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ABSTRACT 

The aim of this paper has been to explore what effects using Facebook has on the user’s 

happiness (SHS), and also to add to previous research on what attracts users to the site with 

specific focus on social desirability (SDS). Furthermore, it attempts to broaden what is 

already known by looking at subjects other than students. The correlation between Facebook 

use and happiness was examined by looking at the intensity of use (FIS) and the number of 

Facebook friends. Facebook use was found to have no influence on happiness overall, 

although a positive correlation was found for users in part time employment. A positive effect 

however was found between the number of Facebook friends and happiness. Finally, and 

perhaps counter intuitively, no link was found between Facebook use and social desirability. 
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INTRODUCTION 

Facebook: The Effect on Happiness and Its Attraction to Users 

 Facebook, the world’s most popular social network service, has grown to an estimated 

800 million users since its launch in 2004. In Ireland alone there are now over 2,000,000 

active users, double the number recorded in 2009 according to a recent Edelman report 

(2011).   Research indicates that each of these users spend an average of 16 minutes per day 

using the service (Nielsen Wire, 2011).  

As the number of users and time spent on the site increases, so do the reasons to 

consider potential psychological effects. Indeed, it is unlikely that Facebook would have 

grown so rapidly in such a short period without some pleasurable aspects. The present 

research explores the relationship between Facebook usage and happiness, and also what it is 

about individual’s personalities that attract them to the service.   

Prior research on Facebook usage and emotions 

Facebook is the world’s most popular Social Network Site (SNS). Users can create a 

profile from which they can add other users as friends, exchange messages, join groups of 

relevant interest and promote their lives by publishing update statuses, pictures and event 

details.   

Its rapid growth and global popularity means that the site is often in the news. This is 

even more the case with 2012 likely to see Facebook raise $5 billion in its initial public 

offering of stock, and also surpass the one billion user mark (Liedke, 2012). However much 

of this publicity tends to focus on the negative aspects of the service. 

For instance, the company’s position on privacy has often been questioned (Halliday, 

2011; BBC, 2011). Indeed with such a plethora of personal information readily available on 
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user profiles, some employers in America have begun to ask potential employees for their 

usernames and passwords in order to get a better picture of the candidate than an interview 

might (Frevele, 2012). 

But perhaps the most high profile publicity surrounding Facebook stems from 

cyberbullying. Several papers have been written on the relationship between Facebook and 

other SNSs and bullying (Geach & Haralambous, 2009; Holladay, 2011), but high profile 

incidents such as the suicide of Phoebe Prince and a recent documentary entitled My Social 

Network Stalker has meant that this negativity is very much in the public eye.  

This all said, the tremendous popularity of the site suggests Facebook provides a 

pleasurable experience, and it is these positive effects that the present paper focuses on. This 

is another area that has seen much research in recent years, for example a paper by Gonzales 

and Hancock suggests that there is a positive correlation between Facebook usage and the 

enhancement of self-esteem (2011). Indeed multiple papers have even linked it to an increase 

in overall life satisfaction (Ellison et al, 2007; Vanazuela et al, 2009). 

Not only have links been established between Facebook usage and positive emotional 

effects, but research has also identified a link between the number of Facebook friends and 

enhanced subjective well-being (Kim & Lee, 2011). Such research indicates that there is a 

link between the use of Facebook and positive emotions, and the present paper will attempt to 

add to this research by investigating the link with perhaps the most basic of positive 

emotions, happiness. 

Dr. Martin Seligman, director of the University of Pennsylvania's Positive Psychology 

Centre, defines happiness as “both positive feelings (such as ecstasy and comfort), and 

positive activities that have no feeling component at all (such as absorption and 

engagement)”, (2002, p 261). With a daily average of 2.7 billion ‘Likes’ and comments 
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recorded in the last 3 months of 2011 (Liedke, 2012), it is likely that Facebook usage falls 

within the second part of the definition; it provides a platform that is both absorbing and 

engaging.  

Little academic research exists directly exploring the relationship between Facebook 

usage and happiness. Facebook’s Data Team has attempted to measure this link, by analysing 

whether positive or negative language is used in update statuses (Kincaid, 2009). However 

findings that Thanksgiving, Christmas and New Year’s Eve are when Facebook users are 

happiest, while somewhat logical, may not be reliable due to the ritual of wishing others a 

‘Happy’ Thanksgiving, Christmas or New Year at these times.  

The present research explores the relationship between Facebook and happiness by 

exploring two aspects of Facebook usage; Facebook intensity using Elison et al’s Facebook 

Intensity Scale (FIS), and also the number of Facebook friends. 

Considering the previous research which indicates a correlation between Facebook 

use and positive emotions (Ellison et al, 2007; Vanazuela et al, 2009; Gonzales & Hancock, 

2011), in addition to the huge popularity of the site, the present research proposes there will 

be a positive correlation between Facebook usage and happiness.  

Similarly, with the link established between the number of Facebook friends and 

subjective well-being (Kim & Lee, 2011), the present paper also proposes a positive 

correlation between the number of Facebook friends and happiness. 

With the exception of one paper (Ryan & Xenos, 2011), nearly all research 

investigating the effects of Facebook rely almost solely on student participants. For example, 

the Wilson et al paper uses 201 students enrolled at an Australian university, Kim et al 
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examined a participant pool of 391 undergraduate students, Kalpidou’s study on well-being 

examined 70 undergraduate students and so on. 

In an attempt to fill this gap in literature more so, the current research will investigate 

these hypotheses by exploring a number of participant groups in addition students; those in 

full time employment, those in part time employment as well as unemployed participants.  

Additionally, it will explore an area that little or no research has focused on; various 

relationship statuses. These will include married participants, those in a relationship, 

singletons, and divorced and separated participants. Finally, the present paper will investigate 

gender differences in Facebook usage and happiness. 

