[bookmark: _Hlk98603597]Instagram Addiction: Role of Attachment Style, Neuroticism, Social Self-Esteem and Age

Dawid Kwiecień

Submitted in partial fulfilment of the requirements of the BA Hons in Psychology at Dublin Business School, School of Arts, Dublin.

Supervisor: Stephen Fitzgerald

Word count: 7068

March 21st 2022
Department of Psychology
Dublin Business School


Declaration
I declare that this thesis that I have submitted to Dublin Business School for the award of BA (Hons) Psychology is the result of my own investigations, except where otherwise stated, where it is clearly acknowledged by references. Furthermore, this work has not been submitted for any other degree.

Word count: 7068
Signed: Dawid Kwiecień
Date: 21.03.2022



Acknowledgements
I would like to thank my supervisor, Stephen Fitzgerald for patronage and help with the current research project. Thank you to the participants, for sharing their thoughts and experiences. Thank you to the lecturers in Dublin Business School, notably: John & Pauline Hyland, Ronda Barron, Dylan Colbert, Rosie Reid, Deaglan Page, Lucie Corcoran, Garry Prentice and Maeve Burke – you were always able to kindle the flame of curiosity inside me, and you have shown great patience and passion when teaching.
Special thanks to my parents, my brother, and my friends, for constant support.
Most importantly, however, I would like to thank myself, not in an egoistic display, but rather through wholehearted and compassionate recognition of my efforts despite endless obstacles. I am grateful and proud for always believing in myself, prioritising getting my education over other endeavours, and for giving my best every time.









