
Department of Psychology
Waleska, GA 30183

Abstract
Researchers are actively researching 

communication through social media. Many 

college students, use social media daily. 

Social media outlets such as Facebook, 

Instagram, and Twitter are used for 

communication and sharing of experiences. 

The present study examined the effects of 

comments on a Facebook profile page as an 

indicator of the page owner’s personality.  

Participants included 51 students ranging 

from 18-24 years of age.  Participants in 

the experimental condition (n=25) viewed a 

mock Facebook page that contained both 

posts and follow-up comments, while the 

control condition (n=26) lacked the follow-

up comments.  All participants rated the 

poster’s personality on 15-dimension 

assessment. Statistical comparison revealed 

that comments on a Facebook page affect 

observers perceptions of popularity and 

unsociability. However, other dimensions did 

not show a statistical significance. The 

results indicated that other aspects of a 

Facebook profile, rather than the presence 

of comments, may be more useful for 

observers in forming perceptions. 

Participants

• 51 volunteer college students

• 35% male, 65% female

• 71.2% Caucasian, 11.5% African 
American, 7.7% Hispanic, 3.8% other

Question
Does the presence of 

comments on a Facebook profile 
page affect how an observer 
perceives the profile owner’s 
personality?

Procedures

Participants were approached for 
voluntary participation between classes in 
academic buildings. Participants were 
given a consent form.

1)Participants were randomly assigned 
to either the control condition (Figure 1) 
or the experimental condition (Figure 2)

2)Participants were given a printed mock 
Facebook page (Figures 1 and 2) to 
review corresponding with their random 
assignment

3)After reading the Facebook page, 
participants completed a perception 
survey rating the featured profile owner 
on a number of items on a 1-5 scale. For 
example, participants were asked, “on a 
scale of 1-5, how popular is the page 
owner”

4) The survey also included an 
assessment of the participants own 
Facebook use habits. 

Discussion

The results did not support the initial 
hypothesis; however, they do prompt an 
interesting discussion:

•The presence of comments could have 
influenced the participants perceptions of the 
profile owner’s popularity and sociability. 

• Of the 15 personality items on the 
survey, the only two that were 
significantly different were “popular”
and “unsociable”. (Table 1)

• These results may have been a result 
of type I error due to experimentwise 
error.

•Participants reported which parts of the 
Facebook profile that they found most 
helpful in forming their perceptions. (Figure 
3)

• Both conditions found statuses to be 
the most helpful. 

• The control condition found the 
photos to be second most helpful

• The experimental condition relied on 
the content of the comments posted 

•These findings indicates that in the absence 
of comments (which represent other 
people’s opinions), individuals may use 
photos to generate their own opinions. 
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Figure 1. Control Facebook page Figure 2. Experimental Facebook page 

Figure 3. Graph of elements used to form 
perceptions

Table 1
Means and standard deviations for personality 

assessment responses

Background
Most college students use social media 
(Twitter, Facebook, Instagram, Tumbler, 
etc.) 1+ hours per day to pass time, 
communicate, play games, make friends, 
and collect information 

 Facebook is used most often (Özugüven 

& Mucan, 2013)

 Personality characteristics manifest in 
Facebook activity (Gosling, Augustine, 

Vazire, Holtzman & Gladdis, 2012)

 Example: Those with high extraversion 
use Facebook for social maintenance, 
those with low extraversion use 
Facebook for procrastination

Observers use cues to identify a profile 
owner’s personality characteristics

 Number of friends, wall posts, number 
of photos, etc. (Gosling, Augustine, Vazire, 

Holtzman & Gladdis, 2012)

The most commonly used cues for 
developing a perception of a Facebook page 
owner are profile pictures, quotes, and 
reported interests (Ivcevic & Ambady, 2012)

Comments left by other viewers can serve 
as cues about the owner to observers (Hong, 

Tandoc, Kim, Kim, & Wise, 2012)

Future Research
• For a better understanding of the social 

processes at work in social media, this 
study should be repeated with a more 
diverse and larger sample using more 
refined materials.

• This study should be repeated using a 
factor analysis for the dimensions of 
personality.

• Correlations between different personality 
items should be analyzed. 

Materials

 Consent Form

 2 Mock Facebook Pages                    
(Figures 1 and 2)

 Paper and Pencil Survey about 
Personality Perceptions and Participant 
Facebook Use
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*T-tests show statistical significance p < .05 (based on equal variance) 

Results
Participants reported which aspects of the Facebook page that they used to form their perceptions:

Participants in both conditions relied most often on the status posts in forming their opinions
In the absence of comments, those in the control condition relied more heavily on photos to make 
judgments (Figure 3)
In the experimental condition, the content of comments was used for perception (Figure 3)

Statistical analysis of the 15-dimension personality assessment revealed that t-test scores for two items 
were significantly different:

“She is Popular” (t(49) = 2.01, p = .05, r2= 0.08) 
“She is Unsociable” (t(48) = 2.17, p < .05, r2= 0.09) 
Means and standard deviations are shown Table 1

The presence of comments did not seem to have a significant effect on participants personality rating of 
the Facebook page owner 

There was little difference in personality ratings between male and female participants.