Prior research on the attraction of Facebook to users 

While the experience of positive emotions may go some way to explain Facebook’s 

current increase of 2 billion users a year (Nurmi, 2012), research suggests that certain 

personality traits also indicate an increased use of the site. Indeed, several studies have shown 

positive correlations between the Big Five personality traits and self-reported Facebook-

related behaviours. 

For instance a recent Australian paper, which surveyed over 1,300 participants, 

suggests that Facebook users have “higher levels of total narcissism, exhibitionism and 

leadership than Facebook non-users” (Ryan & Xenos, 2011). 

Personality has also been used to predict attitudes and behaviour on Facebook, with 

findings to suggest that different personality types explain significant amounts of variance in 

everything from the number of Facebook friends, to user’s regret for inappropriate Facebook 

content (Moore & McElroy, 2012).  
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Positive correlations have also been found between Facebook usage and personality 

traits such as extraversion (Gosling et al, 2011; Wilson & Fornasier, 2010), 

unconscientiousness (Wilson & Fornasier, 2010), and narcissism (Buffardi & Campbell; 

2008, Mehdizadeh, 2010; Ryan & Xenos, 2011). 

In Gosling et al’s research (2011), two studies which examined how personality is 

reflected in Facebook usage found that extraversion predicted both the frequency of 

Facebook usage, and also higher levels of Facebook activity. 

Wilson and Fornasier’s study (2010) found a link between Facebook usage and 

extraversion. The study sought to predict university students’ addictive tendencies towards 

Facebook using the NEO Five-Factor Personality Inventory, and the Coopersmith Self-

Esteem Inventory. Their findings indicated that unconscientious individuals also reported 

higher levels of both Facebook use and addictive tendencies. 

Buffardi & Campbell’s paper (2008) suggests that narcissism predicted higher levels 

of social activity in the online community, and more self-promoting content in several aspects 

of the SNS.  

The links between these personality types and Facebook usage may be explained by 

the multiple opportunities of self-promotion the site offers. Furthermore, as profiles can only 

be amended by the user, only what the user wants his social network to see needs to be 

included. Indeed research carried out by Jordan et al (2011) suggests that users are more 

likely to promote positive aspects of life than negatives. 

Given the nature of personalities linked to increased Facebook usage, and this 

tendency to promote positive occasions in the user’s life, the present paper also proposes a 

positive correlation between Facebook usage and social desirability. 
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Social desirability is defined as a “tendency to describe oneself in terms judged as 

desirable and to present oneself favourably” (Jackson, 1984, p 913). While no research could 

be found linking social desirability and Facebook usage, this hypothesis is supported by 

research which found positive correlations with similar variables. 

Research by Utz et al (2012) suggests that a need for popularity is the strongest and 

most consistent predictor of Facebook use. Additionally, two separate papers (Wehrli, 2008; 

Gangadharbatla, 2008), suggests that and a need to belong also positively correlates with 

Facebook usage. In an attempt to broaden the knowledge of this area the present paper will 

also investigate gender differences on the social desirability scale.  

Research carried out by Mazman (2011) indicates that females do not disclose as 

much information in an internet environment as males. With this more reserved approach, it 

could be suggested that that females may not be attracted to Facebook as a means of self-

promotion to the same degree as males.  

Additionally, a study carried out by Herbert et al (1997) suggests that that social 

desirability and social approval biases appear to vary by gender. Participants were asked to 

estimate calorie intakes, with male participants overestimating their fat and energy intakes, 

while female counterparts underestimated them. Given these findings, the present paper also 

hypothesises a lower score amongst female Facebook users on the social desirability scale 

than their male counterparts. 

Additionally, it will also explore Facebook usage and social desirability across the 

previously mentioned participant groups; employment and relationship statuses. 
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The present study 

The aim of this study is to add to investigate the relationship between Facebook usage 

and happiness. Additionally, it will look at the attraction to users with specific focus on the 

link with social desirability. In order to broaden the knowledge in this area, it will also 

explore the differences between a number of different participant groups, namely gender, 

employment status and relationship status.  

With over 800 billion Facebook users worldwide, including nearly half of the Irish 

population, the effects emotions, positive or otherwise, is of relevant interest to a vast 

audience. Indeed as these numbers grow, so does the importance of understanding any 

possible psychological effects using the site may have. 

The link between happiness and Facebook usage has not previously been 

academically researched. In addition to adding to what is known about the links between 

using the site and positive emotions, it will also provide an insight into whether or not it can 

make users happy.  

Being happy is vital in nearly all aspects of life. Happiness is linked with everything 

from success (Lyubomirsky, 2005), increased earnings (Diener & Biswas-Diener, 2002), 

better health (Steptoe, 2005) to even living longer (Koivumaa-Honkanen, 2000). As 

Facebook is now a daily routine for hundreds of millions of users worldwide, the effects that 

using the site has on happiness must be understood. The present study will investigate just 

this to provide an insight for all concerned. 

Further understanding of what attracts users to the site is also of relevance to many, 

marketing professionals for example. Social media is now an integral part of many companies 

marketing and promotional activities. Understanding the links between a need to be seen in a 
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positive light and Facebook usage may provide indications of how this could be used in their 

favour. 

The link between the tendencies to provide information that will be viewed 

favourably by others may also highlight how valid the information Facebook users provide 

on their personal profiles, therefore allowing a more detailed investigation into how users 

perceive others based on what is shared. 

In addition, the paper will attempt to provide an insight into the differences between 

genders for Facebook use, happiness and social desirability. Furthermore it will explore these 

variables across employment and relationship status, adding to what is already known and 

perhaps providing further scope for investigation into these areas.  

