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ABSTRACT 

 

This study aimed at understanding the correlational relationships between online shopping 

addiction, the big-five personality types, and social media addiction in college students. A 

sample of 130 students, aged between 18 to 25, was collected using convenience and snowball 

sampling methods. A Google form comprising standardized measures, the Online Shopping 

Addiction Scale, the Big-Five Inventory-2-Small form, and Bergen’s Social Media Addiction 

Scale was circulated. The statistical analysis including, the descriptive analysis and Pearson’s 

Correlation to examine the relationships was carried out. The investigation revealed a significant 

positive correlation between online shopping addiction and social media addiction, suggesting 

that excessive use of social media is likely to influence online shopping behaviour. A significant 

positive relationship between social media addiction and neuroticism was also reported, which 

indicates that an individual who is neurotic is more susceptible to problematic use of social 

media platforms. Lastly, a significant negative correlation was observed between social media 

addiction and conscientiousness, suggesting that conscientiousness may be a protective factor 

against social media addiction, as people high on this trait are less likely to engage in excessive 

use of social media. No significant correlations were detected between online shopping addiction 

and all the big-five personality traits, and between social media addiction and extraversion, 

agreeableness, and openness to experience. These results highlight how two pathological 

behaviours are associated and may be influencing each other. It also highlights how the big-five 

personality types are related to online shopping addiction and social media addiction, as some 

influence them, while others do not.  

 

Keywords: Online Shopping Addiction, Big-Five, Social Media Addiction, Personality, College 

students. 
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CHAPTER 1 

  INTRODUCTION 

 

The human brain, if presented with an alternative between any form of labour or convenience, 

will always prefer the latter. It is in the nature of the human species to keep making things more 

accessible and convenient, and this is reflected in the emergence of the smartphone, internet, 

social media, and online shopping platform industries. The current population relies heavily on 

these services for their daily function. 

 

Online Shopping platforms such as BlinkIt for daily items receive 6 lakh orders daily as recorded 

till January 2025 (Saha, 2025), Zomato for food services has had over 80 million users in 2023 

(Kaur, 2023), Myntra used for fashion and cosmetics recorded 75 million users in 2024 (India 

Retailing, 2024), and  Nykaa for cosmetics saw 1.5 million orders per month and over 15 million 

registered users within the first year of its launch (Topic: Nykaa, 2024). India as a nation has 

witnessed a rise in these platforms as they ease the day-to-day hassle of taking out time from 

their busy schedules to go out and shop when the things they need are just a click away.  

 

The COVID-19 pandemic pushed forward the use of social media platforms to fill the need for 

the lack of connect. In 2025, the most used platforms included Instagram (74.7%, with 516.92 

million active users), Facebook (71.20%, 492.70 million active users), X or Twitter (42.90%, 

with 296.87 million active users) in India (India Social Media Statistics 2025 | Most Used 

Popular Top Platforms, 2025a). The use of these platforms can turn into a behavioural addiction. 

The Economic Survey of India 2023-24 has emphasised the ill effects of Social Media and how 

“doom scrolling” is undermining public health and affecting the overall economic potential of 

the country (ET Bureau, 2024). 

 

These behavioural phenomena are not occurring independently, as they are influenced by the 

innate traits of the people. The personality theory constructed by Costa and McCrae, popularly 

known as the Big Five Personality or the OCEAN theory, explains how there are five traits, 

namely, Openness to Experience, Conscientiousness, Extraversion, and Neuroticism. These traits 

are unique to all individuals and drive them to behave in certain ways. Many traits, such as 
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Neuroticism and Openness to Experience, have acted as driving factors for behavioural factors. 

Some traits, such as Agreeableness, Extraversion, and Conscientiousness, have acted as 

protective factors against behavioural addictions (Zeighami et al., 2021).  

 

1.1 ONLINE SHOPPING ADDICTION  

The compulsion to shop has been identified as a behavioural phenomenon that causes significant 

distress to many individuals. Often explained as Compulsive shopping/buying disorder or 

“Onomania”, coined by Kraeplin, has been discussed since the 1900s in his book “Psychiatrie: 

Ein Lehrbuch fur Studierende und Arzte”(Murali et al., 2012). What was called buying-shopping 

disorder (BSD) by him has affected individuals exceedingly in recent years, especially after the 

mental health crisis faced during the COVID-19 pandemic. Onomania was used as a form of 

emotional coping by many and as a way to soothe the psychological distress caused by isolation 

and the distressing atmosphere. However, this form of compulsive buying occurred through 

online means (Kovács et al., 2022).  

The existence of online shopping addiction (OSA) has been recognised for years. However, the 

pandemic did give it a boost; many corporations switched to online services, while many small 

businesses emerged because of the demand for being able to shop conveniently without leaving 

their houses. The ability to buy, compare prices across websites, and find a variety of products 

with ease is one of the main causes of indulging in online shopping. However, this behaviour can 

turn pathological if indulged in impulsively or compulsively. It is recognised clinically as a 

behavioural addiction as it fits the framework with similar characteristics as explained by 

Griffith in his six-factor model of behavioural addictions.  

 

1.1a OPERATIONAL DEFINITIONS 

Wan et al (2025), for their study, state that “Online shopping addiction is operationally defined 

as compulsive, excessive, and uncontrollable online purchasing behaviour that engenders 

negative consequences, mediated by factors including poor self-regulation, emotional distress 

and digital experiences.” 

 

Shi et al. (2024) explain it as “a behavioural addiction where an individual exhibits an unhealthy 

and excessive attachment to shopping on the internet.” 
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Diaz-Gutierrez et al. (2023) define it as “A behavioural pattern influenced by perceived health 

risks, attitudes towards shopping, and changes in shopping frequency”  

 

1.1b CONCEPTUAL FRAMEWORK 

Griffith (2005) wrote a monumental article titled “A ‘components’ model of addiction within a 

biopsychosocial framework”. This paper explained and conceptualised all types of addictions, 

substance or behavioural, on the basis of six components: 

 

 

 

Figure 1: The component of behavioural addiction according to Griffith (2005). 

 

 

● Salience - The constant thinking of an activity, engaging in the thoughts of what they will 

do next time when they will perform the behaviour. The action becomes the sole focus of 

the individual, even if they are not engaged in it at the moment.  

 

● Mood Modification- The activity modifies the mood of the individual, that is lifting their 

mood when they perform the action. He explains how often individuals use their 

addictions as a coping strategy to alter their mood. 

 

● Tolerance- Often defined as the process where the individual engages in activities more 

intensely or for longer periods of time to achieve the desired result (mood modification in 
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this case). Griffith explained how tolerance exists in behavioural addictions such as 

gambling as well. In his study (Griffith, 1993), he observed the heart rates of regular 

gamblers and new gamblers. The heart rate of both increased 22 beats per minute using a 

slot machine, but the non-gamblers experienced a prolonged effect (raised heart rate) as 

compared to regular-gamblers, whose heart rate stabilised after playing one machine. To 

feel the “buzz”, these regular gamblers would indulge in more gambling. 

 

● Withdrawal Symptoms- The unpleasant feelings, physical effects caused by suddenly not 

engaging in or reducing the addictive behaviour are known as withdrawal. These are 

often psychological and physiological. There is growing evidence of withdrawal in 

behavioural addiction, where Griffith quotes Rosenthal and Leisiur (1992), where it was 

found that 65% of the pathological gamblers reported physical side effects of withdrawal.  

 

● Conflict- This refers to the conflict that arises between the person suffering from the 

addiction and the people around them. These conflicts affect personal relationships, 

working or educational lives, and other social and recreational activities.  

 

● Relapse- This is the tendency to get back to the patterns of addiction. This is quite 

common in all forms of addiction. 

 

These components have been used as the basis of the development of the online shopping 

addiction scale by Zhao et al. (2017), which has been utilized in this study to measure this 

variable. 

 

Self-regulation theories, when linked to online shopping addiction, explain how individuals 

who are unable to self-regulate engage in coping behaviours such as online shopping addiction. 

In Nyrhenin et al. (2023), the failure of self-regulation is explained by the following points :  
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 Figure 2: Framework and hypothesis postulated by Nyrhinen. 

Source: Nyrhinen, J., Lonka, K., Sirola, A., Ranta, M., & Wilska, T. (2023b). Young adults’ 

online shopping addiction: The role of self‐regulation and smartphone use. International Journal 

of Consumer Studies, 47(5), 1871–1884.  

 

 

● The failure of self-regulations or low self-regulation can lead to impulsive and frequent 

online shopping, which heightens feelings of distress. 

● The stimulating online environment that is often personalised because of the algorithms 

used by the internet acts like a trigger to engage in the behaviour. 

● This has an emotional and economic effect on the individual, as the financial health and 

mental health of a person suffering from online shopping addiction are impacted. 

● The paper offers interventions such as self-regulatory strategies, such as teaching 

financial(money management)  and digital literacy (learning how ads are personalised), 

and mindfulness practice.  
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1.1c CAUSES OF ONLINE SHOPPING ADDICTION  

 

 

Figure 3: Causes of online shopping addiction 

 

Lack of Impulse Control- The main cause of online shopping behaviour is believed to be the 

lack of impulse control or self-regulation. It is governed by hedonic motivation to satiate one's 

desire. According to Keskin (2016), many individuals engage in online shopping behaviour as a 

form of enjoyment, entertainment, boredom, and loneliness. The individual's low impulse control 

leads to them spending more time online and buying products they might not even need.  

 

Ease of Shopping- Shopping online is quite easy when compared to shopping offline. Some of 

the e-commerce facilitators mentioned by Jain et al. (2021) include the ability to use payment 

gateways which are quick and easy, ease of comparing prices business to business, and finding 

substitutions. The person no longer needs to spend time going out and looking for the product; 

time-sensitive deliveries are available as well.  

 

Biological- There is a lack of work in identifying biological or neurological factors of online 

shopping addiction. However, since it is recognised as an internet use addiction, it can be 

postulated based on Cash (2012) that online shopping addiction is a result of dopamine getting 

reinforced whenever the person indulges in online shopping and may even cause changes in the 

structure of the brain in similar ways internet addiction does.  According to Tereshchenko and 
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Kasparov (2019), genetic predispositions may exist, and neurotransmitters such as Orexin, 

Neurotensin, Melanocortin, and Substance P may be involved in the formation and maintenance 

of addictive behaviours in adolescents.  

 

Psychological- There are a few identified psychological causes of online shopping addiction, 

such as :  

➢  Negative Emotional State - According to Rose and Dhandayudham (2014), negative 

emotional state affects the ability to make rational decisions and self-control. This causes 

the person to engage in impulsive behaviour. Thus, ease of access and need for instant 

gratification provided by online buying causes the impulsive online shopping behaviour 

to elevate the negative emotional state.  

 

➢  Low Self-Esteem- Many studies such as Davenport et al. (2012), explain how low self-

esteem is relieved by rewards, the purchase of goods acts like that reward and relieves 

feelings of anxiety.  

 

➢ An Attempt to Cope- According to Vij and Singla (2023), the individuals who engage in 

shopping addiction or compulsive buying online are attempting to cope to manage 

external and internal conflicts. These conflicts cause anxiety, and in order to alleviate 

these anxieties, they engage in maladaptive behaviours. The same way they practice 

denial, these individuals deny the extent of their issue, dismissing it as an occasional 

occurrence. The authors describe denial as a neurotic defence used to cope.  

 

➢  Comorbidities with other psychological disorders- Online shopping addiction is a 

symptom as well as a cause of psychiatric diseases. According to González-Bueso et al. 

(2018), anxiety, depression, ADHD, and social phobias appear to be co-morbid with 

internet-based addictions. Compulsive buying disorder is one of the most common 

comorbidities.  
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1.1.d INTERVENTIONS 

Online Shopping Addiction is treated as a behavioural addiction. Thus, the interventions planned 

to deal with this are alike behavioural addictions or internet use addictions.  

