
VIÐSKIPTADEILD  |  SCHOOL OF BUSINESS
SÁLFRÆÐISVIÐ  |  DEPARTMENT OF PSYCHOLOGY



 
 

 
 

 
BSc in Psychology 

 
 
 
 

Is there an association between adolescent’s personality traits 
and their liking behavior on social networking sites? 

 
 
 
 

  

May, 2019 

Name: Þóra Kristín Ómarsdóttir 

ID number: 080795 – 2039 



ADOLESCENTS, PERSONALITY TRAITS AND LIKING BEHAVIOR 2 

Foreword 

Submitted in partial fulfillment of the requirements of the BSc Psychology degree, 

Reykjavík University, this thesis is presented in the style of an article for submission to a 

peer-reviewed journal. 
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Abstract 

On social networking sites, such as Facebook and Instagram, there is a like button that allows 

users to express if they like a post by someone else and receive likes on their own posts. This 

is a type of a communication behavior that occurs in the daily lives of social networking site 

users. The aim of this study is to further examine liking behavior of adolescents. It is a 

replication of a previous study by Hong, Chen, & Li in 2017 with some additions and 

investigates if and how different personality traits are associated with frequency of giving 

likes and how important it is to receive them on Facebook and Instagram. A questionnaire 

was sent to 8th, 9th, and 10th grades in two secondary schools in Kópavogur, Iceland. The 

results of the study revealed association between perceived importance of receiving likes on 

Instagram and self-esteem and public self-consciousness. Public self-consciousness was also 

found associated with perceived importance of receiving likes on Facebook. No association 

was found between any of the examined personality traits and frequency of giving likes on 

Facebook and Instagram. 

 Keywords: adolescents, social networking sites, personality traits, image management, 

socially desirable responding 

Útdráttur  

Á samfélagsmiðlum er hnappur sem hægt er að ýta á til þess að „líka við“ færslu annarra og 

sömuleiðis fá það frá öðrum á sínar eigin færslur. Þetta er tegund af samskiptahegðun sem á 

sér stað í daglegu lífi notenda samfélagsmiðla. Markmið þessarar rannsóknar er að rannsaka 

þessa samskiptahegðun hjá unglingum. Þessi rannsókn er endurgerð rannsókn sem Hong, 

Chen og Li gerðu árið 2017 með nokkrum viðbætum. Markmið rannsóknarinnar er að kanna 

hvort og hvernig persónuleikaeinkenni hafa áhrif á tíðni þess að „líka við“ færslur annarra og 

hversu mikilvægt það er að fá aðra til þess að „líka við“ eigin færslur á Facebook og 

Instagram. Spurningalisti var sendur til 8., 9., og 10. bekkjar í tveimur skólum í Kópavogi. 

Niðurstöðurnar sýndu að það væri samband á milli bæði sjálfsálits og opinberar sjálfsvitundar 

við hversu mikilvægt notandi upplifir að það sé að aðrir ,,líki við“ færslur á Instagram. Einnig 

fundust tengsl á milli opinberrar sjálfsvitundar og hversu mikilvægt notendur upplifa það að 

aðrir ,,líki við“ færslur á Facebook. Engin tengsl fundust á milli persónuleikaeinkenna sem 

voru skoðuð og hve oft notendur „líkuðu við“ færslur á Facebook og Instagram. 

Lykilorð: unglingar, samfélagsmiðlar, persónuleikaeinkenni, myndastjórnun, 

félagslega æskileg svörun 

  



ADOLESCENTS, PERSONALITY TRAITS AND LIKING BEHAVIOR 4 

Is there an association between adolescent’s personality traits and their liking behavior on 

social networking sites? 

With the development of communication methods on the Internet, it has never been 

simpler for people to connect with each other online (Özgüven & Mucan, 2013). Today 

communication methods are becoming more and more visual and the main behavior seen 

online involves sharing photos (Lowe-Calverley & Grieve, 2018). Social networking sites, 

such as Facebook and Instagram, enable individuals to promote their self-image with the 

option to like content from other users, comment and send messages (Dumas, Maxwell-

Smith, Davis, & Giulietti, 2017). 

A well-known Instagram influencer in Iceland was publicly displeased with her 

followers when about 18 thousand users viewed her photos but only 400 of them press the 

like button. She stated this in her Instagram story, a feature that lets users post photos and 

videos that are available to watch for only 24 hours, where she wrote: “If I care enough to 

follow you, I will like your photos! Followers should not be only followers, they should be 

supporters!” 