To summarise, the present research hypothesises the following: 

1. There will be a positive correlation observed between intensity of Facebook usage and 

happiness 

2. There will be a positive correlation observed between the number of Facebook friends 

and happiness  

3. There will be a positive correlation between intensity of Facebook usage and social 

desirability  

4. Females Facebook users will score lower on the social desirability scale than males 

An online survey will be conducted to explore these hypotheses, comprised of four 

sections. A demographic questionnaire devised by the researcher will explore relationship 

and employment status, in addition to age and gender. Happiness will be assessed using 

Lyubomirsky and Lepper’s  Subjective Happiness Scale (1999) and Facebook usage will be 
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assessed using Elison et al’s Facebook Intensity Scale (2007). Finally, social desirability will 

be assessed using Reynolds Short Form B of the Marlowe-Crowne Social Desirability Scale. 

A Pearson product-moment correlation coefficient will be measure correlations 

between Facebook usage and happiness, the number of Facebook friends and happiness and 

also Facebook usage and social desirability. In addition, ANOVA will be carried out to assess 

the gender difference in social desirability. 

Pearson product-moment correlation coefficients will also be carried out to explore 

the various participant groups for each of the hypotheses. 
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METHODOLOGY 

Participants 

 Participants were 153 Facebook users between the ages of 17 and 56 (66.21% 

Females, 33.79% Males; Mage=27.38, SDage=8.51). Of these, a total of 101 were in some form 

of employment (69.66% of Total; Mage=27.83), 21 were unemployed (14.48% of Total; 

Mage=26.00) and 23 were full time students (15.86 % of Total; Mage=24.30) and 44.80% were 

in a relationship or married.  

 Non Facebook users were excluded from taking part, and a total of 8 participant’s 

datasets were not included in the calculations as they answered “No” to the ‘high bar’ 

question included on the questionnaire, (“Will you answer these survey questions honestly 

and accurately?”).  

 The participants were recruited from Facebook using a status update on the 

researcher’s personal Facebook profile requesting participation, which included a link to the 

online survey. Some participants who completed the survey also posted a link on their own 

profile; therefore a snowball sample was employed. 

Materials 

 A questionnaire was created to measure the relevant variables in the research; 

intensity of Facebook usage, happiness and social desirability, in addition to demographic 

data such as gender, age, education level, employment status and relationship status. 

 Intensity of Facebook usage 

 Ellison et al’s Facebook Intensity Scale (2007) was used to measure the intensity of 

Facebook usage and also the number of Facebook friends (M= 6.03, SD= 1.99). This scale 

measures the number of Facebook friends where 1=”50 or less”, 2=”51-100”, 3=”101-150”, 

4=”151=200”, 5=”201-250”, 6=”251-300”, 7=”301-500”, 8=”501-1000”, 9=”1001-5,000, 

10=5,001 or more. It also measures the time spent on Facebook (1=‘‘less than 10 minutes’’, 



FACEBOOK: THE EFFECT ON HAPPINESS AND ITS ATTRACTION TO USERS  14 
 

2=‘‘10–30 minutes’’, 3=‘‘31–60 minutes’’, 4=‘‘1–2 hours’’, 5=‘‘2–3 hours’’, 6=‘‘3 hours or 

more’’).  

 Additionally, there were 12 statements which participants must rate (e.g., “I would be 

sorry if Facebook shut down”) on a 5-point Likert scale where 1= ‘‘strongly disagree’’ and 

5=‘‘strongly agree’’. The scores from these statements were averaged to create the variable 

Facebook use.  

 The Facebook Intensity Scale has been used frequently in recent Facebook related 

research, with over 1,500 citations on Google Scholar since 2007. 

 Happiness Scale  

 Lyubomirsky & Lepper’s Subjective Happiness Scale (1999) was used to measure 

happiness (M=5.20, SD=1.09). There are 4 items to be rated on a 7 point Likert scale (e.g., 

“In general, I consider myself” on a scale from 1 “Not a very happy person” to 7 “A very 

happy person”). The scores from these statements were averaged to create the variable 

happiness. 

 The scale used was found to correlate strongly and positively with scores of two 

proposed components of happiness, Satisfaction With Life (.66) and Positive Affect (.49), 

(Mattei and Schaefer, 2004), both of which have been correlated with Facebook use (Ellison 

et al, 2007; Vanazuela et al, 2009). 

 Social Desirability 

 Reynold’s Short Form B of the Marlowe-Crowne Social Desirability Scale (SDS) was 

used to measure social desirability (M=6.28, SD=2.50). The scale uses only selected 

statements from the MC-SD Scale (e.g., “I have never deliberately said something that hurt 

someone’s feeling”), and participants must answer “True” or “False”.  

 Scores are applied for True or False depending on the questions (e.g., for “I 

sometimes feel resentful when I don’t get my way” the relevant answer is False, but for “No 
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matter who I'm talking to, I'm always a good listener” is True), and these scores were totalled 

to create the variable social desirability. 

 The scale used was found to be the best fitting short version of the MC-SD Scale (Loo 

& Thorpe, 2000), however it should be noted that previous research has also suggested that 

improved measures could be constructed (Fischer & Fick, 1993). 

 Demographic Data 

 Other demographic data was also collected in the questionnaire. This included age, 

gender, employment status (1=‘‘employee (full time)’’, 2=‘‘employee (part time)’’, 3=‘‘self-

employed’’, 4=‘‘unemployed’’, 5=‘‘full time student’’, 6=‘‘retired’’) and relationship status 

(1=‘‘single’’, 2=‘‘in a relationship’’, 3=‘‘married’’, 4=‘‘separated’’, 5=‘‘divorced’’, 

6=‘‘widowed’’). The participant groups employment status and relationship status were 

formed from this data. 

Design and Data Analysis 

 A between-subjects design was used to examine the correlation between variables. 

The predictor variables measured are Facebook usage and the number of Facebook friends, 

the criterion variables are happiness and social desirability. Demographic variables (gender, 

employment status and relationship status) are also examined.  

 A Pearsons R correlation was carried out to investigate the correlation between 

Facebook usage and happiness, number of Facebook friends and happiness and Facebook 

usage and social desirability. ANOVA was used to examine the difference in scores between 

genders for social desirability. 

