Table 1.

Table 1. FFM dimensions and characteristics

High Dimension Low
Prone to psychological problems,
worried, stressed, insecure, non-
resilient, over-sensitive, pessimistic,
self-conscious, frustrated
Affectionate, social, active, joiner,

Reassuring, calm, relaxed,

Neuroticism .
™) hardy, cautious

. J . xtraversion eserved, loner, quiet, calm
Ext E R d, 1 , quiet, cal

talkative, prone to living collectively

Imaginative, can think analytically,

interested in art and aesthetics,

sensitive, open to innovation, Openness to Down-to-earth, conventional,

intellectually curious, behaviorally experience (O) incurious

flexible, non-dogmatic in their
attitudes and values
Softhearted, good-natured, sincere,

Selfish, overly competitive,

compassionate, honest, Agreeableness (A) critical
sympathetic, open to cooperation
Conscientious, strong-willed, goal | Conscientiousness (C) | Irresponsible, unteliable,
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and success oriented, scrupulous, casual, aimless
well-organized, diligent
Source: McCrae and Costa, 1980; McCrae and Costa, 1992; Lodi-Smith and Roberts, 2007; Ulu, Ozdevecioglu and Ardig,
2016

3. Methods

The research's main objective is to examine the relationships between personality traits and
social media addictions of undergraduate tourism students. The three main reasons for selecting the
sample of undergraduate tourism students in the study are as follows:

e VTFirstly, the number of studies in the literature examining the relationships between
undergraduate tourism students' personality traits and social media addiction is extremely
limited, thereby indicating a huge gap on the subject. It is hoped that the research findings will
contribute theoretically to filling this gap.

e Secondly, the literature findings show that internet and social media addiction is more common
among young people (Kocaman et al., 2017; Bisen & Deshpande, 2020; Najafi-Sharjabad &
Rayani, 2020). Young individuals, students, singles; people from low income and low
educational background are the at-risk populations for addictive social media use (Andreassen
et al, 2017). Therefore, it is believed that the study findings will provide theoretical and
practical contributions to undergraduate tourism students to develop more sophisticated
techniques related to their personality traits in combatting social media addiction.

e Thirdly, undergraduate tourism students, who constitute the study sample, are the tourism
professionals of the future and a key human resource that requires high-cost education
investments. This human resource may become inefficient since social media addiction creates
severe problems in individuals' private and business lives. Accordingly, the future of the
educational investments may be adversely affected, which paves the way for the risks that
negatively influence students, the tourism sector and the national economy, respectively. In this
sense, the authors consider that the study's findings may contribute to the social awareness of
the issue, encouraging the relevant parties to take measures.

The research population is a total of 1,100 students from three separate training programs at a
public university in Turkey. The questionnaire technique was used as a data collection technique, and
the convenience sampling method, one of the non-probabilistic sampling methods, was preferred. This
method, also known as "opportunity sampling" or "accidental sampling", aims to reach easy-to-access
individuals who are available and convenient (Bhattacherjee, 2012, p. 69). As per the technique and the
method, 1,200 questionnaires were issued to the field. Only 636 students were surveyed in the study
conducted on a voluntary basis. However, 182 of the questionnaires were discarded, seeing that they
were filled incompletely or incorrectly. So the remaining 454 questionnaires were analyzed. According
to Krejcie and Morgan (1970), a sample representing a population of 1,200 individuals at a 95%
confidence level with a 5% margin of error should consist of at least 291 individuals. Since the valid
number of participant questionnaires in the study is 454, the sample is considered to represent the
population quantitatively. The descriptive research method, one of the quantitative research methods,
was used in the research. As cited in Tripodi and Bender (2010), descriptive researches are studies
performed to describe facts, relationships, circumstances, and events regarding a sample observed by
the researcher (Thomlison, 2001; Rubin & Bobbie, 2008).