Apparently, likes, a communication behavior on social networking sites, can be all-

consuming, permeating users’ daily life. In spite of that, little is known about what drives 

liking behavior. The current study is a replication of a study by Hong, Chen, & Li in 2017 

where they investigated liking communication behavior under the theoretical framework that 

it can be interpreted with giving gifts and impression management. They ascribe giving and 

receiving likes to online gift exchange and therefore assume that similar personality traits 

might be associated with individuals’ offline gifting behavior and impression management 

and giving likes on social networking sites.  

Giving gifts is a process where givers and recipients with different relationships give 

each other gifts (Cohn & Schiffman, 1996; Segev, Shoham, & Ruvio, 2012). Gift giving is 
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thought of as a social situation where individuals participate in impression management 

(Ruvio, Segev, & Shoham, 2013; Segev et al., 2012), and has been studied from various 

perspectives although Hong et al. (2017) focused on how people actively display their 

identity through gift giving. 

Impression management is a process where individuals try to control or influence how 

others see them (Leary & Kowalski, 1990). In an online environment people have more 

control over how they present themselves than in a face-to-face environment (Walther, 1996). 

Demographic features and personality traits have been found to be association with how 

individuals participate in impression management (Leary, 1995; Rosenberg & Egbert, 2011). 

For example, the process of posting on social networking sites, which includes taking photos, 

selecting the best one, and then editing it with filters and editing tools, has been reported 

taking a long time for girls (Tiggemann & Barbato, 2018). This manipulation makes it more 

likely that friends are only seeing the image that the poster wants them to see and as a result 

other users are seeing the best representation of the poster (Hendrickse, Arpan, Clayton, & 

Ridgway, 2017).  

Hong et al. (2017) report that one of the limitations of their study was that the data 

collected was based on self-reports from participants of their Facebook liking behavior and 

personality traits and therefore the participants’ answers could be biased due to social 

desirability (Schwarz, 1999). Socially desirable responding is the tendency to choose items 

that give positive self-descriptions and reflect what is believed to be socially approved by 

others (Nunnally & Bernstein, 1994; Crowne & Marlowe, 1960). This tendency increases the 

scores for desirable items and decreases the scores for undesirable items (Vésteinsdóttir, 

Steingrimsdottir, Joinson, Reips, & Thorsdottir, 2019).   

Along with adding socially desirable responding scale, the current study also added 

another popular social networking site, Instagram, and focuses on a younger age group than 
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the previous study. Today Facebook has lost its popularity among adolescents and is 

therefore not the most popular social networking site among them anymore. According to 

Pew Research Center survey in 2018, 72% of U.S. teens from ages 13 to 17 report using 

Instagram while 51% report using Facebook (Anderson & Jiang, 2018).  

Self-presentation is especially important for adolescents both in real life and on social 

media (Sherman, Payton, Hernandez, Greenfield, & Dapretto, 2016). For adolescents a like is 

a social cue that they use to navigate their social world (Sherman et al., 2016). With their 

profiles they are able to show who they are, or who they would like to be, and get positive 

feedback. Many adolescents find it easier to present themselves to their peers online than 

face-to-face and with their posts they show appropriate behavior and interests (Metzler & 

Scheithauer, 2017; Sherman et al., 2016).  

McKenna and Bargh (2000) suggested that individuals characteristics might be the 

drive behind wanting to connect with other people through the Internet (McKenna & Bargh, 

2000). Relatedly, Hong et al. (2017) found, for adults, that both demographic features (age, 

gender, and education) and personality traits (interpersonal generosity and public self-

consciousness) were associated with the frequency of giving likes. The current study 

replicates Hong et al. (2017) on an adolescent’s sample for both Instagram and Facebook, 

using the same personality traits as Hong et al. self-esteem, empathy, interpersonal generosity 

and public self-consciousness.  

Self-esteem is the opinion an individual has about himself/herself and maintains, 

protects and enhances it (Hong et al., 2017; Metzler & Scheithauer, 2017). Positive feedback 

on online profiles has been found to be associated with increased self-esteem (Metzler & 

Scheithauer, 2017). And, adolescents with lower self-esteem seem to benefit more from their 

Facebook use compared to those who have high self-esteem by being more connected to 

others and get more support (Steinfield, Ellison, & Lampe, 2008). As self-esteem increases 
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by feeling accepted by others and feeling rejected decrease it (Metzler & Scheithauer, 2017). 