Procedure 

 Participants were recruited using an online questionnaire (see Appendix) link posted 

on the researcher’s personal Facebook page, and subsequently through the Facebook pages of 

participants who had completed it. All participants took part using their personal computers. 
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 Clicking the link directed the participant to a landing page advising who was carrying 

out the research, the supervisors name and stating that the research meets the ethical 

requirements of the Psychological Society of Ireland. This page also informed participants 

the aim of the study, the expected duration and that complete anonymity was guaranteed. It 

concluded with a statement that participants may exit the survey at any time, and a contact 

email was provided. A ‘high bar’ question (“Will you answer these survey questions honestly 

and accurately?”) was also included to encourage completion. 

 Participants then completed the 3 sections of the questionnaire; demographic details, 

Facebook activity and personal traits and attitudes. For demographic details, options were 

selected from drop down menus with choices for gender, age, employment status and 

relationship status. 

 Ellison et al’s Facebook Intensity Scale comprised the Facebook activity part of the 

questionnaire, and participants were asked to select their number of Facebook friends and the 

approximate time per day spent using the site in the previous week as part of this. They were 

then asked to indicate the point on the scale that most described them for 12 statements, with 

1 being “Strongly disagree” and 2 being “Strongly agree”.  

 Happiness was measured using Lyubomirsky & Lepper’s Subjective Happiness Scale. 

Participants were presented with 4 statements and asked to indicate the point on the scale 

most relevant in describing them, advised to work quickly and not think long about the 

meaning of the statement. The answers were scaled from 1 to 7.  

 They were then asked to answer “True” or “False” as it pertained to them personally 

for the 11 questions on Reynold’s Short Form B of the Marlowe-Crowne Social Desirability 

Scale. Finally participants were directed to a debrief page which thanked them for their time, 

reminded them of their anonymity and reconfirmed the contact email address.  
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RESULTS 

Facebook usage and Happiness 

 Table 1 shows the mean and standard deviations of all participant group scores on 

both the Facebook Intensity Scale and Subjective Happiness Scale. Females scored highest 

on both scales, recording higher levels of Facebook usage and happiness than their male 

counterparts. Single people were found to be more intense Facebook users than those who 

were married or in a relationship, with participants who were divorced or separated recording 

the lowest levels. Separated participants were happiest, while those who were divorced were 

the unhappiest. 

 Of those surveyed, part time employees were more intense Facebook users than those 

in full time employment or unemployed. Interestingly, considering much previous research 

use exclusively student participants, the present study found them to be the least intense 

users. Those in full time employment were happiest of the employee statuses surveyed and, 

perhaps surprisingly, those who gave their status as unemployed were next happiest. Those 

working part time were the least happy, narrowly more so than students.  

Table 1  

Means and Standard Deviations of scores on the Facebook Intensity Scale and Subjective 

Happiness for all participant groups  
                                                                                                                                      
             Facebook Usage                              Happiness            .   

Group  M SD N M SD N 

All Participants 3.26 .82 137 5.20 1.09 136 
Male 3.19 .80 46 4.97 1.15 46 
Female 3.29 .83 91 5.30 1.05 91 
Married 2.82 .97 9 5.39 .67 9 
In a Relationship 3.12 .80 54 5.16 1.24 52 
Divorced 2.40 .82 5 4.65 .49 5 
Single 3.50 .75 67 5.19 1.04 67 
Separated 2.91 .47 2 6.5 .35 2 
Employed Full Time 3.19 .84 61 5.33 1.09 59 
Employed Part Time 3.40 .90 26 5.00 1.12 27 
Unemployed 3.39 .64 22 5.20 .93 22 
Student 3.16 .83 28 5.09 1.19 28 
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 A Pearson product-moment correlation coefficient was computed to assess the 

relationship between Facebook usage and happiness across all participant groups, with 

statistics being significant where p > 0.05. The results of the correlational analyses presented 

in Table 2 show that there was statistical significance found between Facebook usage and 

happiness amongst those that were in part time employment, r = 0.431, N = 27, p = 0.028. 

There was also statistical significance found with separated participants, however the number 

in this group (N = 2) means that this should not be taken into account. 

 The correlation between Facebook usage and happiness in all other groups, and 

indeed on the sample overall were not significant. Overall the results suggest that there is no 

correlation between Facebook usage and happiness, contrary to the previous research 

discussed. 

Table 2 

Correlation between Facebook usage and happiness by participant groups  
                                                                                                                                       

Group  r p N 

All Participants 1.08 2.11 135 
Male .271 .068 46 
Female .008 .943 90 
Married .256 .505 9 
In a Relationship .092 .518 52 
Divorced -.109 .861 5 
Single .127 .304 67 
Separated -1.00*  2 
Employed Full Time .049 .710 59 
Employed Part Time .431** .028 27 
Unemployed .004 .985 22 
Student -.003 .989 28 
* significant at 0.01 level  

** significant at 0.05 level  

    The assumption of normality for Facebook usage was assessed through the 

Kolmogorov-Smirnov test for normality, D(136) = 0.56, p > 0.05. The same test was used to 

assess normality for scores on the Subjective Happiness Scale, D(136) = 0.01, p < 0.05.     
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 A multiple regression analysis was also conducted to evaluate how well the various 

participant groups predicted happiness. The predictors were gender, relationship status and 

employment status, while the criterion was happiness. The linear combinations of participant 

groups were not significantly related to happiness, F (3, 132)= 1.17, p > 0.05. The sample 

multiple correlation coefficient was .16, indicating that approximately 3% of the variance of 

happiness in the sample can be accounted for by the linear combination of the different 

participant groups. 

 In Table 3, indices are presented to indicate the relevant strength of the individual 

predictors. All the bivariate correlations between the participant groups and happiness were 

positive, other than relationship status which was negative but also statistically significant (p 

< 0.05).  The partial correlation between relationship status and happiness was also 

significant. On the basis of these results, it can be concluded that the only useful predictor for 

happiness amongst the participants surveyed is relationship status.  