  

Cognitive Behavioural Intervention (CBI)- Cognitive Behavioural Therapy is believed to work 

best for behavioural addictions. Cognitive Behavioural Intervention is administered through a 

group-based CBT, unlike CBT, which is administered individually. It includes redirective 

behaviours as the individual is urged to identify the causes of compulsive buying, helping them 

take behavioural action. Then the cognitive distortions are challenged, their beliefs about online 

shopping and why they engage in it is worked upon. There is skill development, and then 

monitoring the progress. The person in charge of the intervention, therapist or counsellor, 

addresses comorbidities that may contribute to the online shopping behaviour (Understanding 

Compulsive Buying Disorder and New Treatment Methods for Online Shopping Addiction, 

Christopher Im, International Journal of Social Science and Humanities Research, ISSN 2348-

3156 (Print), ISSN 2348-3164 (Online), Research Publish Journals, n.d.).  

Mindfulness-based interventions focus on emotional regulation to reduce cravings in behavioural 

addictions, they also work wonderfully in online shopping addiction. Demina et al. (2023) talk 

about relapse prevention and mindfulness-oriented recovery that yields a good result. 

Sancho et al. (2018) mention motivational interviewing that urges individuals to find motivation 

to make behavioural changes, this done through techniques such as asking open-ended questions, 

using affirmations, etc.  

 

Classic behavioural principles are used as well, reconditioning techniques are applied to alter the 

conditioning of gratification being provided through addictive behaviour. This helps the 

individual gain impulse control and shape their behaviour (López-Guerrero et al., 2025) 

. 

1.2 SOCIAL MEDIA ADDICTION 

The existence of networking via the internet has existed ever since the internet itself was 

discovered. However, it was not until the late 1970s that a consistent way of networking existed 

on the internet. In the year 1979, two Duke University graduates invented USENET (The Editors 

of Encyclopaedia Britannica, 2025). This was a discussion platform. Google.com was conceived 
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in 1997, allowing users to create more content such as blogs, articles, etc. Then Facebook came 

into existence in 2004, which took the world by a storm, everyone was on Facebook, no matter 

the age, place, everyone wanted to connect with their family or friends who were away from 

them. YouTube in 2006, which allowed people to create visual content through videography. 

Instagram came into the picture in 2010, which let people post their pictures with captions and so 

on. The purpose of social media was to connect (Allen, 2021).  

 

However, as revolutionary as it was to try and connect people, the instances of these being used 

maladaptively increased. The first instance of pathological use of the internet was observed in 

1996 in a forty year old man with 60 hours spent on the internet weekly (Dalvi-Esfahani et al., 

2019). Social Media addiction is still a prevalent issue, especially among adolescents and young 

adults. As of 2024, the estimated prevalence globally is 5.17 billion users on the internet, while it 

is expected to rise to 6 billion by 2027 (Social Media Addiction Statistics Worldwide, n.d.). 

 

1.2a OPERATIONAL DEFINITIONS  

Dumitrescu et al. (2023) define, as they differentiate social media use and social media addiction 

as “.....an addictive behaviour because the latter can have negative implications for an 

individual’s mental health or academic performance when online social media use becomes 

uncontrollable and compulsive.” 

 

Tullet-Pardo et al. (2023) define it as “A negatively impacting psychological and everyday 

functioning and has been identified as a possible behavioural addiction.” 

 

Mereno et al. (2022) define social media addiction as “Maladaptive technology use or 

technology addiction”, which “has been associated with health outcomes such as problematic 

alcohol use disorder, sleep disorders, and mental illness.” 

 

1.2 b  CONCEPTUAL FRAMEWORK 

The behavioural addiction theories explain the concept of social media addiction best. This 

addiction is considered an internet use addiction and is treated clinically. However, it is not a 

listed disorder in either ICD-11 or DSM-5 TR.  
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One of the landmark theories that explains social media addiction is Griffith’s (2005) work on 

conceptualising behavioural addictions. This, as explained above, includes six factors. These are 

salience, mood modification, tolerance, withdrawal symptoms, conflict and relapse. Andreassen 

et al. (2016) in their paper “The relationship Between Addictive Use of Social Media and Video 

Games and symptoms of Psychiatric Disorders: A Large-Scale Cross-Sectional Study” 

conceptualised a social media scale that is widely used, the Bergen Social Media Addiction Scale 

(BSMAS).  

 

The cognitive behavioural model (CBM) explains it well. Ahmed and Vaghefi (2021), explain 

that maladaptive behaviours and cognitive distortions lead to the formation of social media 

addiction. The reward-seeking behaviour that arises due to emotional distress, or rather a 

negative emotional state, reinforces the addictive behaviour.  

The model claims that symptoms such as depression and anxiety are distal necessary causes, 

which predispose the addiction. These are not necessary, but they also lead to the condition. 

Maladaptive cognitions and social isolation are identified as proximal causes of pathological 

internet use; these maladaptive views are, in accordance with Beck’s theory, about the world and 

oneself.  This model explains two types of pathological use of the internet, specific and 

generalized. Social media addiction is referred to as a specific addiction.  

 

Valkenburg  (2022) in the Handbook and Adolescent Digital Media Use and Mental Health, the 

title “Theoretical Foundations of social media uses and effects”. This explains three paradigms of 

media effects theories. These include the sensitivity paradigm that explains how people 

selectively engage with content on social media based on their needs, motivations, preferences, 

etc. The second is the Transactionality paradigm that explains the dynamic interaction between 

social media and users, this interaction is influenced by cognitive, emotional, and behavioural 

outcomes. The Conditionality Paradigm investigates the conditions that lead to specific effects 

such as addiction. The three paradigms comprehensible explain social media addiction as a 

combination of choices to selectively engage with content that fulfills psychological needs 

(Sensitivity Paradigm), the repeated transactions between the users and social media leading to 

https://phpstack-630042-3523214.cloudwaysapps.com/index.php/ijpe/index


ISSN: 2584-0142 

International Journal of Interdisciplinary Approaches in Psychology (IJIAP) 

Vol. 4, Issue 1 January 2026 
   

 11 

compulsive behaviour (Transactionality Paradigm), and the personality traits such as neuroticism 

or platform features like infinite scrolling causes addiction (Conditionality Paradigm).  

 

1.2c CAUSES OF SOCIAL MEDIA ADDICTION 

Social media addiction, alike online shopping addiction, is a behavioural addiction that follows 

the same causal factors as all behavioural addictions. These can be classified as follows : 

 

Figure 4: Causes of Social Media Addiction. 

Conditioning: Valkenburg (2022) explained how two forms of conditioning are at play in social 

media addiction, reward conditioning and Pavlov's classical conditioning. Substance addictions 

have a significant effect on the peripheral and central nervous system in relation to pleasurable 

mood. This reward-seeking behaviour works the same for social media addiction. Pavlovian 

conditioning leads to the association of social media addiction with pleasure or mood elevation.  

 

Technological advancements- The advanced technologies used in social media, such as infinite 

scrolling, visual and audio stimulation, access to various shopping platforms through 

advertisements, etc, have enabled hypernatural monitoring of social media apps. The ease of 

access to feeds with such brain-stimulating content is what causes “hypernatural monitoring” 

(Mujica et al., 2022). 
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Biological- A few biological causes exist that contribute to social media addiction according to 

Mujica et al. (2022), these are as follows-  

➢ Brain mechanisms- The mesolimbic dopamine pathway that includes the ventral 

tegmental area (VTA) and the nucleus accumbens (NAc) together form the VTA-NAc 

pathway that explains the rewarding effects of actions. Excessive exposure to any 

addictive activity or substance negatively impacts this pathway and in general the 

dopamine system. The homeostatic responses get impaired and the dopamine system 

faces a crisis. 

 

 

   
 Figure 5 : The mesolimbic pathway. Source: Ehardt, L.(2017, December 2). Addiction in the 

Brain - Lauren Ehardt - medium. Medium.  

 

➢ The Dopamine Cycle/Loop - Mujica et al. (2022) explains that the social media 

platforms, in order to “hook” their users create an interface that directly influences the 

users trapping them in the dopamine cycle or loop. The dopamine cycle begins with 

wanting something, then seeking it, anticipating it, and then triggers that signal the 

achievement of the reward. The individuals find content on social media that interests 

them and as it is available with ease they start “wanting” to see more, these companies 

already use algorithms to show similar content that is viewed by the user personally, thus 

feeding into the “seeking” of the content. The cycle continues and is so virtually 

rewarding that 79% of the users open social media the moment they wake up.  
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Figure 6: Explaining the dopamine loop stages. 

Source: Jankowski, J. (2024, November 16). The State of the Culture, 2024 - John Jankowski - medium. Medium.  

 

➢ Genetic Predisposition: The same as other addictions, social media addiction may be 

caused by genetic predispositions. Khatmiah and Ryan (2023) explain how genetic and 

psychosocial factors contribute to social media addiction. The genetic traits that are 

passed down, namely reward sensitivity, impulsivity, to put it in simple terms are more 

likely to cause social media addiction when psychosocial factors such as anxiety, 

depression or fear of missing out interact with these dispositions. 

 

Psychological Causes- Many psychological factors contribute to social media addiction, 

following are a few:  

➢ Negative emotional state- As Mujica et al. (2022)   explained, to elevate the negative 

state of mind, individuals indulge in behaviours that provide a dopamine hit. This 

behaviour is reinforced by the mood modification, causing the individual to indulge in the 

behaviour time and again. 

 

➢ Personality Traits: Mujica et al. (2022) also emphasise on the fact that individuals with 

certain traits, such as neuroticism are shown to be more prone to social media addiction, 

at the same time individuals who are high on conscientiousness are less likely to engage 

into this addictive behaviour.  
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➢ Low Self esteem and regulation- Gupta et al. (2022) explains that factors such as low 

self esteem often leads to excessive social media usage in order to seek validation. 

However, this may backfire as it could lead to social comparison lowering the already 

damaged self esteem 

 

➢ Loneliness and FOMO- Loneliness is considered one of the major causes of social media 

addiction. During the COVID-19 pandemic, self-isolation led to the feelings of 

loneliness. Mushtaq and Soni (2023) in their paper explain how loneliness is one of the 

main psychological drivers of social media addiction. The fear of missing out (FOMO), 

the anxiety of being excluded are also identified as the causes of social media addiction, 

as it leads to excessive checking of these apps.  

 

1.2d INTERVENTIONS  

As social media addiction is clinically treated as a behavioural addiction, several interventions 

are used to deal with this. Therapy and counselling are quite effective.  

Ji et al. (2023) give two types of intervention methods: self-interventions and therapeutic 

interventions. When speaking about self-interventions the authors suggest the following:  

- The use of apps such as ColdTurkey, SelfControl, Freedom etc that shut down sites when 

opened as per the settings.  

- Self-restriction, not putting their phones in their workspace. That is to maintain a rule of 

not keeping their devices near their work so they do not get distracted and decide to doom 

scroll.  

- Using productivity apps such as Forest that utilise techniques such as pomodoro (working 

in time intervals with breaks in between). They can also set timers for 25 minutes while 

focusing on work.  

Therapeutic interventions such as:  

- Cognitive Behavioural therapy is recommended for those suffering from severe forms of 

addiction. This will help them address the issue by changing their thoughts and 

behaviours.  
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- Motivational enhancing behaviour is also a treatment recommended for behavioural 

addictions. Here, a semi-directive, client-centred approach is used to resolve the issue by 

developing a difference between the current (addiction) and desired state (recovery from 

addiction) through cultivating intrinsic motivation.  

 

Other interventions such as providing social support by teachers, parents, peers, etc, can 

help. This can be achieved through modelling, that is, the people around the addicted 

person model positive behaviours around social media usage. This can further be 

achieved by creating norms, policies, and climates that show social networking in a 

positive yet limited light.  