Therefore, it can be hypothesized that: 

H1. Self-esteem is associated with the importance of receiving likes on Facebook and 

Instagram. 

Empathy is having the ability to understand other individuals feelings and thoughts 

(Allemand, Steiger, & Fend, 2015). Through social networking sites it is possible to practice 

empathic responses since they can provide access to others online and it gives them 

opportunities to express their sympathetic feelings that can become regular over time 

(Alloway, Runac, Qureshi, & Kemp, 2014). Spending time on online activities has been 

found related to behaving in a positive way and giving likes is seen as signals for social 

appropriateness which then shows empathy (Alloway et al., 2014; Metzler & Scheithauer, 

2017). Therefore, it can be hypothesized that:  

H2. Empathy is positively associated with frequency of giving likes on Facebook and 

Instagram. 

Interpersonal generosity is the desire to help others build positive impressions. The 

idea is that interpersonal generosity is the work a person puts in a relationship with the 

intention to increase the good of the other(s) in the relationship and the relationship itself. 

The ones who are high in interpersonal generosity are extremely generous and those who 

score low are more selfish when it comes to giving of themselves in interpersonal 

relationships (Smith, Hill, & College, 2009). Therefore, it can be predicted that individuals 

with high level of interpersonal generosity give likes more frequently. 

H3. Interpersonal generosity is positively associated with frequency of giving likes on 

Facebook and Instagram. 

 Public self-consciousness is the tendency of being aware of how other individuals see 

them. Being high in public self-consciousness makes individuals follow the norm and more 
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likely to participate in strategic self-presentation to get more social approval (Lee, Moore, 

Park, & Park, 2012). Therefore, it can be predicted that it matters more to receive likes for 

those who are high in public self-consciousness and that they give likes more frequently.  

H4. Public self-consciousness is positively associated with both (a) how important it is to 

receive likes and (b) frequency of giving likes on Facebook and Instagram.  

Method 

Data collection 

The data used in the current study was collected through a survey of Icelandic 

adolescents carried out in April 2019. The sample consists of 13-, 14-, and 15-year old 

students who attended 8th, 9th, and 10th grades in secondary schools in Kópavogur, Iceland. 

Anonymous questionnaires were administered to all students who were present in class on the 

day that the questionnaire was scheduled. Teachers distributed and supervised the 

participation of the students in the study. Students sealed the questionnaire in blank 

envelopes when they completed the questionnaire. The students were asked and reminded not 

to write any identifying information, such as names or social security numbers, anywhere on 

the questionnaire. The students were also asked to complete the entire questionnaire and ask 

for help if they had any problems with any questions. As a result, there were 246 valid 

questionnaires.  

Participants 

 A total of 246 students completed the questionnaire who were included in the final 

sample, 117 (46.6%) boys and 129 (51.4%) girls. 88 (35.1%) were in 8th grade, 77 (30.7%) 

were in 9th grade and 82 (32.7%) were in 10th grade. 

Measures  

The questionnaire included questions about gender, grade and general Facebook and 

Instagram use. 
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General Facebook and Instagram use was captured with the following questions: How 

many times a day do you send messages or post photos or videos with responses ranging 

from 1 = “never”, 2 = “once a month”, 3 = “once a week”, 4 = “few times a week”, 5 = “once 

a day”, 6 = “2-5 times a day” to 7 = “6 or more times a day”. How many times per day do 

you think your friends send messages or chat or post photos or videos with responses ranging 

from 1 = “never”, 2 = “once a month”, 3 = “once a week”, 4 = “few times a week”, 5 = “once 

a day”, 6 = “2-5 times a day” to 7 = “6 or more times a day”. How many followers/friends do 

you have with answers ranging from 1 = “none”, 2 = “1-10 followers/friends”, “11-20 

followers/friends”, “21-30 followers/friends”, “31-40 followers/friends”, “31-40 

followers/friends”, “41-50 followers/friends”, “51-100 followers/friends”, “101-150 

followers/friends”, “151-200 followers/friends”, “201-300 followers/friends” to “more than 