Table 3 

The Bivariate and Partial Correlations of the Predictors with Happiness Levels  
                                                                                                                                                                 

Predictors Correlation between each 
predictor and happiness levels 

Correlation between each 
predictor and happiness levels 

controlling for all other predictors 
Gender .14 .14 
Relationship Status -.78* -.72* 
Employment Status .19 .03 
* p < .01                                                                                                                                                                 

Number of Facebook Friends and Happiness 

 Figure 1 shows the mean number of Facebook friends across all participant groups. 

Overall, participants had an average of between 251 to 300 Facebook friends (M= 6.03, SD= 

1.99, N= 144), with males having slightly more than female participants (M= 6.08, SD= 1.95, 

N= 48; M= 6.01, SD= 2.02, N= 96). In line with the Facebook usage results, single 
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participants also recorded the highest number of Facebook friends (

73). Married participants had the next highest number (

 Those in a relationship had an average of 201

5.17, N= 56), followed by separated participants (

participants recorded an average of 151

 Unemployed participants recorded the highest of all participant groups surveyed with 

nearly 301-500 Facebook friends averaged (

with 251-300 Facebook friends (

were next with just below this number of friends (

full time employment recorded the least number of

statuses surveyed, averaging 201

Figure 1. Mean number of Facebook friends for all participant groups.

 Note: 1 = 50 or less Facebook Friends, 2 = 51
Friends, 4 = 151-200 Facebook Friends, 5 = 201
Friends, 7 = 301-500 Facebook Friends, 8 = 501
Friends, 10 = 5001+ Facebook Friends.
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participants also recorded the highest number of Facebook friends (M= 6.42, 

had the next highest number (M= 6.11, SD= 2.15, 

Those in a relationship had an average of 201-250 Facebook friends (

= 56), followed by separated participants (M= 5.00, SD= 0.00, N= 2), while divorced 

rage of 151-200 Facebook friends (M= 4.75, SD

Unemployed participants recorded the highest of all participant groups surveyed with 

500 Facebook friends averaged (M= 6.62, SD= 1.78, N= 21), followed by students 

k friends (M= 6.34, SD= 2.09, N= 29). Those in part time employment 

were next with just below this number of friends (M= 5.94, SD= 2.16, N= 31), while those in 

full time employment recorded the least number of Facebook friends from the

201-250 friends (M= 5.75, SD= 1.90, N= 63). 

Mean number of Facebook friends for all participant groups. 

: 1 = 50 or less Facebook Friends, 2 = 51-100 Facebook Friends, 3 = 101
200 Facebook Friends, 5 = 201-250 Facebook Friends, 6 = 251-300 Facebook 
500 Facebook Friends, 8 = 501-1000 Facebook Friends, 9 = 1001

Friends, 10 = 5001+ Facebook Friends. 

Number of 
Facebook friends
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= 31), while those in 

Facebook friends from the employment 
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 A Pearson product-moment correlation coefficient was computed to assess the 

relationship between the number of Facebook friends and happiness across all participant 

groups, with statistics being significant where p > 0.05. The results of the correlational 

analyses presented in Table 4 show that there was statistical significance found between the 

number of Facebook friends and happiness, r = 0.64, N = 135, p = 0.29.  

 Of the subgroups, statistical significance was found at the 0.01 level between the 

number of Facebook friends and happiness for those in full time employment, r = 0.376, N = 

59, p = 0.03. No results were returned for participants who were separated. 

Table 4 

Correlation between number of Facebook friends and happiness by participant groups  
                                                                                                                                      
Correlation between number of Facebook Friends and Happiness 

Group  r p N 

All Participants 0.64* 0.29 135 
Male .122 .423 46 
Female .187 .078 90 
Married .614 .079 9 
In a Relationship .135 .341 52 
Divorced .219 .781 5 
Single .181 .139 68 
Separated **  2 
Employed Full Time .376*** .003 59 
Employed Part Time .264 .183 27 
Unemployed -.105 .649 21 
Student -.140 .479 28 
* significant at 0.05 level  

** could not be computed 

*** significant at 0.01 level 

Facebook Usage and Social Desirability 

 Figure 2 shows the mean Social Desirability scores across all participant groups. The 

mean overall score was 6.28 (SD= .82, N= 134). Separated participants scored highest of the 

relationship statuses (M= 9.50, SD= .71, N= 2) followed by those in a relationship (M= 6.33, 
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SD= 2.64, N= 52). Divorced participants scored the lowest (

followed by married (M= 6.11, 

N= 66). 

 Of the employment statuses surveyed, unemployed participants scored highest on the 

social desirability scale (M= 6.82, 

SD= 2.28, N= 28). Full time employees recorded a mean score of 6.50 (

part time employees scored 6.04 (

Figure 2. Mean score on Social Desirability Scale for all participant groups.

 An independent-samples t

will score lower on the social desirability than their male counterparts; the test was not 

significant, t (132) = .91, p = .37. These results were counter to the research hypothesis, with 

females actually scoring higher than their male participants (

6.00, SD= 2.42, N= 45). The 95% confidence interval for the difference in mean was quite 

narrow, ranging from -1.321 to .489. Figure 3 shows the distribution for the two gro
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= 52). Divorced participants scored the lowest (M= 6.00, SD= 2.12, 

= 6.11, SD= 2.01, N= 9) and single participants (M= 6.18, 

Of the employment statuses surveyed, unemployed participants scored highest on the 

= 6.82, SD= 3.39, N= 22) and students scored the lowest (

time employees recorded a mean score of 6.50 (SD= 2.62, 

part time employees scored 6.04 (SD= 2.25, N= 26). 