Basically, personality is a factor that affects behavior along with other factors (Andersen, 2000).
In this sense, there is striking relationship between individuals' personality traits, social media usage,
and social media addiction (Correa et al., 2010; Hasan & Yasir, 2016). This research is focused on
young people whom the internet and social media addiction are more widely observed (Kocaman et al.,
2017; Bisen & Deshpande, 2020; Najafi-Sharjabad & Rayani, 2020). This research's main purpose has
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been defined as examining the relationships between undergraduate tourism students' personality traits
and social media addiction, as well. To achieve this purpose, the authors have developed two research
questions and five hypotheses, as follows:
e Research Question 1: What are the dominant personality traits of undergraduate tourism
students under the FFM? Answering this question is a key prerequisite for determining
undergraduate tourism students' dominant personality traits under the FFM.

e Research Question 2: Is the undergraduate tourism students' use of social media at the
addiction level? Whether or not the undergraduate tourism students' use of social media is at
the addiction level is an essential prerequisite for further analysis of the study.

The research is aimed to respond to research questions through analysis and test the hypotheses
presented below.

e Various studies in the literature (Correa et al.,, 2010; Andreassen et al., 2013; Hasan & Yasir,
2016) have revealed that there are positive relationships between neuroticism personality trait
and social media addiction. If it is accepted that individuals with high-degree neuroticism are
stressful, insecure, and overly sensitive (Table 1), it might be assumed that these individuals will
have difficulty in establishing sound relationships in real life. Accordingly, it is anticipated that
these individuals will drift away from real life, turning to virtual platforms. Based on this
assessment, the authors have constructed the following hypothesis:

H, i There is not a positive correlation between neuroticism and social media addiction.
H;: There is a positive correlation between neuroticism and social media addiction.

e Several studies in the literature (Correa et al., 2010; Hawi & Samaha, 2019; Marengo et al., 2020)
reveal positive direction relationships between extraversion personality trait and social media
addiction. If it is accept that individuals with high degrees of extraversion are social, active,
talkative (Table 1) individuals, it is assumed that these individuals will want to extensively
exhibit these characteristics on social media platforms. Accordingly, the authors have
constructed the following hypothesis:

H: iz There is not a positive correlation between extraversion and social media addiction.
H:: There is a positive correlation between extraversion and social media addiction.

e Correa et al. (2010) found a positive relationship between openness to experiences and the
social media use frequency. If it is accepted that individuals with high-level openness to
experiences are curious and open to innovations (Table 1), it is assumed that these
characteristics can encourage them to use social media more extensively. The authors have thus
constructed the following hypothesis:

H; wui: There is not a positive correlation between openness to experiences and social media
addiction.
Hi: There is a positive correlation between openness to experiences and social media addiction.

e Various studies in the literature (Hasan & Yasir, 2016) have indicated a positive relationship
between agreeableness and social media addiction. If it is accepted that individuals with high-
level agreeableness are benign, friendly, sympathetic (Table 1), it is assumed that these
characteristics may encourage them to use social media more intensively. Based on this
assessment, the authors have constructed the following hypothesis:

H it There is not a positive correlation between agreeableness and social media addiction.
H.g: There is a positive correlation between agreeableness and social media addiction.

e Kircaburun and Griffiths (2018) and Lee (2019) found a negative relationship between social
media addiction and conscientiousness. If it is accepted that individuals with a high-degree
conscientiousness level are responsible and goal and success-oriented (Table 1), it is anticipated
that these individuals will more devote their time and effort to their responsibilities and
therefore, use social media at 2 more reasonable level. In other wotds, it is assessed that the
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more the conscientiousness levels of these individuals increase, the less they will find time for
activities like social media involvement. Based on this assessment, the authors have constructed
the following hypothesis:

Hs oz There is not a negative correlation between conscientiousness and social media
addiction.

Hs: There is a negative correlation between conscientiousness and social media addiction.

4. Results

In the study, one questionnaire and two scales were used. The questionnaire form for the
determination of demographic characteristics and personality traits (sample profile) of the participants
was prepared by the researchers. Being adapted into Turkish by Gumus (2009), the Five-Factor
Personality Traits Scale (FFPTs) was employed to determine the participants' personality traits under
the FFFM. This scale with 44-item big five inventory has been used in many studies in Turkey and has
proven its validity and reliability. The five-point Likert scale was used to score the scale (1: Strongly
disagree, 3: Moderately agree, 5: Strongly agree). Social Media Addiction Scale (SMAs) is a scale that has
been proven to be valid and reliable in Turkish as well. This scale by Tutgun-Unal (2015) also consists
of 41 items based on four factors. The five-point Likert scale was used to score (1: Never, 3:
Sometimes, 5: Always). Statements with negative meanings in the scales were reverse coded, then
included in the analysis.