Abstract
The current study, correlational in nature, investigates links between Instagram addiction and attachment style, neuroticism, social self-esteem, and age. Existing literature, although growing, remains sparse and often overlooked, and yields mixed results; the current research aims to expand the findings and eliminate some of the ambiguities. 100 participants from multiple nations (female=76, male=24) answered four scales: Original attachment 3-category measure, BFI-2-S 6-item neuroticism scale, 9-item social self-esteem scale and 15-item Instagram addiction scale. The results of correlations indicate that insecurely attached individuals are more neurotic than safely attached ones; additionally, significant positive correlation between neuroticism and Instagram addiction, and significant negative correlation between social self-esteem and neuroticism, as well as between age and Instagram addiction were found. Attachment styles and social self-esteem were not correlated significantly with Instagram addiction. This study demonstrates various factors related to Instagram addiction and highlights the need for more research in this domain.
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Instagram is one of the most popular and fastest growing Social Networking Sites (SNS), with an estimated userbase of over 1.3 billion active users as of July 2021 (Statista, 2021). It allows users to share photos and videos, conduct business and socialize within its virtual network, and it differs from other social media primarily by using photos as a main way of interacting with other users. In the modern era, SNS use became standardised across every age group (although younger generations report higher use rates), and most cultures and it has become an integral part of our daily lives (D’Arienzo, 2019). Despite its massive popularity, the platform seems to receive less attention from researchers than other SNS, such as Facebook, Twitter or YouTube do (Kircaburun & Griffiths, 2018), and the current study aims to expand the limited knowledge about some factors correlating with Instagram addiction in particular; additionally, current sample is composed of adult population, which is underresearched as compared to adolescent samples.
While providing an opportunity to connect with others, Instagram also poses a threat to one’s wellbeing when misused. As most SNS, Instagram can be highly addictive, with different samples reporting the addiction rates ranging from 0.8% to 33.5% (Kuss et al., 2014; Kircaburun & Griffiths, 2018). While some studies reported higher prevalence rates among younger population (Andreassen, 2015; Andreassen et al., 2017), the findings have been largely inconclusive, with other studies reporting opposite results (Cam & Isbulan, 2012; Floros & Siomos, 2013), or little or no relationship between those factors at all (Young et al., 2020, Koc & Gulyagci, 2013). The current study, however, hypothesises, that age will have a significant and negative correlation with Instagram Addiction, since younger generations often use SNS to acquire, develop and maintain social relationships from very early age, effectively normalizing such way of cultivating relationships; they were also found to show stronger will to learn and to actively use new technological platforms and solutions (Andreassen & Pallesen, 2014). In the most detailed study of this kind, Kircaburun & Griffiths (2018), identified 33.5% of the 1124 students who took part, as at least moderately addicted to Instagram. The current study aims to provide more data on the subject, to minimise the ambiguities.
SNS addiction can be described as an uncontrollable urge to use it to such an extent (often greater than initially intended), which impacts one’s daily functioning and leads to negative life consequences, such as impairments in psychological health, interpersonal relationships, work and studies, and other social activities (Andreassen & Pallesen, 2014). Researchers (Andreassen, 2015; Kircaburun & Griffiths, 2018) suggested, that since SNS addiction encompasses the main elements of other behavioural and substance addictions, such as tolerance, salience, withdrawal, relapse, mood modification, and conflict, therefore, it should be classified as a behavioural addiction, to help with standardisation of treatments and interventions, since the latest DSM-V manual does not recognise it as such (American Psychiatric Association, 2013). Others argue, that generalising the term ‘addiction’ to high technology use is inappropriate, due to its origin as a physical dependency on drugs (Davidson & Ellis, 2019). 
Research in the field of behavioural addictions, and specifically SNS addiction, proposed that many factors, such as personality traits, attachment style or self-esteem, are able to predict different motivations to use SNS, and thus can predict one’s proclivity for such addiction (D’Arienzo et al., 2019). While somewhat in agreement, the results have often remained incongruent among different samples, and the database remains rather sparse, particularly when reporting results of SNS other than Facebook (D’Arienzo et al., 2019; Andreassen, 2015). It is crucial to examine different SNS platforms separately, due to differences in functionality, and thus in motivations, gratifications, and uses of each platform (Alhabash & Ma, 2017). The main difference of using Instagram as opposed to other SNS, is its increased emphasis on self-promotion, entertainment, personal identity formation and expression, and surveillance of others, with less interest shown in socialising or information sharing (Sheldon & Bryant, 2016; Alhabash & Ma, 2017). This approach may help to explain some of the differences in results of previous studies which looked into SNS as a whole, and differences in results of studies examining different SNS. The current study aims to explore the correlations between Instagram addiction proclivity and attachment style, social self-esteem, and the Big Five trait neuroticism, which may help in understanding the differences in reported results within existing literature.
Cited studies are not free of limitations. Due to the nature of self-reported questionnaires measuring one’s addiction to social media, researchers may actually measure individuals’ perceived addiction, rather than actual addiction, which may result in reporting lower scores, due to the social desirability bias (Grimm, 2010). Additionally, there has been disagreement with validity of the measures used to describe addiction, which is reflected in the contradiction between links of SNS addiction and neuroticism, and often reported lack of links between SNS addiction and frequency and length of SNS use (Bowden-Green, et al., 2021).