300 followers/friends”. How often or rarely do you give a like when you view other 

individuals accounts with answers ranging from 1 = “always”, 2 = “often”, 3 = 

“occasionally”, 4 = “rarely”, 5 = “never” and 6 = “I never observe other individuals 

accounts”. How much or little does it matter to you to receive a like from someone who has 

looked at a post from you with responses ranging from 1 = “extremely important”, 2 = “very 

important”, 3 = “moderately important”, 4 = “slightly important”, 5 = “not at all important” 

to 6 = “I do not own an account”. How much or little do you think it matters to your friends 

to receive a like from someone who has looked at a post from them with answers ranging 

from 1 = “extremely important”, 2 = “very important”, 3 = “moderately important”, 4 = 

“slightly important” to 5 = “not at all important”. How important is it to you to get positive 

response to a photo of yourself that you have posted with answers ranging from 1 = 

“extremely important”, 2 = “very important”, 3 = “moderately important”, 4 = “slightly 

important”, 5 = “not at all important” to 6 = “I do not own an account”. How easy or difficult 

do think it is to post a photo of yourself with answers ranging from 1 = “very easy”, 2 = 
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“moderately easy”, 3 = “neither easy nor difficult”, 4 = “moderately difficult”, 5 = “very 

difficult” to 6 = “I do not own an account”. 

Ten items from Rosenberg (1965) were used to measure self-esteem (a = .88). All 

items were stated with a 4-point answer scale (1 = very much like me, 2 = somewhat like me, 

3 = not much like me, 4 = not at all like me). Example items were “I feel that I have a number 

of good qualities,” and “I take a positive attitude toward myself.”  

Empathy was measured with eight items adapted from Loewen, Lyle, & Nachshen 

(2010) (a = .68). All items were stated with a 4-point answer scale (1 = very much like me, 2 

= somewhat like me, 3 = not much like me, 4 = not at all like me). Example items were “I 

find it difficult to know what to do in social situations,” and “I am quick to spot when 

someone in a group is feeling awkward or uncomfortable.”  

Interpersonal generosity was measured with ten items adapted from Smith and Hill 

(2009) (a = .93). All items were stated with a 4-point answer scale (1 = very much like me, 2 

= somewhat like me, 3 = not much like me, 4 = not at all like me). Example items were 

“when one of my loved ones needs my attention, I really try to slow down and give them the 

time and help they need,” and “It makes me very happy to give to other people in ways that 

meet their needs.”  

Public self-consciousness was measured with seven items adapted from Fenigstein, 

Scheier, & Buss (1975) (a = .87). All items were stated with a 4-point answer scale (1 = 

describes me very well, 2 = somewhat describes me, 3 = does not much describe me, 4 = 

does not at all describe me). Example items were “it matters “I’m concerned about what other 

people think of me,” and “I'm usually aware of my appearance.”  

The measures of Image management (a = .69) and Self-Deceptive Enhancement (a = 

.78) were adapted from the BIDR-6 (Paulhaus, 1994) with 17 items each. All items were 

stated with 4-point answer scale (1 = very much like me, 2 = somewhat like me, 3 = not 
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much like me, 4 = not at all like me) and almost half of the items on each subscale are 

negatively keyed. Example items of Image management were “I always know why I like 

something,” and “I have perfect control of my own future.” Example items of Self-Deceptive 

Enhancement were “I never hide my mistakes,” and “I lie if I have to.” Image management 

was used to measure impression management and Self-Deceptive Enhancement was used to 

measure socially desirable responding.  

Results 

 A summary of Spearman‘s correlation, mean and standard deviation among all 

variables in this study can be found in Table 1. 

Table 1 

Means, standard deviation and Spearman‘s correlation matrix for variables. 

    M SD 1 2 3 4 5 6 7 8 9 

1 Self esteem 30.59 6.56                   

2 Empathy 24.19 3.90 .427**                 

3 Inter-personal 
generosity 34.03 5.63 .384** .516**               

4 Public self-
consciousness 21.74 4.70 -

.189** .024 .146*             

5 Impression 
management 44.12 6.05 .571** .415** .240** -.285**           

6 
Self-
deceptive 
enhancement 

44.03 7.79 .327** .279** .323** -.240** .418**         

7 
Frequency of 
giving likes 
on Instagram 

2.48 0.93 .077 -.087 -.045 -.134 .077 .054       

8 

Importance of 
receiving 
likes on 
Instagram 

3.40 1.23 .186** .008 .030 -.503** .254** .286** .230**     

9 
Frequency of 
giving likes 
on Facebook 

3.61 1.08 -.039 -.040 .024 -.077 .061 .005 .289** .017   

10 

Importance of 
receiving 
likes on 
Facebook 

4.51 0.78 .048 -.048 -.036 -.223** .053 .113 .039 .332** .276** 

Note: *p < 0.05; **p < 0.01 
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Facebook 