 

1.3 Big-Five Personality Types 

The personality has been an object of curiosity since the 4 century as philosophers such as Plato 

and Aristotle tried gauging the existence of this concept. Plato suggested a tripartite soul of 

reason, spirit and appetite, while Aristotle tried explaining traits of character and virtue 

(PhilosophiesOfLife.org, 2025).  

 

The psychological work on understanding the concept of personality began with Freud’s take on 

personality while propagating his psychoanalytical school in the late 19th century. Then came 

the trait theories by Allport in 1936, Cattell (1940s) and Eysenck (1950s). The current theories 

that are largely studied include the Big-five model by Costa and McCrae in the 1980s. This 

model, also known as the OCEAN model, explains that there are a few stable traits within the 

individual that shape their thoughts and behaviour (Aruna, 2023).  

 

1.3a OPERATIONAL  DEFINITIONS  

Some operational definitions of personality include the following :  

 

Kernberg (2016) describes personality as a “Dynamic integration insofar as it implies an 

organized, integrated association of multiple traits and experiences that influence each other, the 

final outcome of the coordination of multiple dispositions. 
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Craik (1993) “Personality is a dynamic organisation, within the person, of those psychophysical 

systems that determine his unique adjustment to the environment.”  

 

Child (1968) defines it as, “Personality is generally defined as an individual 's unique and 

relatively stable pattern of behaviour, thoughts and emotions.”  

 

1.3b CONCEPT OF BIG-FIVE THEORY  

Kabigting (2021) while mapping the history of the big five personality traits claim that the traits 

are a taxonomy of five higher-order personality traits that are believed to be responsible for 

people’s uniqueness. They find their roots in the foundation of these traits, Cattell’s 16pf, which 

had the cluster of the big five, then the dark-light triad by Paulhus and Williams, where the 

constructs of the dark triad negatively correlated with agreeableness and conscientiousness. The 

paper examines the traits and subtraits associated with the dimensions of the big five personality 

theory  

 

The dimensions with the subtraits mentioned by Novikova (2013) are as follows:  

Neuroticism- It refers to the general emotional and mood instability that may be experienced by 

the individual, has subtraits such as anxiety, hostility, depression, self-consciousness, 

impulsiveness, and vulnerability to stress.  

 

Extraversion- It refers to the trait of being a social person, someone who has social enthusiasm, 

who enjoys meeting new people. The subtraits include warmth, gregariousness, assertiveness, 

activity, excitement seeking, and positive emotion. 

 

Openness to experience- This refers to the person's willingness to experience new things and 

engage in new activities, and curiosity for novel things. The subtraits include fantasy, aesthetics, 

feelings, action, ideas, and values. 

 

Agreeableness- This trait refers to the attitude of being friendly, caring, and the tendency to 

prioritise the needs of others. The subtraits include trust, straightforwardness, altruism, 

compliance, modesty, and Tender Mindedness. 
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Conscientiousness- This explains the trait of being well structured, organised and conscientious 

about one's decisions. The traits include competence, order, dutifulness, achievement striving, 

self-discipline, and deliberation.  

 

 

Figure 7: The big-five personality traits and their brief description words. 

Source: Halim, Z., & Zouq, A. (2021). On identification of big-five personality traits through choice of 

images in a real-world setting. Multimedia Tools and Applications. 

 

 

1.3.c HERITABILITY AND CROSS-CULTURAL VARIABILITY  

The heritability of the traits is a debated topic. Power and Pluess (2015) claim that a 40%-60% 

heritability rate exists for the big five traits as per twin studies. According to Jang et al. (1996), 

Neuroticism has a 41%, Extraversion 53%, Openness to experience 61%, Agreeableness 41% 

and Conscientiousness has a 44% heritability rate. It was mentioned by Costa and McCrae 

(1992) that the five factors show some amount of heritability, especially openness to experience, 

agreeableness and conscientiousness.  

There is evidence of cross-cultural variability when studying the Big Five personality traits. 

Kajonius and Mac Giolla (2017) report a higher case of extraversion in the western countries 

while conscientiousness is more prominent in east asian countries. Nishaat (2024) studied the 

variability of the big five traits amongst indians and Japanese populations. It was observed that 
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the Japanese students showed higher neuroticism while the Indian showed higher scores on 

agreeableness, conscientiousness, and openness to experience.  

Regional studies, such as those by Bashir and Kumar (2020), showed a variance in regions; 

adolescents of Kashmir and North-East India found significant differences in openness, 

conscientiousness, agreeableness, and neuroticism. This showcased that even within a country, 

different regions can show prevalence of different personality types as the personality is largely 

affected by one's culture. 
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2.1 ONLINE SHOPPING AND THE FIVE-FACTOR MODEL 

Huang et al. (2024) conducted a study on 342 Indonesians of all ages to explore the influence of 

the Big Five traits and the moderating effect of time pressure and emotions on impulsive e-

commerce. They used purposive and non-probability sampling methods; respondents who 

fulfilled the criteria of having experiences of online shopping in the last three months and had 

experienced impulsive urges to shop online were included. 

Standardised measures were used, and structural equation modelling analysis was utilised. They 

concluded that personality traits like agreeableness(𝛽= 0.163, T= 3.451), openness to experience 

(𝛽= .294, T= 4.268), extraversion (𝛽= .274, T=3.816), and neuroticism (𝛽= .264, T=5.365) had a 

significant positive effect on impulsive and excessive online shopping behaviour. 

Conscientiousness, however, had a significant negative effect (𝛽= -.030, T=1.093).    

 

Ahmed et al. (2023) conducted a study on 94 young online users from various parts of Jakarta on 

the effect of Big Five personality traits on online impulse buying behaviour. A random sampling 

method was used, and the variables were evaluated on a 5-point Likert scale with various 

standardised questionnaires modified as per the study. The responses were interpreted based on 

the variance inflation factor to assess multicollinearity (multiple regression analysis), and the 

coefficient of determination (R-squared) was used. The study revealed that conscientiousness 

(𝛽=.0281, p<0.20)  positively and neuroticism (𝛽=.0.308, p<0.05) significantly affected 

impulsive online shopping behaviour. Extraversion, agreeableness, and openness to experiences 

had no significant effects on impulse buying. 

 

Burhan et al. (2022) researched the influence of the Big Five traits and materialism on 

compulsive online buying behaviour. They conducted a randomised quantitative survey sampling 

439 Malaysian students from public universities belonging to the bottom 40% of income earners. 

Various analysis techniques were employed, such as Pearson’s correlation, structural equation 

modelling, discriminant analysis, convergent validity and composite reliability. The study 

concluded that neuroticism was the strongest personality trait that predicted compulsive online 

shopping(𝛽=.23, p<.01), which also had a strong positive correlation with it (r=.25, p<0.01). 

Extraversion predicted compulsive online shopping addiction moderately (β=.14, p<0.5); 
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openness to experience, agreeableness, and conscientiousness had a non-significant effect on 

excessive online buying. 

 

Indrajaya and Mahesha (2022) studied the effect of the Big Five model on online impulsive 

buying. The study utilised a quantitative methodology, questionnaires with standardised 

measures by Zou (2016) and Buchanan et al. (2005) were deployed through Google Forms, 

social media, and Survey Monkey, sampling 100 respondents above the age of 22 who had been 

using a website from the DKI Jakarta area. Purposive sampling method was used, and analysis 

was done using SmartPLS3.2 to test the validity and reliability of the questionnaire, path 

analysis, structural equation model, and T-statistic to evaluate the path coefficient that revealed 

the t-value above 1.96 at a 5% error margin. The study concluded that extraversion (T = 2.679, p 

< 0.01), conscientiousness (T=2.286, p < 0.05), and neuroticism (T= 3.302, p < 0.001) were 

found to have a positive and significant effect on online impulse buying, while agreeableness 

(T= 0.403, p = 0.687)  and openness to experience (T = 0.862, p = 0.389) did not significantly 

affect online buying behaviours.  

 

Badiyani (2021) conducted a study to evaluate the relationship and dependency of passion for 

online buying and how the big five traits affect it. Convenience sampling was used to collect 288 

questionnaires from participants of all ages from the Gujarat region. The questionnaire consisted 

of the TIPI scale by Gosling et al. (2003) and a modified version of the passion scale developed 

by Vallerand et al. (2003). Various data analysis techniques, such as Pearson’s correlation 

analysis among the traits, regression analysis, t-test and ANOVA, were employed. The research 

concluded that the passion for excessive online shopping is positively influenced by 

agreeableness, conscientiousness and openness to experience (F calculated at 104.623, R-

squared=0.520). The other traits, such as extraversion and neuroticism, were not significantly 

related to passion for online shopping. 

 

Usakli (2020) conducted a study analysing the interrelations between Big Five personality traits 

and online shopping behaviour with a quantitative research design, including a sample of 243 

university students with a mean age of 22. A standardised test of the Big-Five Personality 

Questionnaire (Tartar, 2016) and Compulsive Online Shopping Behaviour (Bozdag and Alkar, 
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2018) was administered using convenience sampling through online platforms. The study 

concluded that, by the use of Pearson’s correlation method, people who engage in excessive 

online shopping behaviour have lower agreeableness (r=-.277, p<0.01) and conscientiousness (r= 

-148, p<0.01) tendencies.  

 

A study carried out by Alan et al. (2017), investigating the effect of consumers' personality, 

narcissism and self-esteem on online shopping intention, examined 420 online shoppers in 

Turkey. With the help of convenience sampling, an online survey consisting of standardised 

measures was distributed through social media and email groups. Confirmatory factor analysis 

and Structural equation modelling were used to establish the validity and reliability of the tests 

and to test hypotheses, respectively. The study revealed that consumer personality significantly 

influences online purchasing behaviour and has a considerable effect on online shopping 

intentions (r=.1, p<0.1).  

 

Mendonca (2016) studied the relationship between the Big Five models and online shopping. 

The author collected 63 responses using convenience sampling. The questionnaire that was 

circulated consisted of NEO-FFI (Costa &McCrae, 1992), and the researcher designed a valid 

and reliable instrument to measure online shopping behaviour. Analysis methods such as 

Pearson’s product-moment correlation and regression analysis were used. The study revealed 

that extraversion (β=.345, p< 0.01), openness to experience (β=.342, p<.05), and 

conscientiousness (β=.342, p< 0.01) were significantly related to online shopping behaviour, 

while neuroticism showed no significance.  

 

Tsao and Chang (2010) researched to understand the impact of personality traits on online 

shopping behaviour. A sample of 429 Taiwanese individuals aged between 21-30, of which  

39.9% were students, was collected using questionnaires and convenience sampling. The data 

was analysed using structural equation modelling, which revealed that neuroticism, extraversion, 

and openness to experiences lead to hedonic purchase motivation, causing excessive or 

impulsive online shopping behaviour. Agreeableness, openness to experience and neuroticism 

were associated with utilitarian purchase motivation amongst online shoppers. 
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2.2 ONLINE SHOPPING AND SOCIAL MEDIA ADDICTION  

Guzel and Mutlu (2024) studied the effect of social media addiction, nomophobia and 

netlesspphobia on students' online shopping addiction during the time of the Corona pandemic. 

They conducted an online survey on 439 undergraduate students, generally consisting of females 

born in 2000 or later. The survey questionnaire consisted of the Social media addiction scale by 

Andreassen et al.(2016), the Nomophobia scale by Yildirim and Correia (2015), the 

Netlessphobia scale by Kanbay et al.(2022), and the Online shopping addiction scale by Zhao et 

al. (2017). The convenience sampling method was used, and data analysis included the 

correlation method (Pearson’s r) and multiple regression. It was revealed that a strong, positive, 

significant relationship exists between social media and online shopping addiction (r=0.440, 

p<0.001). The multiple regression analysis revealed that the independent variables (social media 

addiction, nomophobia, and netlessphone ) explained the dependent variable, online shopping 

addiction, by approximately 36%. Social media addiction was a predictor of online shopping 

addiction (β=0.210, p=0.000<0.05). 