Mean score on Social Desirability Scale for all participant groups.

samples t test was conducted to evaluate the hypothesis that females 

will score lower on the social desirability than their male counterparts; the test was not 

= .37. These results were counter to the research hypothesis, with 

actually scoring higher than their male participants (M= 6.42, SD= 2.54, 

= 45). The 95% confidence interval for the difference in mean was quite 

1.321 to .489. Figure 3 shows the distribution for the two gro

Mean Score on Social 
Desirability Scale
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= 2.12, N= 5), 

M= 6.18, SD= 2.48, 

Of the employment statuses surveyed, unemployed participants scored highest on the 

= 22) and students scored the lowest (M= 5.61, 

= 2.62, N= 58) and 

Mean score on Social Desirability Scale for all participant groups. 

 

test was conducted to evaluate the hypothesis that females 
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= .37. These results were counter to the research hypothesis, with 
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Figure 3. Distribution of scores on the Social Desirability Scale for males and females. 

 

 A Pearson product-moment correlation coefficient was computed to assess the 

relationship between Facebook usage and social desirability across all participant groups, 

with statistics being significant where p > 0.05. The results of the correlational analyses 

presented in Table 5 show that there was no statistical significance found between the 

intensity of Facebook usage and social desirability overall, r = 0.24, N = 134, p = 0.39 in 

contrast to the proposed hypothesis. 

 Indeed no statistical significant was found in any of the participant groups other than 

those that were separated, but again there are not enough members for this to be taken 
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Table 5 

Correlation between Facebook usage and Social Desirability by participant groups  
                                                                                                                                      
Correlation between Facebook Usage and Social Desirability 

Group  r p N 

All Participants 0.24 .393 134 
Male .009 .954 45 
Female .020 .853 89 
Married .016 .968 9 
In a Relationship -.158 .264 52 
Divorced .645 .239 5 
Single .171 .174 66 
Separated -1.00*  2 
Employed Full Time -.096 .473 58 
Employed Part Time .178 .394 25 
Unemployed .125 .580 22 
Student .053 .788 28 
* significant at 0.01 level  

  

 The assumption of normality for social desirability was assessed using the 

Kolmogorov-Smirnov test for normality, D(134) = 0.00, p < 0.05. 
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DISCUSSION 

 The aim of the present study is threefold; to investigate the effects that using 

Facebook has on happiness, to explore what attracts users to the site with specific focus on 

social desirability, and also to broaden current knowledge in the area by examining these 

variables through gender, employment status and relationship status.  

 The effects of Facebook usage on happiness was explored using two aspects of 

interaction with the site, the intensity of usage measured by the Facebook Intensity Scale and 

also the number of Facebook friends. Happiness was measured using the Subjective 

Happiness Scale, and social desirability was measured using the Reynolds Short Form B of 

the Marlowe-Crowne Social Desirability Scale. 

 153 participants between the ages of 17 and 56 were surveyed to examine these aims, 

over 25% of who spent an average of 3 hours or more per day on the site. Females were 

found to be the happier of the genders, while married participants were happiest of the 

relationships surveyed which returned enough responses to be valid. Those who worked full 

time were happiest of the employment statuses.  

 Separated subjects scored highest on social desirability, however it should be noted 

that only 2 participants fell within this group. Those in a relationship scored next highest. Of 

the employment statuses, unemployed participants scored highest.  

 The first hypothesis tested in the present research was whether a link exists between 

Facebook usage and happiness, however no correlation was found to support this link with 

happiness for participants overall. This is in contrast to previous research which links using 

Facebook with a positive influence on users lives, such as the enhancement of self-esteem 

(Gonzales & Hancock, 2011) or an increase in overall life satisfaction (Ellison et al, 2007; 

Vanazuela et al, 2009). 

 Nonetheless when the participant groups were further explored, a significant positive 
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correlation was found to support a relationship between using Facebook and happiness for 

participants who were in part time employment. To better understand why this may be the 

case, a profile of the part time employees surveyed must be formed.  

 The average age of this participant group (N = 31) was 26 years old (M = 27), 

consisting of over 80% females (M = 66%). 53% were single (M = 55), with the remainder in 

a relationship or married. Over 50% of the group reported 300 Facebook friends or more (M 

= 251-300). It should also be noted the part time employees also scored highest of all 

participant groups on the Facebook Intensity Scale.  Three big differences can be seen here 

from the overall group; the larger proportion of females, the score registered on the FIS and 

also the higher number of Facebook friends.  

 No significant correlation between the variables was found for Female users as 

illustrated in Table 2, and as shown in Table 4 a positive correlation does indeed exist 

between Facebook friends and happiness. In order to further explore the influence of 

Facebook usage on happiness, a Pearson product-moment correlation coefficient was 

computed post hoc to assess the relationship between the time spent on Facebook (as 

measured by FIS) and happiness across all participant groups. 

 The results of this found that there was also no statistical significance between time 

spent on Facebook and happiness, r = 0.19, N = 135, p = 0.823. With this knowledge, the 

present paper strongly suggests that no correlation exists between Facebook usage and 

happiness as measured by the Subjective Happiness Scale. 

 However, due to the numerous papers linking Facebook usage and positive emotions 

(Gonzales & Hancock, 2011; Ellison et al, 2007; Vanazuela et al, 2009), and indeed the 

incredible popularity of the site, this paper suggests future research using alternate methods 

of measuring happiness before discounting this hypothesis entirely. 

 The second hypothesis examined, that there will be a link between the number of 
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Facebook friends and happiness, suggests a link does exist between the number of Facebook 

friends and happiness. A positive correlation was found at the 0.05 level for the participant 

group as a whole, with a particularly high correlation (at the 0.01 level) found for those in full 

time employment. Given these findings and those from the first hypothesis, there is a strong 

argument that the number of Facebook friends is the best indicator of happiness.  

 This is supported by previous research which studied the effects of Facebook friends. 