 It was hypothesized that self-esteem was associated with perceived importance of 

receive likes (H1). It was also hypothesized that public self-consciousness was positively 

associated with perceived importance of receiving likes (H4a). Self-esteem was not found 

significantly associated with perceived importance of receiving likes on Facebook (r = -

0.048, p = .516). A significant positive association was found between public self-

consciousness and with perceived importance of receiving likes (r = .223, p = .002). 

Therefore, H1 was not supported, however, H4a was supported. 

It was hypothesized that empathy, interpersonal generosity, and public self-

consciousness were positively associated with frequency of giving likes on Facebook (H2, 

H3 and H4b). Neither empathy (r = -0.004, p = .950), interpersonal generosity (r = -0.010, p 

= .875) nor public self-consciousness (r = .003, p = .966) were significantly associated with 

frequency of  

giving likes. Therefore, H2, H3, and H4b were not supported.  

Instagram 

 It was hypothesized that self-esteem was associated with perceived importance of 

receiving likes (H1). It was also hypothesized that public self-consciousness was positively 

associated with perceived importance of receiving likes (H4a). Self-esteem was found 

significantly negatively associated with perceived importance of receiving likes on Instagram 

(r = -0.186, p = .006). There was a highly significant positive association between public 

self-consciousness and perceived importance of receiving likes on Instagram (r = .503, p < 

.001). Therefore, both H1 and H4a were supported. 

It was hypothesized that empathy, interpersonal generosity, and public self-

consciousness were positively associated with frequency of giving likes on Instagram (H2, 

H3 and H4b). Empathy (r = .087, p = .212), interpersonal generosity (r = .045, p = .519) and 
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public self-consciousness (r = .134, p = .052) were not found significantly associated with 

giving likes on Instagram. Therefore, hypothesis H2, H3, and H4b were not supported. 

Image management 

 Significant association was not found between image management and frequency of 

giving likes on Facebook (r = .061, p > .05) nor between image management and perceived 

importance of receiving likes on Facebook (r = .053, p > .05). Significant association was not 

found between image management and frequency of giving likes on Instagram (r = .077, p > 

.05). However significant association was found between image management and perceived 

importance of receiving likes on Instagram (r = .254, p < .001). 

Self-deceptive enhancement 

 Self-deceptive enhancement and frequency of giving likes on Facebook were not 

found significantly associated (r = .005, p > .05) and neither were self-deceptive 

enhancement and perceived importance of receiving likes on Facebook (r = .113, p > .05). 

Significant association was not found between self-deceptive enhancement and frequency of 

giving likes on Instagram (r = .054, p > .05). However, significant association was found 

between self-deceptive enhancement and perceived importance of receiving likes on 

Instagram (r = .286, p < .01). 

Discussion 

The aim of the current study was to examine the social media communication 

behavior of giving and receiving likes on Facebook and Instagram among adolescents. It 

investigated how certain personality traits might be associated with adolescents liking 

behavior on Facebook and Instagram. Schooling for 8th, 9th, and 10th grades in secondary 

schools are obligatory in Iceland and all schools are funded by municipalities and supervised 

by the Ministry of Education, Science, and Culture.  
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Four hypotheses were tested for both Facebook and Instagram in this study and are 

the same as the ones Hong et al. (2017) tested with minimal changes to fit the current study. 

The study results showed significant association between public self-consciousness and how 

important it is perceived to receive likes on Facebook and Instagram. They also showed 

significant association between self-esteem and how important it is perceived to receive likes 

on Instagram. 

How personality traits impact how important it is perceived to receive likes? 

A significant negative relationship was found between self-esteem and how important 

it is perceived to receive likes on Instagram. This indicates that the more self-esteem an 

individual has the less important it is perceived to receive likes. However, perceived 

importance of receiving likes on Facebook did not have significant association with self-

esteem. This could be because adolescents do not use Facebook as much as they use 

Instagram (Anderson & Jiang, 2018). It has been reported that adolescents with low self-

esteem benefit more on social networking sites by being more connected to other and receive 

support (Steinfield et al., 2008) that might be because likes mean more to hem than to those 

who have high self-esteem.  