[bookmark: _Toc98769201]Neuroticism
Personality factors can be one of the strongest predictors of human behaviour, and due to their relative stability over time (Cobb-Clark & Schurer, 2012), many studies examining the relationships between personality and SNS addiction have used The Big Five, or OCEAN model to represent them. This model breaks down personality into five major dimensions: openness to experience (exploring new ideas, being creative), conscientiousness (being disciplined and hard-working), extraversion (being sociable, outgoing), agreeableness (being easy to get along with, non-confrontational), and neuroticism (being prone to experiencing negative emotions and emotionally unstable) (McCrae & John, 1992). Although every dimension has been linked to problematic SNS use, the current study focuses on neuroticism, as it has been cited more often than the remaining dimensions, regardless of the SNS platform (Ershad & Aghajani, 2017; Marino et al., 2016; Kircaburun, 2016), and it has shown most significant relationships with SNS addiction (Marengo et al., 2020). Considering, that neuroticism is linked to a wide array of life outcomes, mental health, longevity, stress coping, self-esteem, and quality of life (Marciano, et al., 2020), it is necessary to further examine its influence on SNS addiction, in the age where two out of three Internet users are active on social media (Kemp, 2017). The current study also explores the link between neuroticism and Instagram use, which, as opposed to the whole Internet or other SNS, has been greatly underresearched.
As seen in the uses and gratifications theory, different social and personality factors influence the way in which we use SNS, thus pointing towards an array of factors able to predict proclivity for addiction (Whiting & Williams, 2013). Neuroticism plays a significant role in creating dependency on behaviours and substances, and it has been consistently linked with problematic use of the Internet, smartphones, and SNS (Marciano et al., 2020). Although certain overlaps in different forms of Internet and SNS addictions exist, due to reported differences in the motives and ways of using them, they should be studied separately, to allow for development of accurate, tailored solutions, based on the psychological and social factors contributing to addiction in any given case (Kircaburun & Griffiths, 2018). 
Due to their worrisome nature, and often heightened sensitivity to rejection, highly neurotic people may spend more time on SNS in hopes of receiving attention, social support, positive feedback, and reassurance; they also spend more time online than less neurotic individuals (Moore & Craciun, 2021). Neurotic people may also find it easier to communicate in the virtual space as opposed to real-life encounters, which allows them to eliminate stressful environmental factors, and avoid face-to-face conversation (Blackwell et al., 2017). Use of Instagram may help the neurotics to suppress anxiety, stress, and tension, and it serves as a tool to escape their daily problems and situations which they cannot comfortably face (Ershad & Aghajani, 2017). Neurotics also tend to display problems with self-reported attractiveness and self-esteem, which makes them more likely to use Instagram as a tool to present themselves in a favourable, ideal-like light (Correa, et al., 2010). As a result, neurotic individuals report more favourable attitudes towards Instagram and may be more prone to addiction to it, while at the same time they do not posting more, do not follow more accounts, and do not receive more likes or followers than less neurotic users (Moore & Craciun, 2021). 
Studies mentioned earlier, allow to predict that neuroticism may be positively related to Instagram addiction, however, they looked into SNS as a whole, or examined platforms other than Instagram; currently, only two studies had looked into the relationship between neuroticism and Instagram in particular. Ershad & Aghajani (2017) found that neuroticism does predict proclivity to Instagram addiction, and the effect is stronger in teenagers than adults. However, a study of Kircaburun & Griffiths (2018) found a weak, but unsignificant correlation between the two. Notably, other research found a positive correlation between neuroticism and Instagram use intensity, but the scale used did not measure addiction specifically (Marengo, et al., 2020). Such sparsity in literature calls for more research concerning Instagram, since, due to documented differences in motives and use of this platform as compared to other SNS, may yield different results, and the current study attempts to fill this gap.