Explanatory factor analysis with Varimax rotation technique was used to test the internal

validity of the scales. As the result of factor analysis, it was determined that the five-factor personality
traits scale consists of five factors (score of total variance explained: 52,237) and the social media
addiction scale consists of four factors (score of total variance explained: 60,602).

Table 2. Scales at a glance

Five factor personality traits scale Social media addiction scale
Factors Cronbach's alpha Factors Cronbach's alpha
Neuroticism .84 Occupation 93
Extraversion .88 Mood modification .89
Openness to experiences .81 Relapse 91
Agreeableness .79 Contflict 95
Conscientiousness .82

Source: own research

Social media scale factors can be summarized as follows (Tutgun—Unal, 2015, p.1306):

e Occupation: means that a person thinks about and engages in heavily social media activities. In
other words, it is a state of preoccupation with social media.

e Mood modification: means that social media activities change the person's mood positively. The
changes that occur during these activities make the person feel better emotionally.

e Relapse: is that a person quickly reverts back to their excessive social media use each time after
they have avoided social media for a while or have tried to limit its use.

e Conflict: means that social media activities create problems in the person's relationships and
interfere with their business, education, and other activities, as well as negatively affecting other
duties and responsibilities in their life.

Findings on the participants' profile are shown in Table 3.

30

WATE ANg,
2

EMERGING ¥
SOURCES

CITATION
INDEX
‘NpExE®



JOURNAL OF TOURISM AND SERVICES

Issue 22, volume 12

, ISSN 1804-5650 (Online)

WWww.jots.cz

Table 3. Sample profile

Gender Frequency %
Female 187 41.2
Male 267 58.8
Department

Tourism management 134 29.5
Tourism & hotel management 181 39.9
Culinary 139 30.6
Age

<20 82 18.1
20-21 278 61.2
> 21 94 20.7
Average monthly income

< 300 TRY 42 9.3
301-600 TRY 229 50.4
601-900 TRY 76 16.7
< 900 TRY 107 23.6

Source

: own research
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Table 3 shows that approximately 59% of the participants are mostly male students and that
40% of the participants participate in the tourism & hotel management program, 31% in the culinary
program, and 29% in the tourism management program. The age-based examination revealed that the
most populous group is the students between the ages of 20-21, corresponding to 61%. The
examination made according to the monthly average income level shows that half of the participants

have a monthly average income of 301-600 TRY

It is examined the arithmetic mean of the participants' dominant personality traits and social
media addiction levels during this stage of the study to answer the research questions 1 and 2. The

findings are presented in Table 4.

Table 4. Descriptive statistics and test of normality values of participants' personality traits and social
media addiction levels

Factors Mean Star-ld;‘lrd Skewness | Kurtosis
deviation
Agreeableness 3.83 ,590 -,282 -,052
Openness to experiences 3.53 ,593 ,010 -,329
Personality | Conscientiousness 3.39 ,612 -,145 -,248
traits Extraversion 3.24 , 748 -171 -,331
Neuroticism 2.95 ,625 ,026 ,326
. Occupation 2.86 ,923 ,170 -,481
Social  "\iood modification 268 | 1,065 321 ~649
media 3 ) ose 228 | 1,031 522 ~493
addiction .
(SMA) Conflict 2.12 ,961 ,651 -,585
Overall SMA 243 847 469 ~449

Source

: own research
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The findings in Table 4 show that the most dominant personality trait of the students is
agreeableness. However, other personality traits were also observed at significant rates. This finding
answers "Research Question 1" of the study. The five-point Likert scale is divided into equal intervals
by the formula "4/5 = 0.80" to examine the findings on the social media addiction dimensions shown
in Table 4. The examination has revealed that there is a low-level of social media addiction in all
dimensions and also overall SMA with arithmetic mean value above 1.80. This finding answers
"Research Question 2" of the study. In sum, the findings of Research Questions 1 and 2 reveal that the
most dominant personality trait of the participants is agreeableness and that the participants have a low-
level social media addiction.

In the study, the skewness and kurtosis values were taken into consideration to test the
normality distribution of factors. According to George and Mallery, (2010) the skewness and kurtosis
values of the data between -2.0 and +2.0 indicate that the data has normal distribution. For this reason
(Table 4), the Pearson Correlation Analysis, as a parametric test method, was used to test the
hypotheses of the research.