A 2011 report suggests the number of Facebook friends and not the time spent on Facebook 

predicted happiness in college students. (Kalpidou et al, 2011). Furthermore the largest 

proportion of participants selected “I use Facebook to keep in touch with my old friends” on 

the FIS as their primary reason for using the site in the present research. 

  Facebook differs somewhat to other SNS in this respect as friends added are usually 

known offline before added to the user’s social network. Thus it stands to reason that users 

with more Facebook friends will be happier, as a relationship already exists with the people 

they have added on the site. This is further supported by only 6% of respondents saying that 

they use the site to make new friends, compared with the 80% who used it to keep in touch 

with old friends. 

 Given this information, it is likely that those with a large number of friends on the site 

also have a large number of friends offline, and it is possibly this factor that correlates with 

happiness. Support for this can be found in Ryan and Xenos’ 2011 paper which reports a 

strong correlation for personality exhibited both online and offline. Research also suggests 

that people who are involved in online relationships are more willing to communicate in real 

life (Sheldon, 2008). 

 Indeed the personality types and even the basic functions of the site suggest that users 

of the site are more likely to be personable outgoing types, or exhibit “higher levels of total 

narcissism, exhibitionism and leadership than Facebook non-users” (Ryan & Xenos, 2011). 
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Other research to support this indicates links with personality types such as extraversion 

(Gosling et al, 2011; Wilson & Fornasier, 2010), unconscientiousness (Wilson & Fornasier, 

2010), and narcissism (Buffardi & Campbell; 2008, Mehdizadeh, 2010; Ryan & Xenos, 

2011). 

 So perhaps these findings indicate a link between the number of friends and 

happiness, rather than the number of Facebook friends and happiness. The link between 

friends and happiness has seen much research, indeed decades of empirical research has 

shown that friends are an essential predictor of happiness.  

 For instance one paper suggests that the number of friends in a social network is the 

most important aspect for happiness, more so than even financial stability or health 

(Alexander, 1998). This trend can also be seen Ireland. A cross sectional study was carried 

out across the lifespan of 515 people asking them to note the sources of happiness in their 

lives with the main sources cited being family, friends, partners and social life (de Roiste, 

1996). 

 Further support comes from a 1987 paper suggests that happiness increases with the 

size of person’s (offline) social network, but conversely decreases with the prevalence of 

strangers in a social network (Burt, 1987). This suggests that the quality of friends is also an 

important factor in happiness, something that is supported by Demir et al which suggests just 

this (2011).  

 Another aspect of these findings which must be investigated a little further is the role 

these Facebook friends play in social support. Social support is defined as: 

“feeling that one is cared for by and has assistance available from other people 

and that one is part of a supportive social network. These supportive resources can 

be emotional (e.g., nurturance), tangible (e.g., financial assistance), informational 

(e.g., advice), or companionship (e.g., sense of belonging).” (Heaney and Israel, 
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2008, p 47). 

Social support plays a very important factor in both physical and mental health. It can help 

reduce stress, anxiety and depression (Barrera, 1986) and even increase lifespan (Holt-

Lunstad, 2010). We know that health is linked to happiness from the previous research 

discussed, so does using Facebook contribute to this social support? 

 A 2011 report shows that this to be the case. On a scale of 100, American Facebook 

users scored 75 for total support, 75 for emotional support (such as receiving advice) and 76 

for companionship (Hampton, Goulet, Rainie and Purcell, 2011). This was an average of 5 

points higher on all scales than non-Facebook users, or the equivalent to roughly 50% of the 

total support that average Americans received from being married or cohabitating with a 

partner. The same paper also found that more frequent use of Facebook is associated with 

having more overall close ties offline. 

 So while the present paper found a link between Facebook friends and happiness, it 

suggests that further research should be carried out to investigate whether this link is actually 

related to friends specifically on the site, or whether this correlation is a result of real life 

friends or the social support experienced from using the site. 

 Of the other participant groups studies, statistical significance was found at the 0.01 

level for the number of Facebook friends and happiness for those in full time employment, r 

= 0.376, N = 59, p = 0.03. To further explore this strong correlation, a profile must again be 

formed. 

 The average age of this participant group (N = 63) was 29 years old (M = 27), 

consisting of 65% females (M = 66%) and 35% males (M = 34%). 54% were single (M = 55), 

with the remainder in a relationship or married. The largest proportion of the group reported 

300 Facebook friends or more (M = 251-300). Full time employees scored highest of all 

employee statuses in happiness, but second lowest on the FIS.  



FACEBOOK: THE EFFECT ON HAPPINESS AND ITS ATTRACTION TO USERS  30 
 

 These results are broadly in line with overall participants, suggesting that the link 

between Facebook friends and happiness lies with their employment status and overall 

happiness levels rather than other factors. As the majority of previous research has focused on 

student participants, the present paper suggests further exploration into those in employment 

and Facebook use to see whether any further light can be shed on these findings. 

 The third and fourth hypotheses focused on the link between Facebook use and social 

desirability. The Reynolds Short Form B of the Marlowe-Crowne Social Desirability Scale 

was used, a measure that typically records the tendency of respondents to answer questions in 

a manner that will be viewed favourably by others. 

 The third hypothesis stated that there will be a positive correlation between the 

intensity of Facebook usage and social desirability, the aim of which was to further 

investigate what attracts users to Facebook and build on what is already known in the area. 

No statistical significance was found to support this link overall, and indeed for any of the 

participant groups other than the unreliable separated group.  

 As only two participants fell within the separated group, without further research on 

these individuals it can be suggested that no link exists between Facebook usage and social 

desirability.  

 This is in contrast to previous research that suggests a need for popularity is the 

strongest predictor of Facebook use (Utz et al, 2012), something which suggests a degree of 

social desirability. Two further papers suggest a need for belonging positively correlates with 

Facebook usage (Wehrli, 2008; Gangadharbatla, 2008). Again, this would seem to support a 

link between Facebook usage and social desirability. 