 

Leite et al. (2024) conducted a study on the contribution of social media addiction to the 

intention to buy on social media sites. The study included 639 participants aged between 16-79 

years of age, with the majority being students or employed (51%). The sample was based on 

individuals who used social media platforms such as Instagram, Facebook, Twitter, and others. 

The data was collected through snowball sampling, with a protocol made available on Google 

Forms posted on a page on the social network. The protocol consisted of Haji’s instrument  

(2014) linking social media use, trust, perceived usefulness and buying intentions and Social 

Media Addiction Scale (2023). The data analysis used was Pearson correlation and path analysis, 

which revealed that social media addiction positively affected purchase intention to buy online 

(r=0.305, p<0.001) and perceived usefulness (r = 0.286, p <0.001). Thus leading to excessive 

online buying.  

 

Uppal (2024) conducted a study on psychological drivers of impulsive buying, such as perceived 

stress and social media addiction, amongst adults aged 18-40 years of age. Snowball and 

convenience sampling were used to obtain 123 responses from various cities in India. The 

standardized scales were distributed using a Google form survey comprising of perceived stress 
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scale by Cohen et al.(1983), the Social media addiction scale by Andreassen et al. (2016), and 

the impulse buying scale by Uygur (2018). The correlation data analysis using Pearson product-

moment correlation was carried out, and this revealed that social media addiction had a highly 

significant positive correlation with a tendency to shop impulsively online (r = 0.387, p<.001). 

 

Through a literature review paper, Zhang (2023) examined how social media marketing reshaped 

consumer behaviour in online purchases. Zhang explained the transformative impact of social 

media marketing on today’s online purchasers' behaviours. He highlighted that 54% of social 

media users research products online that they come across on social media platforms, with 71% 

more likely to make an online purchase based on social media referrals. Identifying the 

marketing’s interactive nature online through social media platforms, enterprises were suggested 

to leverage targeted marketing strategies to boost brand loyalty and improve profits. He 

concluded that social media affected how online buyers consumed products based on being 

influenced by their consumption attitude, consumer psychology, and internal motivation for 

consumption. 

 

A study was carried out by Saibaba (2022) with a positivist approach on the influence of 

smartphone addiction, social media addiction, fear of missing out and impulsive buying 

behaviour on online compulsive buying behaviour of adults aged between 18-34 years of age. A 

sample of 164 participants was procured with convenience sampling, a web-based survey using 

an online survey website (www.zipsurvey.com). The survey included a structured, validated and 

reliable questionnaire formulated by the author on a 5-point Likert scale. The data analysis 

techniques used were Spearman correlation, Goodman and Kruskal gamma, Kendall’s tau-b 

correlation, and  Somer’s d. These analyses revealed that there was a significant positive 

correlation between social media addiction and online shopping addiction (rs=0.294, 

p<0.050),(G= .387, p<0.05), (τ = .262, p <0.05), and (d= .262, p<0.05).  

 

Sharif et al. (2021), in their study of heavy social networking (social media platform use), online 

compulsive buying and the mediating role of financial comparison and materialism, were 

conducted on 1,109 Malaysian young adults aged 16-25 years old from private universities in the 

Klang Valley area. Purposive sampling method was employed with the use of a questionnaire 
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comprising standardised measures. The study employed covariance-based structural equation 

modelling and a serial mediation model. The findings revealed that there was a positive 

association between heavy social networking (usage of social media platforms) and online 

shopping addiction (β= .611, p<0.001). The study explained how young adults who were using 

social media platforms more heavily were also more likely to indulge in excessive online buying.   

 

She et al. (2021) conducted a study on the mediating role of online compulsive buying in the 

association between excessive use of social media sites (networking sites) and financial well-

being among 539 Chinese young adults from various cities of Shanghai, Chongqing, Haikou, and 

Urumchi with a mean age of 20.32 years. The sample was collected using a convenience sample 

through a questionnaire comprised of standardized measures distributed on an online 

questionnaire platform (Sojump)and surveys. The data was analysed through a two-step 

covariance-based structural equation modelling, which revealed a significant positive 

relationship between social media platforms and online compulsive buying (β= .728, p< 0.001). 

Thus, the study explained that online compulsive buying mediated a positive relationship 

between excessive use of social networking sites and financial anxiety.  

 

Müller et al. (2021) reviewed the problem of excessive online shopping and explored the concept 

of it being a subtype of compulsive buying shopping disorder or a specific internet use disorder 

alongside social media addiction through a meta-analysis. They found that preliminary findings 

indicated an overlap between online shopping addiction and internet use disorders, such as social 

media addiction. They mention a German clinical study concluded that one-third of online 

shopping addiction patients reported excessive shopping online. The study pushes for further 

detailed studies exploring the nature and emergence of online shopping addiction and emphasises 

the need for a tailored treatment based on the distinctions. However, the authors conclude that 

online shopping addiction is both a subtype of internet use disorder and a standalone specific 

disorder, as it has many commonalities with social media addiction and likewise internet use 

disorders. 

 

Gupta and Chopra (2020) conducted an empirical study on the role of social media in consumers' 

decisions to make an online purchase amongst 136 respondents, aged 15-65 and above, from the 

https://phpstack-630042-3523214.cloudwaysapps.com/index.php/ijpe/index


ISSN: 2584-0142 

International Journal of Interdisciplinary Approaches in Psychology (IJIAP) 

Vol. 4, Issue 1 January 2026 
   

 25 

New Delhi region. The study utilised primary and secondary data collection methods. A survey 

with structured, reliable and valid questions was used, supplemented with interviews regarding 

buying decisions made by online shoppers. The data analysis conducted was solely based on the 

questionnaire findings without the use of any statistical technique. The findings of the paper 

revealed that 15-25 year 25-year-olds were most likely to spend hours on Social Media. It was 

also concluded that 46% believed they were influenced by social media and online reviews on 

the platforms to buy online impulsively, and  88% of the respondents agreed that Social Media 

plays a role in promoting brands, which leads to an increase in sales through online shopping. 

 

2.3 SOCIAL MEDIA ADDICTION AND BIG FIVE PERSONALITY TRAITS 

Erzincanli and Gecikli (2024) studied the role of conscious awareness and the Big Five in 

predicting digital addiction (social media addiction). The data was collected among 1,664 

university students from Turkey using the convenience sampling method, aged between 19-59 

years. An online questionnaire comprising standardised measures was circulated on the 

university webpage. Structural equation modelling was used, and it revealed that the personality 

and digital addiction model formulated in the study was a good fit. Personality explained 7% of 

the variance in digital addiction (β=-.028, p < 0.01). 

 

Celiku (2023) studied the relation between personality traits and internet addiction in a sample of 

52 Albanian university students aged between 18-30 years. The data was collected using 

convenience sampling, using flyers that invited participants to fill out a questionnaire consisting 

of standardised measures. Pearson’s correlation method was used, and it revealed that internet 

addiction had a significant negative correlation with conscientiousness (r = -.30, p<.05). The 

study did not reveal any other significant correlations. 

 

Atik and Abbound (2021) studied the attachment patterns, big five traits and impulsivity as 

predictors of internet addiction. It included a sample of 309 Lebanese students from LAU aged 

between 18-65.  A Google form was circulated through social media platforms, making use of 

convenience sampling. The online questionnaire consisted of various standardised measures. 

Pearson’s correlations and three-step hierarchical regression were administered, and the 

correlation revealed that. The regression analysis revealed introversion(𝛽= .081, p<.01), negative 
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emotionality(neuroticism) (β=.012, p<.01) as positive predictors of internet addiction, 

conscientiousness (β = -.187, p<.05) and agreeableness (β = -.050, p<0.1) as negative predictors 

of internet addiction. 

 

Gomez et al. (2021) conducted a study on the unique associations of different addictions with the 

Big 5 personality dimensions amongst 968 adults aged 18-64 from the general Australian 

community. These included 10 types of addiction, including social media addiction assessed 

using the Bergen Social Media Addiction Scale (Andreassen et al., 2012) and the Big Five 

Inventory-10 (Rammstedt & John, 2007). Convenience sampling was used to distribute an online 

survey on social media platforms. The data was analysed using Pearson's correlation and 

multiple regression analyses, which revealed a positive correlation between extraversion and 

social media addiction (r=.065, p<0.5) and a negative correlation between agreeableness(r=-

.065,p<.05), conscientiousness (r=-.196, p<.01) and neuroticism (r=-.275,p<.01), with no 

significant correlation between openness to experience and social media addiction. It was also 

associated with high extroversion (β =.126, p< .001), neuroticism (β =-.215, p< .001) and 

conscientiousness (β =-.098, p< .01) as negative predictors. 

 

Bunz (2021) investigated to study the relationship between social media use, Big Five 

Personality, and well-being amongst 304 adults aged between 18-34 from a southeastern public 

university in the United States. The data was collected through convenience sampling, 

standardised measures were applied, and social media addiction was divided into two variables,  

social media engagement and intensity (SMEI), and social media time (SMT). A simple linear 

regression analysis showed that extraversion predicted SMEI (R-squared=.042) and SMT (R-

squared=.023)  partially, and conscientiousness predicted SMT (R-squared=.017).  

 

Sumaryanti et al. (2019) conducted a study on personality and social media addiction among 483 

college students from 5 universities in Bandung, Indonesia. The authors used cluster sampling 

and questionnaires comprising standardised measures such as Bergen social media addiction 

scale (Andereassen et al. 2012) and IPIP-BFM-25 (Akhtar and Azwar, 2018). The collected data 

was analysed using Spearman correlation data analysis and it revealed that extraversion 

(rs=0.419), agreeableness(rs= 0.414), and neuroticism (rs= 0.438) were positively correlated, 
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while conscientiousness (rs=-0.014)  and openness to experience (rs= -0.140)  were negatively 

correlated. 

 

Tesi (2018) studied social network sites addiction, internet addiction and individual differences 

with the role of Big Five personality traits, behavioural inhibition and loneliness. This was 

conducted amongst 582 Italians with a mean age of 32. Convenience sampling was used to 

circulate an online survey through social media sites. Standardised, valid and reliable measures 

were used, and the analyses were done using multiple regression analysis. In this study, only 

conscientiousness was negatively associated with Social media addiction (β =-.10, p<.05).  

 

Kircaburun and Griffiths (2018) researched Instagram addiction and the big five personality 

traits with the mediating role of self-liking. This included 752 convenience-sampled students of 

Nottingham Trent University, UK. Standardised measures consisted of the pencil and paper 

questionnaire, which included BFI-10 (Rammstedt and John, 2007), Self-Liking subscale 

(Tafarodi and Swann, 2001), and IAS (Young, 1998). The structural equation modelling method 

was used, which revealed that agreeableness was weakly associated with Instagram addiction 

(β=-.16, p<.05), while conscientiousness was weakly and indirectly associated with Instagram 

addiction via self-liking (β = -.03, p<.05). 

 

Andreassen et al. (2013) conducted a study on the relationship between behavioural addictions 

and the five-factor model of personality. The study was conducted on 218 psychology 

undergraduates at the University of Bergen, Norway, with a mean age of 20.7. Convenience 

sampling was used to conduct paper and pencil questionnaire surveys comprising standardised 

measures. Pearson’s product-moment and multiple regression analyses methods revealed that 

openness to experience (r=-.16, p<0.05), agreeableness (r= -.15, p<0.05) and conscientiousness 

(r=-.28, p<0.01) were negatively correlated to Facebook addiction. The regression analyses 

showed that the independent variables (personality types) explained 18.4% of the variance, with 

significant variables such as extraversion (β = .17), openness to experience (β = -.14) and 

agreeableness (β =-30). 
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CHAPTER 3 

METHODOLOGY 

 

This chapter focuses on the methodology used to achieve the objectives of the study and test the 

devised hypotheses. The methods chosen reflect a robust, systematic approach to obtaining, 

analysing, and interpreting the data. The validity and reliability of the findings were ensured as 
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standardised measures were employed. The current study aimed to understand the correlation 

between Online Shopping Addiction, Social Media Addiction and the Big-Five Personality 

Types.  