The correlational relationships between all the factors that constitute the scales used in the
study and the results of the hypothesis tests are presented in Table 5.

Table 5. The correlational relationships between factors and findings on hypotheses

Openness
Neuroticism | Extraversion to Agreeableness | Conscientiousness

experience
Occupation r 199" 164" -.012 012 192"
p .000 .000 798 .801 .000
Mood r 1957 1517 -.003 110 -160"
motification | p .000 .001 955 .190 .001
Relapse r 174 -1107 -.049 -135" -.183"
p 236 019 298 004 .000
Conflict It 1727 170" -.105 -.220” -287"
p .000 .000 260 .000 .000
OVERALL |r 189" -154" -072 2127 251"
SMA p .000 001 127 .000 .000

**, Correlation is significant at the 0.01 level (2-tailed).
* . Correlation is significant at the 0.05 level (2-tailed).
Source: own research

When Table 5 is examined, it is seen that there are some significant (p<<0.05) relationships
between the factors that constitute the five factor personality traits and social media addiction scales.
However, all of these relationships are not statistically significant. It is seen that statistically significant
relationships are negative and positive and the severity of these relationships are between 0.11 and 0.28
correlation coefficient. According to Taylor (1990, p.37) "the correlation coefficients < 0.35 are
generally considered to present low or weak correlations".

The significance value (p) was taken into account in the acceptance or rejection of the
hypotheses. If the significance value is below 0.05, the test was considered to be significant. The
correlation coefficient (r) was taken into account when evaluating the strength of the relationships
between variables.

Findings in Table 5 only supported the H; and Hs hypotheses of the research. Accordingly,
there is a positive but weak correlation (Hj r: .189; p: 0.000; p<<0.05) between neuroticism personality
trait and social media addiction. Also, there is a negative but weak correlation (Hs r: -.251; p: 0.000;
p<0.05) between conscientiousness personality trait and social media addiction.
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In addition to the findings on the supported hypotheses, it was determined significant
relationships between extraversion & agreeableness personality traits and social media addiction.
However, it was found negative and low-level relationships (Hzr: -.154; p: 0.001; p<0.05 / Hyr: -.212;
p: 0.000; p<0.05) between personality traits and social media addiction, contrary to the established
hypotheses. Finally, it was settled that there is no relationship (Hj r: -.072; p: 0.127; p>0.05) between
social media addiction and the personality trait of openness to experiences.

5. Discussion

The authors believe that social media-addicted tourism students, who constitute the sample of
this study and who are being educated as future industry professionals, will experience addiction-related
adverse consequences in their private and business lives. These adverse consequences are likely to
decline their job success and career development in the medium term. To take precautions against this
problem, it is considered that identifying the undergraduate tourism students' social media addiction
and creating awareness of the issue are essential. Moreover, the identification of some meaningful
relationships between social media addiction and students' personality traits may allow the development
of more scrutinized and sophisticated techniques to support students with diverse personality traits.
The literature review has not yielded any study examining social media addiction and personality traits
of undergraduate tourism students. Accordingly, it is considered that this pioneering study has made an
essential theoretical contribution to the literature.

The analysis performed to answer Research Question 1 has revealed that the students' dominant
personality trait is agreeableness. The high agreeableness score implies that the students are softhearted,
good-natured, sincere, compassionate, honest, sympathetic, and open to cooperation (Table 1). The
authors believe that the qualities of the agreeableness personality trait are compatible with those of
educated people. The literature has some studies (Etyemez et al., 2017; Khilji et al., 2019; Wegmann et
al., 2020; Wu et al., 2020), which reveal findings on the fact that the agreeableness personality trait is
among the dominant personality traits of students, although the personality traits of individuals differ.

Analysis made to answer Research Question 2 has shown that the students are social media
addicts, albeit at a low level. This finding is consistent with the studies in the literature (Kocaman et al.,
2017; Bisen & Deshpande, 2020), which show that internet and social media addiction is common
among young people. Face-to-face communication was necessarily more dependent on time and space
before the invention of internet technologies. However, face-to-face relations have begun to be
replaced by social media communications that have no time and place limits, especially with the
introduction of high-tech smartphones, widespread access to the internet, social media platforms with
enormous diversity that respond to the wishes and expectations of individuals. These developments
cause individuals to create new lives within social media platforms, build novel worlds outside real life
based on their tastes and expectations, and overuse these platforms, becoming addicted to these virtual
worlds.