 The online medical glossary defines social desirability as “a personality trait 

rendering the individual acceptable in social or interpersonal relations. It is related to social 

acceptance, social approval, popularity, social status, leadership qualities, or any quality 



FACEBOOK: THE EFFECT ON HAPPINESS AND ITS ATTRACTION TO USERS  31 
 

making him a socially desirable companion” (2004). 

 Any number of these related qualities would intuitively be linked to a Social Network 

Site, of which Facebook is the world’s largest. Furthermore a site which allows users to filter 

exactly what is being published and to share only positive information would seem to provide 

an ideal platform for users who seek social approval. These findings are therefore quite 

surprising; particularly with such similar variables being shown to positively correlate.  

 This suggests that either Facebook was used by the participants surveyed for 

alternative means, such as keeping in touch with friends as already discussed, or perhaps 

social desirability does not accurately assess the use of Facebook as a means of self-

promotion in a positive light.  

 This paper would therefore suggest looking at alternative methods which this could be 

measured. One way which this could be achieved is to measure how happy Facebook users 

perceive others in their social network to be, and then measure that user’s actual happiness.  

 This would mean a direct comparison could be made between the user’s actual 

happiness (as opposed to how they represent themselves on Facebook) versus how happy 

others perceive them to be based on the information they have presented. Any difference in 

these scores would suggest that users were only sharing the positive aspects of their lives 

with their social network. 

 This all said, based on the findings in the present study it would suggest that social 

desirability does not accurately measure Facebook user’s tendency to self-promote in a 

positive light, or indeed provide a reason as to why users are attracted to the site. 

 The final hypothesis tested in the current study was that female Facebook users would 

score lower on the social desirability scale than males. This is based on two reasons, the first 

being that females have been shown not to disclose as much information in an internet 

environment as males (Mazman, 2011), which suggests that the attraction of self-promotion 
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may not be as strong.  

 Secondly, there is support which shows social approval biases differ by gender, with 

females scoring lower than their male counterparts in a task which involved estimating their 

calorie intake (Herbert et al, 1997). However the present study showed this not to be the case 

with female participants actually scored higher on the scale than males (M= 6.42; M= 6.00), 

thus the final hypothesis was also not supported.  

 Perhaps this indicates that females view Facebook different to other ‘internet 

environments’ and are more comfortable here in sharing their information as they have 

chosen who they are sharing this information with. Furthermore, Facebook not only allows 

you to choose who you share your information with, but also what is shared so it is not a like 

for like environment. 

 Further research should be carried out to investigate whether female internet habits 

differ on Facebook to other internet sites in order to explore whether this is the case, or 

indeed whether female Facebook users score higher on the social desirability scale than non-

Facebook users. 

 The results of these hypotheses have a number of theoretical and practical 

implications. Firstly, the importance of studying participants other than students with 

reference to Facebook has been shown with students scoring lowest of all participant groups 

on the FIS. 

 The importance of investigating groups other than students is also evident in the 

results found in the present paper. Should only the student participants surveyed have been 

used then no statistical significance would have been found between Facebook use and 

happiness, or the number of Facebook friends and happiness.  
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 While student subjects can be convenient, it is important that a wider sample is used, 

particularly in Facebook studies which have relied almost exclusively on students in research 

to date. 

 Furthermore, a more detailed analysis of Facebook friends is advised in future 

research. For instance, a comparison between the differences between Facebook friends and 

offline friends would help in ascertaining whether links between Facebook friends and other 

variables is exclusive to those on the site, or if it also relates to offline friends.  

 This also extends to the quality of friends. If Facebook users have a large number of 

friends, the quality of these friends (i.e. is it a meaningful relationship) is also important in 

research such as the present study. Perhaps future research could look at filtering these 

numbers by asking questions such as “How often do you see these friends in real life” where 

this is important to the study. 

 Taking this step would certainly help in research which focus on Facebook as a social 

support for example. Do a large number of friends on the site mean a larger social support 

network, even if the user has never met them? Or, even if they do not regularly see them, 

does this still add to their social support just by being accessible to the user? Perhaps this is 

an area that could be considered for future research. 

 Facebook privacy settings are another thing that should be taken into account for 

future studies. If any aspect of sharing information, or the frequency of doing so is being 

investigated then it is important to understand who and what users are allowing others in their 

social network to see. 

 For instance, if research is looking at the link between how often someone shares 

information and personality traits, then it must be understood whether the user is more 
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comfortable in sharing information as their settings dictate that only certain people will see it 

and, if so, this must be controlled for. 

 The present study has also indicated a couple of other items that have been of interest 

and may warrant further study. Separated participants scored highly in happiness and social 

desirability, however only 2 participants nominated themselves in this group. Further studies 

should focus on this group in more detail to see if this would still be the case with a larger 

sample. 

 Lastly and perhaps most interestingly, those who were unemployed were amongst the 

happiest of all participant groups surveyed, second only behind those in full time 

employment. With the economic climate as it is, this is quite surprising and in the opinion of 

the author warrants further research.  

 There are however a few things that may have slightly hampered the current study. As 

the Subjective Happiness Scale consists of only four questions, it does not allow for as 

thorough results as could be expected from other measures. In order to get a more accurate 

read of happiness, perhaps a more detailed questionnaire should have been utilised. 

 Furthermore, in hindsight, the Reynolds Short Form B of the Marlowe-Crowne Social 

Desirability Scale may not have been the best measure to accurately read the tendency of 

Facebook users to self-promote in a positive light, and a method such as that discussed earlier 

in this section may have been more suitable. 

 As it is however, this study suggests that the best indicator of what links Facebook 

users and happiness is the number of friends on the site, rather than the intensity of use. 

Additionally, and perhaps counter intuitively, no link seems to exist between using the site 

and social desirability suggesting that this is not a trait which attracts users to the site. 

Furthermore, females Facebook users score higher than male users on the social desirability 

scale, in contrast to research carried out offline.  
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