 

3.1 RESEARCH DESIGN  

For the present study, a quantitative method was used to explore the correlations among Online 

shopping addiction, social media addiction, and Big Five personality types. Primary data was 

collected from the sample directly. 

 

3.2 SAMPLE  

A total sample of 130 Indian college students (N=130) aged 18-25 (Males=46, Females=84) was 

collected with the help of convenience and snowball sampling. The respondents were from 

various states of India, predominantly from Chandigarh, Delhi NCR, and Haryana, but also from 

states Punjab, Tamil Nadu, Kerala, Assam, Goa, etc.  

 

3.3 INCLUSION CRITERIA  

● The respondents who were between the ages of 18-25 were included. 

● Only college students were considered. 

● Respondents who gave informed consent were included. 

● Respondents active on social media platforms such as Instagram, Facebook, etc., were 

considered 

● Respondents who had access to the internet and a smartphone were included.  

 

 

 

3.4 EXCLUSION CRITERIA 

● Respondents who did not have any social media account or smartphone were excluded 

● Respondents who did not consent were excluded 

● Respondents who were below the age of 18 and over the age of 25 years were excluded. 

● Respondents who were not enrolled in an undergraduate or postgraduate degree were 

excluded   
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3.5 ETHICAL CONSIDERATIONS  

● Participants were briefed about the purpose of the study.  

● Informed consent was procured.  

● Confidentiality of the respondents' identity and data was maintained at all times.  

 

3.6 MEASURES  

The following scales were used:  

● Online Shopping Addiction Scale (OSAS) by Zhao et al. (2017). 

● Bergen’s Social Media Addiction Scale (BSMAS) by Andreassen et al. (2016). 

● Big Five Inventory (BFI-2-S) by Soto and John (2017). 

 

The scales have acceptable reliability and validity, standards and have been utilised in various 

studies, also mentioned in the review of literature.  

 

3.7 BRIEF DESCRIPTION OF THE SCALES 

3.7 a Online Shopping Addiction Scale: The scale developed by Zhao et al. (2017) measured the 

online shopping addiction. It consisted of 18 items with responses on a 5-point Likert scale (1= 

completely disagree, 2 = disagree, 3= neither disagree nor agree, 4= agree, and 5= completely 

agree). During the development of the scale, the six-factor model of behavioural addiction 

(Griffiths, 2005) was used, consisting of factors such as salience, mood modifications, tolerance, 

withdrawal, conflict, and replace. The scoring included the summation of all responses of the 

respondent; a high score indicated a higher tendency to indulge in online shopping. The Online 

Shopping Addiction Scale is a standardised measure used widely to assess the online shopping 

behaviour of its respondents. The 18 items were identified, and exploratory factor analysis and 

confirmatory factor analysis based on the EFA results and substantial theory were carried out 

using Weighted Least Squares Mean and Variance (WLSMV) estimation. The internal 

consistency (Cronbach’s alpha) was 0.90 and 0.95 for the confirmatory and validation samples, 

respectively.  

The following instructions were given to the respondents of the Online Shopping Addiction 

Scale  
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“Here are a number of characteristics that may or may not apply to you. Please select an option 

below each statement to indicate the extent to which you agree or disagree with the statement.”  

 

3.7b Bergen’s Social Media Addiction Scale: The scale developed by Andressean et al. (2012) 

was used to measure Social Media Addiction among the adult population. The scale is 

unidimensional, consisting of 6 items that are based on Griffith's factor model of behavioural 

addiction (1996). The responses are recorded on a 5-point Likert scale (Very Rarely=1, 

Rarely=2, Sometimes=3, Often= 4, Very Often= 5). A composite score of 6-30 is possible; a 

score of 24 or higher has been considered to be an apt clinical cut-off score ( Luo et al., 2021). 

Higher scores indicate problematic usage of social media apps.  The Bergen Social Media 

Addiction Scale is a standardised, reliable, and valid scale that has been used in many studies to 

assess the level of social media addiction of the respondents. The Cronbach’s alpha was .83, and 

the test-retest reliability coefficient was .82.  

The following instructions were given to the respondents:   

“Below you find some questions about your relationship to and use of social media (Facebook, 

Twitter, Instagram, and the like). Choose the response alternative for each question that best 

describes you.  

How often during the last year have you ....”  

 

3.7c The Big-Five Inventory-2-Short Form (30 items : The scale was developed by Soto and John 

(2017) to shorten the existing Big-Five Inventory-2 (BFI-2) with 60 items. They devised the 30-

item BFI-2-S and 15-item BFI-2-S-XS that examine the same measurement properties, that is, 

the 5 dimensions based on the OCEAN personality theory (1992).  These include Openness to 

Experience, Conscientiousness, Extraversion, Agreeableness, and Neuroticism, which also assess 

the facets of the dimensions. The scale BFI-2-S against the BFI-2, the column-vector correlations 

comparing the pattern of domain-criterion correlations were at least .99 for each 20 criteria. It 

was seen to have an internal consistency of 𝛼 =.84. (Toledo-Fernandez et al., 2022).  

The following instructions were given to the respondents: 

“Here are a number of characteristics that may or may not apply to you. Please select an option 

below each statement to indicate the extent to which you agree or disagree with the statement.  

This section might seem lengthy, but the statements are very concise. 
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I am someone who…..” 

  

3.8 RESEARCH OBJECTIVES 

1. To assess the relationship between Online Buying/Shopping Addiction and Social Media 

Addiction. 

2. To assess the relation between Online Shopping/Buying Addiction and Big-Five 

Personality Types. 

3. To assess the relation between Social Media Addiction and Big-Five Personality Types.  

 

3.9 HYPOTHESES 

H1 = It is expected that there will be a positive correlation between Online Shopping Addiction 

and Social Media Addiction.  

H2.a = It is expected that there will be a positive correlation between Online Shopping Addiction 

and Extraversion. 

H2.b = It is expected that there will be a negative correlation between Online Shopping 

Addiction and Agreeableness. 

H2.c = It is expected that there will be a negative correlation between Online shopping addiction 

and Conscientiousness.  

H2.d = It is expected that there will be a positive correlation between Online Shopping Addiction 

and Neuroticism. 

H2.e = It is expected that there will be a positive correlation between Online Shopping Addiction 

and Openness to experience. 

H3.a = It is expected that there will be a positive correlation between Social Media Addiction 

and Extraversion. 

H3.b = It is expected that there will be a negative correlation between Social Media Addiction 

and Agreeableness.  

H3.c = It is expected that there will be a negative correlation between Social Media Addiction 

and Conscientiousness. 

H3.d = It is expected that there will be a positive correlation between Social Media Addiction 

and Neuroticism.  
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H3.e = It is expected that there will be a negative correlation between Social Media Addiction 

and Openness to Experience.  

 

3.10 PROCEDURE 

Bearing in mind the research design, objectives and ethical considerations, the following 

procedure was implemented by the researcher: 

 

A comprehensive analysis of the existing literature was conducted, and various studies were 

reviewed. A questionnaire was circulated as a Google Form with the help of social media 

platforms. The respondents were informed of the purpose of the study, and their consent was 

taken before they began the questionnaire. The data of 18 respondents was collected using a 

paper-and-pencil questionnaire. It consisted of standardised self-report measures, and 

respondents were encouraged to answer the questions honestly. It was assured that the data 

collected and their participation would be used strictly for the current research and kept 

confidential. The standardised instructions as specified in the measures were mentioned at the 

beginning of each section, and on completion, the respondents were thanked for their 

participation. The raw scores for each variable were arranged on Google Sheets, and the sum 

scores for each respondent were calculated as per the scale's guidelines. The data was then 

analysed using IBM SPSS (Statistical Package for the Social Sciences, Version 30.0) for 

descriptive and correlational analysis.  

 

3.11 STATISTICAL ANALYSIS 

To test the hypotheses, a variety of statistical analyses were applied:  

1. The SPSS 30.0 software was used to assess the data. 

2. The descriptive analysis included mean, sample size (N), and standard deviations for all 

three variables. 

3. Pearson’s Product-Moment Correlation Coefficients were computed to understand the 

relation between Online Shopping Addiction, Social Media Addiction and the Big-Five 

Personality Types. 
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CHAPTER 4 

RESULTS 

In this chapter, the findings of the research are presented and analysed. This section provides an 

overview of the collected data and addresses the hypotheses outlined in the study. The results 

have been pictorially represented through pie charts, bar graphs and tables.  
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The descriptive analysis provides a basic understanding of the variables as the size of sample 

size, mean, and standard deviations are presented. Pearson’s correlation analysis explained the 

relationship and direction of the relationships between the variables of online shopping 

addiction, social media addiction, extraversion, agreeableness, conscientiousness, neuroticism, 

and openness to experience. This explained a complex relation between the variables, giving us 

an understanding of the potential relations between them. 

Note: OSA(Online Shopping Addiction), SMA (Social Media Addiction). 

Table 1: Descriptive statistics (N, Mean, Standard Deviation) 

Table 1 shows the values of the mean and standard deviation for Online Shopping Addiction, 

Social Media Addiction and Big-Five Personality Traits among the sample of 130 college 

students (N).  

In Online Shopping Addiction, the mean was 36.9 while the standard deviation (SD) was 14.4. 

The Social Media Addiction variable had a mean of 17.9 and a standard deviation of 5.10. The 

Big-Five personality traits assessed separately showed the descriptives such as Extraversion 

(M=18.6, σ=3.39), Agreeableness (M=21.5, σ =3.57), Conscientiousness (M=20.3, σ =3.63), 

Neuroticism (M=19.4, σ =4.52), and Openness to Experience (M=21.1, σ =2.84).  

The following figures show the distribution of the responses based on gender, the university 

course they are enrolled in, age ranges, and the count per city they belong to.  

 OSA SMA Extraversion Agreeableness Conscientiousness Neuroticism Openness to 

experience 

N 130 130 130 130 130 130 130 

Mean 36.9 17.9 18.6 21.5 20.3 19.4 21.1 

Standard 

Deviation 

14.4 5.10 3.39 3.57 3.63 4.52 2.84 
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Figure 8 : Percentage of respondents based on Gender (N=130, Females=84, Males=46) 

 

Figure 9: Percentage of respondents based on their current enrolled course (N=130, PG=82, UG=48) 
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Figure 10: Age range of the respondents with values. 

 

 

 

 

Figure 11: State-wise count of respondents. 
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Table 2: Pearson’s Correlation Matrix 

Note. * p < .05, ** p < .01, *** p < .001, OSA (Online Shopping Addiction), SMA (Social Media Addiction). 

 

Table 2 shows that there is a significant positive correlation between Online Shopping Addiction 

and Social Media Addiction (r=0.345,p<0.001), and Social Media Addiction and Neuroticism 

(r=0.441, p< 0.001). There exists a significant negative correlation between Social Media 

Addiction and Conscientiousness ( r=-0.244, p< 0.01).  

 

The correlation between Conscientiousness and Neuroticism was negatively significant (r=-

0.316, p<.001) while it was positively significant with Agreeableness (r= 0.451, p<.001) and 

Extraversion (r=0.327, p<.001). Neuroticism negatively correlates with Extraversion (r=-0.296, 

p<.001). Openness to Experience is positively correlated with agreeableness (r=0.268, p<.01) 

and extraversion (r=0.248, p<.01). Agreeableness is positively correlated with Extraversion 

(r=0.240, p<.01). 