[bookmark: _Toc98769202]Attachment Style
Attachment theory, first proposed by Bowlby (1969), explains the model of meaningful, long-lasting emotional attachment between two or more people. Building on top of studies of Harlow (1958) on rhesus monkeys, Bowlby considers attachment as a basic biological process based on proximity-seeking behaviour, which begins in infancy, and carries into adulthood with reliable stability (Waters et al., 2000). Based on their attachment style, individuals develop an Internal Working Model (IWM) (Bowlby, 1969), a schema representing themselves, their attachment figure (e.g., partner, parent), and the relationship between them; it determines one’s ability to cope with stress and anxiety resulted from interpersonal relationships. Bartholomew & Horowitz (1991) proposed four distinct adult attachment styles: secure, insecure-avoidant (or dismissive), insecure-anxious (or preoccupied) and insecure-fearful. The current study focuses on the first three, since most existing literature focuses on them, due to ambiguities surrounding the fearful style (Bakermans-Kranenburg & van Ijzedoorn, 2009). Secure individuals (around 58% of population) possess a healthy IWM, feel secure in the relationship, love-worthy and believe they can depend on others, and be depended upon. Avoidants (around 23%) reject their need for closeness, and are uncomfortable depending on others, showing increased need for autonomy and negative perception of others. Anxiously attached individuals (around 19%) display extreme fear of rejection and increased need for closeness, showing negative view of self and strong focus on the relationship (Bartholomew & Horowitz, 1991).
As mentioned earlier, Instagram addiction may be classified as a behavioural addiction (Andreassen, 2015; Kircaburun & Griffiths, 2018). Flores (2004) proposed that addiction should also be looked upon as an attachment disorder, since it is a disorder of self-regulation, and insecurely attached individuals have troubles self-regulating. Emotional regulation is positively correlated with attachment security (Goodall et al., 2012), and negatively correlated with substance and behavioural addiction (Nikmanesh et al., 2014), problematic SNS use (Marino et al., 2019), and neuroticism (Correa et al., 2020); this allows to predict that both attachment anxiety and neuroticism will have a positive relationship with Instagram addiction.
Once again, literature concerning attachment styles and Instagram addiction are extremely sparse, and most focuses on SNS or Internet addiction as a whole. Studies have linked insecure attachment with problematic Internet use, identifying anxiously attached users as more prone to addiction (Jia & Jia, 2016), with some proposing it may be due to their preoccupation with relationships (Schimmenti & Caretti, 2017). More so, as reported by Crawford et al. (2007), many studies found positive correlations between insecure attachment and neuroticism, reaching up to .50. Researchers (Hart et al., 2015; Blackwell et al. 2017; Oldmeadow et al., 2012) also noted that anxious attachment predicts tendency to seek attention and positive feedback on Facebook, and anxiously attached people tend to be more expressive in SNS through utilisation of hyperactivating strategies; more so anxious attachment was a stronger predictor of SNS addiction than neuroticism. Blackwell et al. (2017) additionally noted that neuroticism predicts SNS addiction only until attachment anxiety enters the regression, which contradicts previously depicted neuroticism findings, but hints at the relevance of attachment anxiety. This, once again, highlights the relationship between anxious attachment and neuroticism, since highly neurotic individuals display similar tendencies online (Moore & Craciun, 2021). Avoidants, on the other hand, display deactivating strategies, avoiding closeness, thus being less prone to SNS addiction, since they do not seek reassurance, have lower rates of messaging their friends, and display less self-disclosure when using SNS; similarly, secure individuals do not need additional reassurance and positive feedback, and thus, tend not to misuse SNS, and both avoidant and secure attachment styles negatively predict SNS addiction (Worsley et al., 2018; Oldmeadow et al., 2012).
Although most of the literature agrees with those findings, there were some studies showing different results. The current study will aim to expand our knowledge of the subject, and test, whether findings on SNS and Internet addiction will be applicable to Instagram as well. Blackwell et al. (2017) found that avoidant attachment also predicted SNS addiction, but only before fear of missing out was included in the regression. Study by Monacis et al. (2017) reported significant positive relationship between avoidant attachment and both Internet and SNS addiction, although it was notably smaller than in the case of anxious attachment, while Baek and colleagues (2014) reported no relationship at all between SNS addiction and attachment styles. Of course, studies measuring attachment and SNS addiction pose limitations, mainly due to self-reported questionnaires, associated with recall or social desirability biases.

[bookmark: _Toc98769203]Social Self-Esteem
Social self-esteem refers to our feelings of self-esteem derived from social situations, such as making friends, being an interesting conversationalist, or being popular within one’s social circle (Lawson, et al., 1979). Most of the studies within the field focuses on the relationship between global self-esteem and SNS use. The few studies which focused on the relationship between SNS use and social self-esteem mostly studied adolescent population, with less attention to adults, and even less so when examining adult Instagram users in particular, as seen in meta-analysis by Saiphoo and colleagues (2020). While a growing body of research confirms that the general findings are largely applicable to adults as well (Saiphoo et al., 2020), others suggest, that the effect may be smaller for adults as compared to adolescents (Valkenburg et al., 2017). Considering the nature of SNS, which reportedly provides stimulating, immersive, and social environment (Vaghefi & Lapointe, 2013), it calls for further examination of its effect on social self-esteem, rather than just global one, especially considering that social self-esteem is one of the strongest predictors of global one (Valkenburg et al., 2017). The current study aims to expand our limited knowledge on this subject, additionally examining whether the relationship between social self-esteem and SNS use generalises to adult population of Instagram users.
While some studies examining the link between global self-esteem and SNS use point towards small, significant, negative relationship (Saiphoo, et al., 2020; Liu & Baumeister, 2016), research focusing on the relationship between social self-esteem and SNS use generally agrees upon a positive relationship between the two, even though results’ inconsistencies are not uncommon (Valkenburg et al., 2017; Blomfield-Neira & Barber, 2014; van den Eijnden et al., 2016). Users’ social self-esteem may benefit from SNS use, when used to maintain their social network in geographically distant areas (Zywica & Danowski, 2008), or socialising and sharing positive experiences with their peers (Peter & Valkenburg, 2011). Thus, when used in moderation, SNS allows to compensate for potential lack of social skills in real life, and limited opportunities for socialising, improving one’s opinion about their social skills, and raising their social self-esteem in particular.
If, however, social media usage becomes problematic or addictive, previously positive relationship between both global and social self-esteem and social media use becomes negative, additionally pointing towards a positive relationship between SNS problematic use and depression (Blomfield-Neira & Barber, 2014; van den Eijnden et al., 2016). The negative effects of Instagram addiction may be caused by prolonged and frequent exposure to certain activities. Instagram is often used as a tool allowing for upward social comparison, which in turn may negatively affect users’ social and global self-esteem in adults, confirming the findings among adolescents, however, due to small sample size as compared with other SNS platform users, it calls for further research (Schmuck et al., 2019). Highly invested Instagram users may experience difficulties in differentiating between other users’ actual life, and the idealised versions portrayed on Instagram, thus increasing the negative impact on their own social self-esteem when comparing them with their own life (Blomfield-Neira & Barber, 2014).
Studies within that field have certain limitations, apart from the insufficient attention to adult population and extremely sparse literature referring to social self-esteem and problematic SNS use. As argued by Valkenburg and colleagues (2017), levels of social self-esteem may actually be the cause, with social media use being the result, even though literature mostly identifies social self-esteem as the outcome variable. Lack of longitudinal studies examining the issue additionally highlights such possibility, rendering the direction of that relationship ambiguous.