Five hypotheses have been established to achieve the aim of the research. Of these hypotheses,
the H; hypothesis was supported, which means that there is a positive but weak correlation (r: .189)
between neuroticism personality trait and social media addiction. This finding is consistent with some
studies in the literature (Correa et al., 2010; Andreassen et al., 2013; Hasan & Yasir, 2016; Marengo et
al., 2020). According to this finding, the more individuals experience psychological problems and
become worried, stressed, over-sensitive, pessimistic, and self-conscious (Table 1), the more their social
media addiction increases. It is considered that a high-level neuroticism personality trait may prevent
individuals from establishing healthy relationships in real life. Individuals who cannot establish sound
relationships in real life are believed to use more social media to suppress their feelings of loneliness
and satisfy the need for socialisation. The study conducted by Amichai-Hamburger and Ben-Artzi,
(2003) also revealed that neuroticism can cause loneliness, which is related to women's internet use.
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Furthermore, using more social media by neurotic individuals will minimize their real-life relationships
over time, leading them to create an alternative virtual life on internet platforms. Thus, reduced real-life
interaction may force individuals to interact solely in virtual platforms, which is likely to create a vicious
circle over time. According to Ehrenberg et al. (2008) individuals with high-level neuroticism may tend
to prefer online communication to offline communication due to social anxiety. Correa et al. (2010)
also pointed out another characteristic of neurotic individuals by stating that "anxious and nervous
people use social media platforms to seek support and company."”

The second hypothesis supported in the study is Hs. Analysis has shown a negative but weak
correlation (r: -.251) between conscientiousness personality trait and social media addiction. This
finding is consistent with particular studies in the literature (Wilson et al., 2010; Tang et al., 2016; Lee,
2019). To be more specific, the higher the individual's traits of conscientious, strong-willed, goal &
success - oriented, scrupulous, well-organized, diligent (Table 1), the less social media addiction levels.
If it is accepted that individuals with conscientiousness traits will devote a significant portion of their
real-life time and energy to the personality development, family and work, it can be assumed that these
individuals will use social media at an optimum level and in line with their goals. According to Landers
and Lounsbury (20006), "mote conscientious students are more engaged in structured activities like
participation in clubs and organizations, studying for classes, writing papers". In support of this idea,
the authors noted that conscientiousness was positively related to relative internet usage for academic
purposes but negatively related to relative usage for leisure functions. Hergenhahn and Olson (2003)
noted that young individuals with low levels of conscientiousness tend to behave out of self-control
and therefore have a high tendency for social media addiction. According to Wilson et al. (2010),
individuals with low-level conscientiousness spend too much time on social media instead of fulfilling
their basic duties and responsibilities.

The H> and H, hypotheses were rejected according to the analysis results. Nevertheless, these
hypotheses have revealed meaningful relationships. The rejected H, hypothesis's analysis results have
revealed negative and weak (r: - .154) relationships between extraversion personality trait and social
media addiction. In fact, several studies in the literature (Correa et al., 2010; Wilson et al., 2010;
Andreassen et al., 2013; Hasan & Yasir, 2016) point out that there are positive relationships between
social media addiction and extraversion. The results of this study contradict that part of the literature.
Still, some other studies in the literature are consistent with the findings of this study (Landers &
Lounsbury, 2006; Wilson et al., 2010; Steers et al., 2016; Blachnio et al., 2017). Individuals with
extraversion personality traits are affectionate, social, active, joiner, talkative, and prone to living
collectively (Table 1). It is assessed that these individuals, unlike neurotic ones, can establish more
successful relationships with other people from diverse social environments. Having personality traits
that can establish successful interactions cannot be deemed as a justification for individuals to use social
media excessively. However, this positive trait can be deemed as a key quality for some individuals to
use social media more. It is believed that some extravert individuals use social media more and enhance
their real-life interactions with the help of this personality trait. On the contrary, some extravert
individuals are satisfied with their real-life interactions and continue their relationships under real-life
platforms, preferring to spend less time on social media. According to Landers and Lounsbury (2006),
"more extraverted students may be spending their discretionary time in more social activities that do
not involve computer or internet usage. Conversely, introverted students may have more free time to
engage in internet usage, or they may be more attracted to internet use because it is an activity where
they can focus their attention and quietly immerse themselves in what is essentially solitary behavior."