 

 

 

 

 

 

 OSA SMA Conscientiousness Neuroticism Openness to 

experience 

Agreeableness Extraversion 

OSA —       

SMA 0.345*** —      

Conscientiousness -0.096 -0.244** —     

Neuroticism 0.083 0.441*** -0.316*** —    

Openness to 

experience 

-0.056 -0.004 0.113 -0.001 —   

Agreeableness 0.005 -0.072 0.451*** -0.002 0.268** —  

Extraversion 0.051 -0.155 0.327*** -0.296*** 0.248** 0.240** — 

https://phpstack-630042-3523214.cloudwaysapps.com/index.php/ijpe/index


ISSN: 2584-0142 

International Journal of Interdisciplinary Approaches in Psychology (IJIAP) 

Vol. 4, Issue 1 January 2026 
   

 39 

 CHAPTER 5 
  DISCUSSION  

 

The present study was aimed to assess the relationship between online shopping addiction, social 

media addiction, and big-five personality types among college students. The specific behavioural 

addictions to online shopping and social media have become a prevalent issue among all age 

groups, however, previous literature suggests that it affects young adults the most. This was 

boosted by the isolation and need for convenience faced during the COVID-19 pandemic.   

 

Online shopping addiction is a variation of compulsive buying disorder, as it is clinically referred 

to as online compulsive buying disorder (Wegmann et al.,2023). It is considered a specific 

behavioural addiction when assessed clinically and is treated as such. It negatively impacts an 

individual's mental health as well as their financial health. Moreover, it leads to 

hyperconsumption, which has proven ill effects on mental health, the finances of the individuals 

as some even go as far as loaning money to spend, which can lead to or maintain a hoarding 

disorder. Excessive or compulsive online shopping behaviour causes more harm than good. 

 

Social media addiction is also considered a specific behavioural addiction, which is most 

prevalent amongst adolescents and young adults. The need for connection and staying in touch 

can often lead to excessive consumption of media on apps such as Instagram, Facebook, etc. 

Individuals fall into the trap of “doom scrolling” content, even indulging in excessive online 

shopping, as these are also advertisement platforms where many online stores, especially small 

businesses, create a market through advertising and collaborate with content creators. There have 

been many studies showcasing the ill effects of consuming excessive media on the mental health 

of people, their self-esteem, body image, etc. These can further lead to people falling into the 

scam of buying “gimmicky” products. 

 

Some of the Big-Five personality traits have been found to be the drivers of behavioural 

addictions, while some act as protective factors. According to the existing literature, individuals 

high on Extraversion and Neuroticism have been found to be at risk for developing both online 

shopping and social media addiction. While individuals high on  Openness to Experience, 
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Conscientiousness and Agreeableness have been found to indulge less in such behaviours. These 

can either act as promoters or as protective factors against such behavioural phenomena (Atik & 

Abbound, 2021; Usakli, 2020; Sumaryanti et al., 2019; Mendonca, 2016).  

 

 

5.1 ONLINE SHOPPING ADDICTION AND SOCIAL MEDIA ADDICTION  

The first objective of the study was to understand the correlational relationship between Online 

Shopping Addiction and Social Media Addiction. The aim was to understand how the two are 

related, as the social media platforms are essentially advertisement platforms, thus,the excessive 

usage of social media may influence the frequency individuals engage in online shopping 

behaviour.  

 

H1 It is expected that there will be a positive correlation between Online Shopping Addiction 

and Social Media Addiction. 

 

There is a significantly positive correlation reported in Table 2 between online shopping 

addiction and social media addiction (r= 0.345, p<.001). This confirms the first hypothesis, that 

there is an existing positive relationship between the two factors, that is, individuals who indulge 

in excessive online shopping are likely to also indulge in excessive usage of social media.  

 

The proponent behavioural addiction models are the Operant Conditioning and Cognitive-

behavioural model; the interplay of both models is often accepted as the basic framework for 

behavioural addictions. The Cognitive-Behavioural model explains how addiction arises from 

cognitive distortions and maladaptive thought patterns, which cause negative affect and anxiety 

(Penberthy et al., 2010). The Operant Conditioning model comes in the picture here, as it states 

that the reinforcement strengthens a behaviour, this behaviour can be maladaptive. The elevation 

of mood (reinforcement) after engaging in the addictive behaviour is what reinforces the 

behaviour (Miguel et al., 2015). These models support the findings as both of the variables, 

online shopping addiction and social media addiction, come under behavioural addictions, that 

is, both of them get reinforced when the individual engages in them, and their mood gets 

modified. The act of excessive online shopping or excessive usage of social media sites both 
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provide an elevation in negative affect, hence their strong positive correlation points to the 

relationship that they share. The excess use of social media as a coping mechanism feeds into the 

excessive online shopping behaviour, as these platforms have become advertising platforms.  

The positive correlation is also predictable, as explained by Griffith (2005), all behavioural 

addictions are based on six factors, according to him, out of which mood modification, 

something that leads to operant conditioning, is common between online shopping behaviour and 

social media addiction. This explains why the two variables, online shopping addiction and 

social media addiction, are positively correlated. If one increases, the other is likely to increase 

as well. 

 

The following literature lends support to the findings of the present study in regards with online 

shopping addiction and social media addiction.  

Gao et al. (2023), “Why can’t I stop buying? Upward social comparison on social networking 

sites and online compulsive buying: a latent moderated mediation model” reveals that the 

upward social comparison on social networking sites positively predicted compulsive online 

shopping. Pearson's correlation revealed a strong positive correlation (r=0.047, p<0.01). They 

further utilised the structural equation model (𝛽 =0.10, p<0.05). They explained how this was 

essential to understanding the link between social networking usage and online shopping.  

Jamil et al. (2022) explain how social media marketing affects the purchasing decisions and 

intentions of individuals based on various factors. It is thus observed that individuals who 

indulge in excessive social media usage are exposed to these marketing strategies. These further 

increase their online compulsive buying behaviour. 

Sharif et al (2021) conducted a study to understand the mediation of financial social comparison 

and materialism between heavy social networking and online compulsive shopping among 18 to 

20-year-old Malaysian students. This showed that heavy social networking usage (social media 

addiction) directly affects the online compulsive buying behaviour (online shopping addiction), 

which has a strong positive relationship when a structural equation model was run on the 

collected data  (𝛽 =0.661,p<0.001). This shows that the direction of the relations between the 

two, when analysed structurally, is positive.  
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5.2 ONLINE SHOPPING ADDICTION AND BIG-FIVE PERSONALITY TYPES  

The second objective of the study was to investigate the correlational relationship between 

Online Shopping Addiction and the big-five personality traits. These traits included 

Extraversion, Agreeableness, Conscientiousness, Neuroticism, and Openness to Experience. This 

was performed to understand which factors are most likely to relate to or protect against 

excessive online shopping behaviour.  

 

H2.a It is expected that there will be a positive correlation between Online Shopping Addiction 

and Extraversion. 

 

A non-significant correlation between online shopping addiction and Extraversion (r=0.051, 

p=.281) was observed in Table 2. Thus, the hypothesis is not accepted as the correlational 

analysis shows no significant positive relationship between the two. This means that individuals 

who are Extraverted may not be engaging in excessive online shopping behaviour.  

 

The given studies are in line with the findings of this study, that is, a non-significant relationship 

between extraversion and online shopping addiction. 

Alkan (2023b) in a study of “the big five personality traits and shopping addiction among young 

Turkish adults” that assessed both online and offline shopping addiction showed a non-

significant correlation between online shopping addiction and extraversion using Pearson’s 

correlation (r=.014). This shows that there was no significant relationship between the two in this 

study.  

A study by Hermes et al. (2022) aimed to assess the relationship between online shopping 

behaviour and the big five personality traits discovered no significant relationship between 

online shopping and extraversion based on Pearson’s correlation (r=0.03, p=0.297). The study 

aimed to see if individuals preferred in-store purchases or online purchases; this showed that the 

extraversion trait did not have any significant relation with online shopping behaviour. 

Otero-López et al. (2023) reported a non-significant relationship between compulsive buying of 

any kind and extraversion (r= -0.04). This study also utilised Pearson’s correlation. The reported 

results show that there was no significant relationship between the variables in the study 

conducted to study the big five traits, compulsive buying and the mediation of self-esteem. 
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H2.b It is expected that there will be a negative correlation between Online Shopping Behaviour 

and Agreeableness. 

 

There was a non-significant correlation between online shopping addiction and Agreeableness 

(r=0.005, p=0.475) as mentioned in Table 2. The hypothesis is not accepted as there is no 

existing negative relationship between the two. This indicates that individuals indulging in online 

shopping behaviour are less likely to be influenced by the Agreeableness trait of an individual. 

 

The reported findings of this study are in sync with findings observed by the following studies. 

Alkan (2023b) also observed a non-significant relationship between online shopping addiction 

and Agreeableness (r= -.19). The lack of significance when Pearson’s correlation is applied 

shows that there is no existing relationship between the variables in his study. 

It was observed by Hermes et al. (2022) that there was no existing correlation between online 

shopping behaviour and agreeableness (r=0.04, p=0.137). The paper assessing the relation 

between online shopping, offline shopping behaviour and big five personality traits reported an 

insignificant relationship between the two variables using Pearson’s correlation. 

A non-significant relationship between compulsive buying and agreeableness (𝛽 =-0.087, p= 

0.388) was discovered by Shemeis et al. (2020), using path analysis to test several hypotheses. It 

indicates that agreeableness does not affect the compulsive buying behaviour of people. This is 

applicable to explain the findings of this study, as online shopping addiction is a variation of 

compulsive shopping addiction (Wegmann et al.,2023).  

 

H2.c It is expected that there will be a negative correlation between Online Shopping Addiction 

and Conscientiousness.  

 

Table 2 shows that there was no correlation between online shopping addiction and 

Conscientiousness (r=-0.096, p=.139). The hypothesis is not accepted as there is no negative 

correlation between the two. This means that individuals engaging in excessive or compulsive 

online shopping behaviour have no significant relationship with the conscientiousness trait.  
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The findings of this study is in line with the following literature addressing the relationship 

between conscientiousness and online shopping addiction.  

Alkan (2023b) has observed a non-significant relationship between online shopping addiction 

and conscientiousness (r=-.01). Pearson's correlation was applied, which yielded no significant 

correlational relationship between the two variables.  

A study conducted by Hermes et al (2022) was conducted to assess the preference between 

online shopping and offline shopping. There was no existing correlation between online 

shopping addiction and conscientiousness (r=0.03, p=0.299). The study used Pearson’s 

correlation, this analysis reported no existing relationship between the variables. 

It has been reported by Ayob et al.(2022) that there is a non-significant relationship between 

conscientiousness and online purchase behaviour using path analysis (𝛽=-0.020, p= 0.629). This 

means that the hypothesis of this study, that conscientiousness would be negatively related to the 

frequency of online purchases. Thus, this study supports the findings of this project as  

 

H2.d It is expected that there will be a positive correlation between Online Shopping Addiction 

and Neuroticism. 

 

A non-existent positive correlation between online shopping addiction and Neuroticism (r=0.083, 

p=.174) was reported in Table 2. The hypothesis is not accepted as there is no existing positive 

relationship between the two. This means that individuals who scored high on online shopping 

addiction are not affected but the Neuroticism traits of an individual, that is, anxiety, hostility, 

and other facets, are not likely to influence the online shopping behaviour of individuals. 

 

These findings were found to be similar to the given studies.  

Alkan (2023b) reveals a non-significant relationship between online shopping addiction and 

neuroticism (r= -.16). The non-existent correlational relationship was observed using Pearson’s 

correlation. This explains that there was no existing relationship between the variables in his 

study. 