Based on the presented findings from the literature, the current study proposes five hypotheses:
1. Insecurely attached individuals will display significantly higher neuroticism scores than securely attached individuals
2. Anxiously attached individuals will display significantly higher levels of Instagram addiction than securely and avoidantly attached individuals
3. There will be a significant positive correlation between neuroticism score and Instagram addiction
4. There will be a significant negative correlation between social self-esteem score and Instagram addiction score
5. There will be a significant negative correlation between age and Instagram addiction score
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The current study takes the form of quantitative research with correlational design. It uses four different scales: 3-question questionnaire measuring attachment style (secure, avoidant, anxious/ambivalent), 6-items measuring neuroticism from the BFI-2-S scale, 9-items scale measuring perceived social self-esteem, and 15-item scale measuring Instagram addiction. This design was chosen to look for potential correlations between neuroticism, attachment style and perceived social self-esteem and proclivity for Instagram addiction among adult population. The study does not employ any intervention, manipulation of variables or deception. It does not look for causation, but rather relationships, due to the great range and complexity of other factors, which could potentially influence the results. In hypothesis 1 a one-way between-subjects ANOVA was conducted (CV – neuroticism score, PV’s – attachment style: secure, avoidant, ambivalent); same test was used for hypothesis 2 (CV – Instagram addiction score, PV’s – attachment style: secure, avoidant, ambivalent). For hypotheses 3, 4, and 5, three Pearson’s r correlations were conducted, with variables being neuroticism and Instagram addiction, social self-esteem and Instagram addiction, and age and Instagram addiction scores respectively.

[bookmark: _Toc98769206]Participants
Through convenience sampling, 100 (26 male, 74 female) adult participants from multiple nations, ethnicities and occupations aged 18-48 (mean = 28.59, SD = 7.09) took part in the current study. Participation was voluntary, and no incentives were offered, and participants were recruited via electronic communication through public research groups. All participants were regular Instagram users (using it at least once weekly) and were fully intellectually capable of following the instructions.

[bookmark: _Toc98769207]Materials
[bookmark: _Toc98768987][bookmark: _Toc98769208]Statistical Package for Social Sciences
Statistical analysis of the results was performed with use of the SPSS software; tool used mostly in social science field to perform quantitative analysis (SPSS Statistics Help, 2019).

[bookmark: _Toc98769209]Information and debrief sheets
Information sheet was introduced to participants; participants were fully anonymous and they have given consent to take part in the study and were able to withdraw at any point. Debrief sheet was presented to participants after completion of the study. Both information and debrief sheets can be found in appendices A and B respectively.