The current study results showed a positive association between public self-

consciousness and perceived importance to receive likes on both Facebook and Instagram. 

Since, public self-consciousness means to be aware of how they are seen by others (Lee et al., 

2012) and the Facebook and Instagram liking setting is mainly about gaining social approval 

(Doherty & Schlenker, 1991; Fenigstein, 1979). Giving likes can be considered as a way to 

gain social approval and by giving likes frequently indicates that the individual is sensitive of 

the presence of others. These results are different from the results Hong et al. (2017) found, 

which were that no significant association were found between any of the personality traits 

and frequency of receiving likes. The reason for these different results are most likely 
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because the current study asked about the importance of receiving likes while Hong et al. 

(2017) asked about the participants frequency of receiving likes that was measured with a 

100-point scale.  

How personality traits impact frequency of giving likes?  

None of the four personality traits that were examined in this study were significantly 

associated with the frequency of giving likes on Facebook and Instagram. This might indicate 

that there is no reason behind why adolescents give out likes. 

 Neither the current study nor the study by Hong et al. (2017) found a significant 

association between empathy and the frequency of giving likes. Hong et al. (2017) did 

however have results that supported a linkage between interpersonal generosity and 

frequency of giving likes on Facebook. They also found a significant positive relationship 

between public self-consciousness and frequency of giving likes. The different results 

between the current study and Hong et al. (2017) could be caused by the liking behavior 

being different for adolescents and adults. A like for adolescents can be a powerful motivator 

for those who are attuned to peer pressure (Sherman et al., 2016) while adults are not as 

attuned to peer pressure.  

Image management and self-deceptive enhancement 

 No significant association was found between image management and giving likes on 

Facebook nor between image management and how important it is to receive likes on 

Facebook. The study by Hong et al. (2017) had the theoretical framework of gift giving and 

impression management. As they believe gift giving to be a social situation where individuals 

engage in impression management (Hong et al., 2017). Therefore, it is unexpected that no 

association was found between image management and frequency of giving likes nor how 

important it is to receive likes on Facebook.  
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 Self-deceptive enhancement was only found significantly associated with how 

important it is to receive likes. The association was weak which indicates that using self-

deceptive enhancement to explain the importance of receiving likes is of minimal value.   

Limitations and future studies 

 There are a few limitations in the study that need to be addressed. First, the measure 

of image management from BIDR-6 (Paulhaus, 1994) is created for adults, not adolescents, 

therefore it might be too complicated and long for adolescents. However, it is the only Image 

management scale that has been translated to Icelandic that has been evaluated with 

psychometric properties and therefore the only one that was possible to use in the current 

study. 

The second limitation is that the current study asked about frequency of giving likes 

with ordinal scale instead of having it an open-ended question. However, ordinal scale might 

be more readily understood by adolescents than the 100-point scale that Hong et al. (2017) 

used to measured frequency of giving likes where 0 represented the lowest frequency and 100 

represented the highest frequency.  

The third limitation is that the current study did not examine how much time 

individuals spend on social networking sites. Since few studies on personality have been able 

to identify which individuals are more likely to use and spend more time on social 

networking sites (Dumas et al., 2017). It could therefore effectively examine which 

personality traits are associated to giving and receiving likes and if perceived importance is 

more for those who spend more time on social networking sites. 

Future studies could examine use the same image management measure focusing on 

adolescents. Also, they could have the questions about frequency of receiving and giving 

likes with an open-ended question and include how much time is spent on social networking 

sites. Since the current study only examined the same personality traits as Hong et al. (2017) 



ADOLESCENTS, PERSONALITY TRAITS AND LIKING BEHAVIOR 17 

future studies could further investigate other personality traits than those who are included in 

these studies.   

 In conclusion, findings of the current study provide insight in adolescents liking 

behavior. It is a replication of a former study that was an initial attempt to examine liking 

behavior. The measure for socially desirable responding and another social networking site, 

Instagram, were added, along with examining a younger age group. The personality traits 

self-esteem and public self-consciousness were found associated with how important it is to 

receive likes. No association was found between image management and liking behavior. 

Socially desirable responding was found to explain the importance of receiving likes is of 

minimal value. The results were different from the previous study and might therefore be 

indicating that there is a difference between liking behavior of adolescents and adults.  
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