The Ha hypothesis is the other hypothesis that yields significant results despite being rejected in
the study. Analysis results of the Hy hypothesis showed negative and weak (r: - .212) relationships
between agreeableness personality trait and social media addiction. Various studies in the literature
(Hasan & Yasir, 2016) indicate positive relationships between social media addiction and agreeableness.
The results of this study contradict that part of the literature. Still, some other studies in the literature
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are consistent with this study (Tang et al., 2016; Blachnio et al., 2017; Kircaburun & Griffiths, 2018;
Lee, 2019). Individuals with agreeableness personality traits are good-natured, sincere, honest,
sympathetic, and open to cooperation (Table 1). The authors judge that individuals with these positive
characters can establish successful relationships in their real-life interactions and maintain this success
in their social media interactions. However, the authors should also note that having personality traits
that can establish successful interactions cannot be deemed as a justification for individuals to use social
media excessively. However, this positive character can be deemed as a critical quality for some
individuals to use social media more.

Some studies in the literature claim that there are positive correlations (Correa et al., 2010) and
negative (Blachnio et al., 2017) correlations between social media addiction and the personality trait of
openness to experiences. However, the analysis of this study has revealed that the relationship between
these two variables was not statistically significant. The H; hypothesis was therefore rejected.

6. Conclusion

The results of this research, together with various studies in the literature, reveal several
meaningful relationships between social media addiction and personality traits. However, it would not
be reasonable to establish a direct cause and effect relationship in interpreting these relationships.

Visual and writing interaction with other people constitutes a significant part of social media
use. Accordingly, being able to establish more successful human interaction in real-life, individuals with
high extraversion, openness to experience, agreeableness, and conscientiousness scores may become
social media addicts if they use these skills extensively on social media. Sometimes, these individuals
may be contented with real-life interactions. High neuroticism scores may prevent individuals from
establishing successful relationships in real life, which can lead them to social media relations, paving
the way for the excessive use. However, on the contrary, individuals with excessive neuroticism, who
fail in their real-life relationships, may not be successful in social media interactions. In other words,
each personality trait has motivating and discouraging factors for the use of social media. So,
advantages arising from personality traits create a suitable base for more use of social media.
Nevertheless, it would be wrong to assume that this base is the direct cause of social media addiction.
In another saying, personality traits may provide a fertile basis for excessive use of social media and
social media addiction, but this is not the sole and sufficient justification therefor. The authors believe
that claiming a particular personality trait has a key linear effect on social media addiction requires more
regressive studies to be carried out with different methods.

One of the study's basic findings is the identification of social media addiction among students,
albeit at a low level. The low level of social media addiction should not mean that it can be ignored.
Yet, Wang et al. (2015, p.40) state that social media addiction arises from normal usage habits that seem
harmless. Xu and Tan (2012) have explained that this normal and harmless-looking habit changes
individuals' thinking and feeling patterns over time, encouraging the "excessive use" of social media. In
this way, even the rational social media use may transform from normal habit to irrational behavior. To
combat social media addiction observed in undergraduate tourism students, the authors have developed
the following measures:

e To investigate the relationship between social media addiction and personality traits of
undergraduate tourism students, and more specifically, examine the cause and effect
relationships between personality traits and social media addiction through meticulous
researches supported by regression analyses,

e To conduct more comprehensive studies on social media addiction by using qualitative and
quantitative research methods,

e To identify other factors that cause social media addiction in undergraduate tourism students,

other than personality traits,
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To create educational content to inform undergraduate tourism students about social media
addiction and train them on the issue.

It is thought that tourism professionals may have problems with social media addiction too. Some
suggestions have thus been developed.
Human resources departments should:

Support professionals who want to combat social media addiction,
Develop awareness programs on social media addiction,

Organize training programs and seminars to combat social media addiction.
Cooperate with experts and academics working on social media addiction.

Trade unions and non-governmental organizations operating in the tourism sector should carry
out awareness studies on the topic.

There are several limitations to the present study. First, the sample of the study consist of a single
university. Secondly, the sample size reached in the study may not be sufficient for comprehensive
assessments. Thirdly, participants' attitudes towards social media only reflect a limited period in which
data was collected. And last but not least, their social media perception may change positively or
negatively over time.
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