A non-significant relationship between online shopping addiction and neuroticism (r=0.01, 

p=0.638) was reported by Hermes et al. (2022). The Pearson’s correlation employed showed no 
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correlation between the two, which means that the people's behaviour was not related to their 

personality trait of online shopping behaviour.  

Faraz et al. (2021) reported an insignificant effect of Neuroticism on the online buying intention 

of individuals. The method used was path analysis for which confirmed the non-acceptance of 

the hypothesis that claimed there would be an effect observed on online purchasing intention. 

(T=1.009). 

 

H2.e It is expected that there will be a positive correlation between Online Shopping Addiction 

and Openness to Experience.  

 

A non-significant relationship between online shopping addiction and Openness to Experience 

was seen in Table 2 (r=-0.056, p=0.263). Thus, the hypothesis is not accepted as there is no 

significant positive correlation between the two. This shows that individuals who are engaging in 

online shopping in a compulsive or excessive manner are not influenced by the Openness to 

Experience trait. The novelty-seeking behaviour that people with openness to experience have 

does not relate to their online shopping behaviour.  

 

 

The observed result of this study is found to be in sync with the following studies. 

A non-significant correlation was observed by Alkan (2023) in his study. There was no observed 

correlation between Online shopping addiction and openness to experience (r=-.16). Pearson’s 

correlation was employed and showed no significant relationship between the two variables in 

his study. 

Hermes et al. (2022) reported a non-significant correlational relationship between online 

shopping behaviour and openness to experience as well (r=0.02, p=0.529). This confirms that 

there was no significant correlation between the two, as Pearson's correlation reports the same.   

Shemeis et al. (2020) reported a non-significant relationship between compulsive buying and 

openness to experience (𝛽 =0.057, p=0.714), using path analysis. This suggests that the 

personality trait of openness to experience affects compulsive buying behaviour. Online 

shopping addiction is a variation of compulsive buying disorder (Wegmann et al.,2023), 

therefore, this supports the findings of this study as well.  
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5.3 SOCIAL MEDIA ADDICTION AND BIG-FIVE PERSONALITY TYPES 

The last objective of the study was to examine the correlational relationship between social 

media addiction and Big Five personality types. The relationship between the two was being 

investigated in the study to determine how the big-five personality traits, namely extraversion, 

agreeableness, conscientiousness, neuroticism and openness to experience, influence the 

behavioural addiction towards social media platforms  

 

H3.a It is expected that there will be a positive correlation between social Media Addiction and 

Extraversion. 

 

Table 2 mentions a non-significant correlation between Social Media Addiction and Extraversion 

(r=-.155, p= 0.078). The hypothesis is not accepted as there is no existing positive correlation 

between the two. Individuals who are high on social media addiction may not exhibit high levels 

of Extraversion.  

 

These findings for the relationship between extraversion and social media addiction were found 

to be in line with the following studies. 

V. Gupta et al. (2025) in their study of social media addiction, personality types, and self-esteem 

reported a non-significant correlation between social media addiction and extraversion. 

Pearson’s correlation was performed between extraversion and the subscales of the social media 

addiction scale, with correlations with virtual tolerance, virtual communication, virtual problem, 

and virtual information 

Rachubińska et al. (2022) reported a non-significant relationship between social media addiction 

and extraversion (r=0.04, p=0.40) using Pearson’s product-moment. This explained the fact that 

the individual with extraversion as a stable trait may not indulge in addictive behaviours 

surrounding social media.  

It was observed that there was no direct significant association between extraversion and social 

media addiction. As the study focused on the interplay between extraversion, neuroticism, and 

social media addiction among facebook users, the non-significant relationship highlighted in this 
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study explained the complex effect personality traits can have on different aspects of social 

media (Marengo et al. 2020) 

 

H3.b It is expected that there will be a negative correlation between Social Media Addiction and 

Agreeableness. 

 

A non-existent correlation between social media addiction and Agreeableness (r=-0.072, 

p=0.417) is mentioned in Table 2. The hypothesis has not been accepted as there is no significant 

negative correlation between social media addiction and agreeableness. This shows that 

individuals scoring high on Agreeableness are less likely to be scoring low on social media 

addiction.  

 

Some previous studies were found to be in line with the reported findings of this study.  

Jardat and Atyeh (2017) in their study of understanding if there is any role of personality in 

social media addiction show a non significant correlation between agreeableness and the 

subscales of social media addiction which where namely withdrawal (r=-.063,p>0.05), tolerance 

(r=0.65, p>0.05), life problems (r=0.87, p>0.05) substitution satisfaction (r=0.31,p>0.05) in 

Pearson’s correlation. The effect of agreeableness on social media addiction was also non-

significant (𝛽 = 0.023, p>0.05). 

Cordaro (2023) reports a non-significant Pearson’s correlation between social media addiction 

and agreeableness (r=-0.16, p>0.05), in an examination to understand the relationship between 

the big five and time spent on social media. The study shows that the usage of social media is not 

necessarily related to stable personality traits.  

A non-significant correlation using Pearson’s correlation was observed by Piko et al. (2024) 

between agreeableness and social media addiction (r=-0.10, p>0.05). Thus, it was concluded by 

them that agreeableness had no association with social media addiction. 

 

H3.c It is expected that there will be a negative correlation between Social Media Addiction and 

Conscientiousness. 
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Table 2 reports a significant negative correlation between social media addiction and 

Conscientiousness (r=-0.244, p<0.001). The hypothesis is accepted as there is an existing 

relationship between them. It indicates that individuals who are high on conscientiousness are 

less likely to indulge in social media addiction.  

 

Bandura talked about triadic determinism, claiming that personal factors, environmental 

influences, and behaviour interact and give rise to human behaviour (Smith, 2022). The negative 

correlation between social media addiction and conscientiousness can be explained by the 

individuals who emotionally regulate themselves, set time aside to not engage in social media, 

and keep busy or do not give in to peer pressure are less likely to engage in social media 

addiction. The negative correlation between conscientiousness and social media addiction can be 

explained by the dual-system self-regulation indirectly by Meynadier et al. (2025). This system 

suggests that conscientious individuals have a better and high level of control over their 

executive control and are able to regulate their online activity.  

Another explanation comes from the self-control theory briefly mentioned by McGahey (2019). 

This theory simply states that people with the conscientious trait are higher on self-control and 

are able to control and regulate their behaviour on social media.  

Findings of literature examining the relation between these two variables were found to be in line 

with the reported results of this study.  

A significant negative correlation was observed by Rachubińska et al. (2022) between social 

networking addiction and personality types among women (r=0.16, p<0.001). This finding 

suggested that conscientiousness acted as a protective factor towards the likelihood of a person 

developing social media addiction on websites such as Facebook. 

La Sala et al. (2014) also observed a significant negative relationship between conscientiousness 

and social media usage (r=-.16, p<0.05). The existence of this correlation indicates that people 

scoring high on conscientiousness are less likely to spend excessive amounts of time on social 

media. 

A negative correlation was revealed by Tekin and Turhan (2020) between social media addiction 

and conscientiousness among tourism students. They explained that the higher the traits of 

conscientiousness, strong-willed,  goal-oriented the person is, the lower the chances are for them 

to be addicted to social media. 
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H3.d It is expected that there will be a positive correlation between Social Media Addiction and 

Neuroticism. 

 

Table 2 shows that there is a significant positive correlation between social media addiction and 

Neuroticism (r=0.441, p<0.001). Thus, the hypothesis is accepted; there exists a significantly 

positive relationship between the two. This means that individuals with high social media 

addiction are likely to be neurotic.  

 

Bandura’s triadic determinism, which claims that personal factors, environmental influences, 

and behaviour interact and give rise to human behaviour, can also explain the finding of the 

positive correlation between social media addiction and neuroticism. Triadic determinism 

explains the formation and maintenance of addiction (Smith, 2022). The positive correlation 

between neuroticism and social media addiction can be explained by the individuals who are 

emotionally unstable and anxious, frequently engage in social media apps, and the peer 

influences or the algorithms of the apps are such that allowing infinite scrolling is likely to cause 

an addiction of social media.  

The correlation between neuroticism and social media addiction can also be explained through 

the self-regulation theory, Berninzoni (2020) in the paper explaining the neuroscience link 

between neuroticism and social media addiction explains that people who experience negative 

affect frequently are impulsive, to elevate the anxiety they feel they engage in addictive 

behaviours such as social media addiction. Another theory that explains the same is the 

compensatory use theory, according to Meynadier et al. (2025), individuals high on neuroticism 

use social media for coping. These individuals are validation seeking in order to ease theoretical 

anxieties, usually about themselves, and social media provides that relief and mood elevation. 

 

The following studies were consistent with the findings of this research.  

It was reported by Rachubińska et al. (2022) that there was an existing positive correlation 

between neuroticism and social media addiction among women (r= 0.26, p<0.001). This 

explained why individuals with neuroticism as a stable trait are more likely to indulge in social 

media-centred addictive behaviours, particularly Facebook in this study.  
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Sala et al (2014) in their study of understanding Facebook usage and personality types report a 

positive, significant relationship using Pearson’s correlation between neuroticism and time spent 

on social media (r=0.19, p<0.01). This weak yet significant correlation is a clear indication that 

the time spent on social media is linked to individuals having neurotic characteristics.  

Marengo et al. (2020) explained how neuroticism has a direct positive effect on the association 

with social media-based addictive behaviours. Using the serial mediation effect, it was observed 

that the number of status updates, likes received, and positive feedback or validation in general 

increased the risk of social media addiction among neurotic individuals.  

 

H3.e It is expected that there will be a negative correlation between Social Media Addiction and 

Openness to Experience. 

 

Table 2 indicates an existing correlation between social media addiction and Openness to 

Experience (r= -0.004, p= 0.960). The hypothesis is not accepted as there is no significant 

negative correlation between the two. This shows that individuals that the trait of openness to 

experience may not influence the social media addictive behaviours of an individual. 

 

The finding reported regarding the relationship between social media addiction and openness to 

experience in this study is consistent with the following studies.  

V. Gupta et al. (2025) also reported non-significant results for the variables Social media 

addiction and openness to experience. The results showed no significant correlation with all four 

subscales for social media addiction, which were virtual tolerance, virtual communication, 

virtual problem, and virtual information.  

A study investigating the relation between time spent on social media and the big five traits by 

Coradaro (2023), while using Pearson’s correlation, shows a non-significant correlation between 

social media usage and openness to experience (r=0.07,p>0.05). This is consistent with this 

study; the time spent on social media apps may not be associated with the stable trait of openness 

to experience.  

It was observed by Tekin and Turhan (2020) that there was no significant relationship between 

social media addiction and openness to experience. Pearson's correlation method explained the 
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non-significant association between the two variables in this study examining whether social 

media addiction differs based on personality types among tourism students.  

 

CONCLUSION  

The findings of the study are concluded as the investigation carried out on Online Shopping 

Addiction, Social Media Addiction, and Big-Five personality traits reveals the existence of a few 

positive and negative correlations.  

 

The existence of significant positive correlations was confirmed between online shopping 

addiction and social media addiction, and social media addiction and neuroticism. A significant 

negative correlation between social media addiction and conscientiousness.  

 

The research explains the relationship between the three: online shopping addiction, big-five 

personality types, and social media addiction among college students. This further encourages a 

more in-depth study of consumer psychology and how other factors affect them. 

 

IMPLICATIONS 

The research on the correlational relationships between online shopping addiction, social media 

addiction and big five personality types gives an insight into the existing relations between 

personality traits and these two consumption-based behavioural addictions. The research findings 

from studies that scrutinise the existing relation between these behavioural addictions alongside 

with big five personality types give insight into a complex dynamic. The existence of certain 

personality types can either act as predictors or as protective factors against online shopping 

addiction and social media addiction. The study helped identify the relationship between online 

shopping addiction and social media addiction, furthermore, it explains the involvement of the 

personality traits to an extent.  

 

 Prevention: Identifying the vulnerable population 

Many studies which explore the relation between online shopping addiction and social 

media addiction often examine relations between behavioural addictions and other factors 

such as self-esteem, loneliness, FOMO, etc. Thus, understanding the interplay of the big 
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five personality types, online shopping addiction, and social media addiction with other 

factors may help identify risk factors and populations that are most likely to be 

vulnerable. The identification of the population at risk can help in the prevention of the 

behaviour becoming pathological, as understanding who is vulnerable, why, and to what, 

prevention efforts can be tailored to address specific needs (Sussman & Sinclair, 2022). 

In India, as recorded in 2023, the most vulnerable population is the youth, and 

behavioural addictions vary from 2%-33% (Das & Panday, 2023).  

 

 Comorbidity and personality-wise tailored interventions.  

These behavioural addictions are usually comorbid with disorders, Social Media 

Addiction has been found to be comorbid with depression, anxiety, insomnia, and stress 

(Zubair et al., 2023). Online Shopping Addiction has been found to have comorbidities 

with anxiety disorders, hoarding disorder, and impulse control disorders (Zayed, 2024). 

The addictions can be a cause or a symptom of psychiatric disorders, these disorders are 

further linked to personality types in many studies. Aiming at identifying the root cause 

of the behavioural addiction may help in the formulation of a comprehensive intervention 

strategy. These can be further tailored based on the big five personality types, as a 

tailored intervention based on personality traits can prove to be more effective (Jones et 

al., n.d.). An example would be that individuals high on Conscientiousness would benefit 

from a well-structured and exclusively goal-oriented intervention as compared to 

individuals high on Neuroticism. 

 

 Ethical policy making   

Consumer psychology benefits from such studies, as the understanding of what drives 

people to engage in hyperconsumption is often used to benefit corporate agendas and 

make a profit. Thus, policies by the company regulating the app can be made to restrict 

the misuse of algorithms on social media platforms used to show personality-based 

advertisements (Maloji et al., 2020). Apps should practise algorithm transparency, user 

consent to use their data, limit infinite scrolling, and only allow verified sellers on their 

platforms.  
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 Psycho-educating  

However, the narrative has shifted in recent years, people are more concerned about the 

effect of hyper consumption in all forms on the environment and take up environment-

friendly approaches. This can be furthered by educating people on platforms provided by 

social media to educate the people about the ill-effects of hyperconsumerism through 

online shopping and switching to “green-goods”.Many individuals high on 

conscientiousness are found not to be engaging in online shopping addiction or social 

media addiction as they understand the effect of the same on the environment.  

 

LIMITATIONS 

The study of a correlational relationship between online shopping addiction, social media 

addiction and big-five personality types is a step forward in the direction of understanding the 

dynamic between the three variables, however, there are a few limitations to keep in mind. 

Firstly, the number of respondents was limited, and the sample collected may have given socially 

desirable answers when faced with items on the online shopping addiction scale and social media 

addiction scale. These responses are likely to be biased because the variables are associated with 

a negative self-image or social image, which showcases addictive behaviours. 

 

Secondly, the correlational study between online shopping addiction, social media addiction and 

big-five personality types is carried out to ascertain the relationship between them and not 

establish causality. Correlational studies are a useful tool to understand the strength and direction 

of the relationship, however, they do not explain cause and effect, moderating or mediating 

effects between online shopping addiction, social media addiction and big-five personality types. 

 

The study, as it focused on the quantitative research methodology, may not have touched upon 

the qualitative cognisance. The qualitative insights would have provided a more comprehensive 

and deeper understanding of the experiences, personality traits, and behaviours of the college 

student population. The inclusion of quantitative techniques, such as interviews or focus groups 

can help in bridging the gap.  
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Lastly, the data was mostly collected from Chandigarh and the Delhi-NCR region. There is a 

possibility that individuals from these cities are growing conscious about their behaviours and 

are not engaging in excessive online shopping and social media usage, as the ill-effects of the 

same, especially on mental health, are widely advocated. This could be the reason as people from 

these cities have top-ranking universities (based on the tier system, Delhi is tier 1 and 

Chandigarh is a tier 2 city) that host seminars, discussions, etc. Another cause can be attributed 

to the spreading awareness of harm caused by excessive online shopping or shopping to the 

environment, the people of these cities may be more conscious in making such decisions. 

 

SUGGESTIONS FOR FUTURE STUDIES 

A few recommendations can be offered for future research that can be developed using this 

current study:  

● The causal effect of personality types or social media addiction on online shopping 

addiction can be studied. Furthermore, a comparison can be observed based on gender or 

age groups, such as Young adults and Middle-aged adults.  

 

● The mediating effect of personality types between social media addiction and online 

shopping addiction can be studied to understand how the personality types can mediate 

between the types of addictions.  

 

● A longitudinal study to understand the effects of online shopping addiction and social 

media addiction on mental health, emotional stability, and loneliness can be studied, as 

literature suggests there is a relationship between the variables. 

 

● An intervention-based study can reveal how self-regulation tactics or teaching therapeutic 

techniques can affect the excessive use of social media addiction and online shopping 

addiction. 

 

 

● An interesting study to understand how AI-based algorithms affect online shopping 

addiction through advertisements on social media can be conducted. 
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CHAPTER 6 

SUMMARY 

 

The present study was aimed at understanding the correlational relationship between Online 

shopping addiction, social media addiction and big-five personality types among college 

students. The study included 130 young adults enrolled in a UG or PG course, aged 18-25 years, 

comprising 46 males and 84 females. The Online shopping addiction scale (OSAS), Bergen’s 

Social media addiction scale (BSMAS), and the big five inventory small (BFI-2-s) were used. 

The data analysis was carried out using Pearson’s correlation, which revealed a significantly 

positive relationship between online shopping addiction and social media addiction, a 

significantly positive relationship between social media addiction and neuroticism, and a 

significantly negative relationship between social media addiction and conscientiousness. 

However, there was no significant correlation between online shopping addiction and 

extraversion, agreeableness, conscientiousness, neuroticism, and openness to experience; social 

media addiction and extraversion, agreeableness, and openness to experience.  

 

In order to investigate the correlational relationships between online shopping addiction, social 

media addiction, and big five personality types among college students, the following 

standardised scales were used  

 

To measure online shopping addiction, the Online Shopping Addiction Scale (OSAS) by Zhao et 

al. (2017) was used. This consisted of 18 items and was answered on a 5-point Likert scale of 

strongly disagree (1) to strongly agree (5). 

 

To measure social media addiction, Bergen’s Social Media Addiction scale by Andreassen et al. 

(2016) was used. This consisted of 6 items and used a 5-point Likert scale of strong 

disagreement (1) to strongly agree (5). 

 

To measure the big-five personality traits, the Big Five Inventory- Small form by Soto and John 

(2017) was used. The scale consisted of 30 items and used a 5-point Likert scale of very rarely 

(1) to very often (5).  
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Aim: To understand the correlation between online shopping addiction, social media addiction 

and big five personality types among college students. 

 

Objectives :  

1. The current research aimed to assess the relationship between Online Buying/Shopping 

Addiction and Social Media Addiction. 

2. The current research aimed to assess the relation between Online Shopping/Buying Addiction 

and Big-Five Personality Types. 

3. The current research aimed to assess the relation between Social Media Addiction and Big-

Five Personality Types.  

 

Hypothesis:  

H1 = It is expected that there will be a positive correlation between Online Shopping Addiction 

and Social Media Addiction 

H2.a = It is expected that there will be a positive correlation between Online Shopping Addiction 

and Extraversion. 

H2.b = It is expected that there will be a negative correlation between Online Shopping 

Addiction and Agreeableness. 

H2.c = It is expected that there will be a negative correlation between Online shopping addiction 

and Conscientiousness.  

H2.d = It is expected that there will be a positive correlation between Online Shopping Addiction 

and Neuroticism. 

H2.e = It is expected that there will be a positive correlation between Online Shopping Addiction 

and Openness to experience. 

H3.a = It is expected that there will be a positive correlation between Social Media Addiction 

and Extraversion. 

H3.b = It is expected that there will be a negative correlation between Social Media Addiction 

and Agreeableness.  

H3.c = It is expected that there will be a negative correlation between Social Media Addiction 

and Conscientiousness. 
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H3.d = It is expected that there will be a positive correlation between Social Media Addiction 

and Neuroticism.  

H3.e = It is expected that there will be a positive correlation between Social Media Addiction 

and Openness to Experience.  

 

Sample of the study :  

A total of 130 college students between the ages of 18-25 years of age were selected by the 

method of convenience and snowball sampling. The data was majorly from Chandigarh and 

Delhi-NCR and also from Punjab, Haryana, Tamil Nadu, etc.  

 

Inclusion Criteria :  

● The respondents who were between the ages of 18-25 were included. 

● Only college students were considered. 

● Respondents who gave informed consent were included. 

● Respondents active on social media platforms such as Instagram, Facebook, etc., were 

considered 

● Respondents who had access to the internet and a smartphone were included.  

 

Exclusion Criteria:  

● Respondents who did not have any social media account or smartphone were excluded 

● Respondents who did not consent were excluded 

● Respondents who were below the age of 18 and over the age of 25 years were excluded. 

● Respondents who were not enrolled in an undergraduate or postgraduate degree were 

excluded   

 

Table 1 shows the descriptive analysis for the online shopping addiction scale, social media 

addiction scale and big five inventory.  

Table 2 shows the Pearson’s Correlation matrix for the variables of the study (1-tailed).  

 

The results of the present study report a few significant relationships based on the Pearson’s 

Correlation Coefficients between Online Shopping Addiction, Social Media Addiction and the 
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Big-Five personality types. The findings show a positively significant relationship between 

online shopping addiction and social media addiction, a positively significant relationship 

between social media addiction and neuroticism, and a negatively significant relationship 

between social media addiction and conscientiousness, all at 0.001 (1-tailed). The result showed 

that the excessive usage of social media is likely to cause an excessive indulgence in online 

shopping addiction. 

 

The significantly negative relationship between social media addiction and conscientiousness 

points at the fact how individuals that are high on the personality trait are less likely to indulge in 

excessive or pathological usage of social media addiction. These individuals, according to the 

facets of the trait, are well organized, structured, dutiful, self-disciplined etc. Thus these 

individuals are able to self regulate and cope without indulging in a behaviour maladaptively to 

cope with any form of distress.  

 

The positive correlation between social media addiction and neuroticism explains the fact that 

individuals who experience negative affect, have unstable mood are more likely to engage is 

excessive use of social networking sites. This is done to elevate the feeling of anxiety, 

vulnerability, depression, self-consciousness etc, as mentioned in its facet. The addictive 

behaviour is an effort to cope, seek validation and distract themselves from their emotions 

However, there was no correlation significance between online shopping addiction and rest of 

the personality types, and social media addiction with rest of the personality types. This indicates 

that there are certain mechanisms at work here such as self regulation, operant conditioning, 

theory of planned behaviour etc, which demonstrates that the rest of the big five personality traits 

do not have enough of an influence on online shopping addiction and social media addiction.  

 

The investigation of online shopping addiction, big five personality traits, social media addiction 

that has been reported in this current study explains how the three are related. The correlation 

between social media addiction, online shopping addiction, and the relationship of social media 

addiction with neuroticism and conscientiousness point towards a complex relationship between 

the variables. In conclusion, this study provides an opportunity to understand the relationships of 

the variables and also understand how online shopping addiction is influenced by social media 
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addiction. At the same time it also explored who neurotic people are more likely and 

conscientious people are less likely to engage in pathological use of social media.  
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