[bookmark: _Toc98769210]Microsoft Forms
Questionnaires were administered through Microsoft Forms – an online tool used for creating forms, surveys and quizzes, with real-time results and built-in analytics (Microsoft, 2022).

[bookmark: _Toc98769211]Scales
[bookmark: _Toc98768988][bookmark: _Toc98769212]	Original attachment three-category measure. Brief, 3-item scale measuring one’s attachment style (secure, ambivalent, avoidant). There is no coding in this scale, participants simply select the phrase which best describes them, from phrases such as ‘I find it relatively easy to get close to others and am comfortable depending on them and having them depend on me. I don't worry about being abandoned or about someone getting too close to me’. Commonly used in psychological research due to its ease of administration (Hazan & Schafer, 1987). Full scale can be found in appendix C.

[bookmark: _Toc98769213]	BFI-2-S scale (6 neuroticism items). 6-items measuring neuroticism from a 30-item Big Five BFI-2-S scale (Soto & John, 2017). Participants select their agreement with statements describing themselves in a current moment, such as ‘I am someone who is temperamental, gets emotional easily’ on a 1-5 Likert scale (1 = disagree strongly, 5 = agree strongly). Scores range from 6-30, the higher the score, the more neurotic an individual is. Items 1, 2 and 6 are positively coded, while items 3, 4 and 5 are negatively coded. Soto & John (2017) reported the reliability score of .78. Full scale can be found in appendix D.

[bookmark: _Toc98769214]	9-items Social Self-Esteem Scale. Proposed by Kerla & Repisti (2013), it is a shortened version of the original 30-items Social Self-Esteem Inventory (Lawson, et al., 1979), it measures one’s perceived social self-esteem. Participants rate statements about their self-esteem in social situations such as ‘I am popular among my peers’ on a 6-point Likert scale (1 = totally disagree, 6 = totally agree). Scores range from 9 to 54, with higher scores indicating higher social self-esteem. All items are positively coded. Original authors reported the reliability score of .84. Full scale can be found in appendix E.

[bookmark: _Toc98769215]15-items Instagram Addiction Scale. Modified version of the Internet Addiction Test (Young, 1998), proposed by Kircaburun & Griffiths (2018), where the word ‘Internet’ was replaced with ‘Instagram’, it assesses one’s level of addiction to Instagram. Sentences such as ‘How often do you choose to spend more time on Instagram over going out with others?’ describe Instagram related behaviours, and participants rate the frequency of those behaviours displayed by them on a 6-point Likert scale (1 = never, 6 = always). Items are positively coded; scores range from 15 to 90 (15-37 no addiction; 38-58 mild addiction; 59-73 moderate addiction, 74-90 severe addiction). Highly reliable scale, with reported Cronbach’s Alfa = .90. Full scale can be found in appendix F.

[bookmark: _Toc98769216]Procedure
Participants were invited to the study via electronic means, through public psychology and research forums, with no incentives offered in return. They were informed that the purpose of the current study was to examine the influence of one’s attachment style, neuroticism level, and social self-esteem on their proclivity for Instagram addiction. Study was presented through Microsoft Forms. Before participation, an informational sheet was presented, followed by 6 yes/no questions to confirm their consent and familiarity with the informational sheet – all of those had to be answered positively in order to proceed. Next, participants gender (male/female) and age were collected, followed by presentation of the four scales: Attachment measure, Neuroticism scale, Social Self-Esteem scale, and Instagram addiction scale. After completion, a debrief sheet was presented, consisting of relevant contact information, helplines, and summary of the study. Participants took an average of 8 minutes and 24 seconds to finish the study.

[bookmark: _Toc98769217]Ethical considerations
Informed consent was a crucial factor of participation – declining it terminated participation immediately. Participants were provided with clear instructions, and were informed about their full anonymity, confidentiality, eligibility criteria, data storage procedure, potential risks and benefits, and the aims and purpose of the study. Since collected data was completely anonymous, there was no possibility of withdrawal after completion, which participants agreed to before proceeding. Researcher’s contact info, as well as several helplines were provided, since, although no deception was used, some questions may have provoked unpleasant feelings. The researcher took all the necessary self-care routines to maintain the highest quality of research and was sufficiently supervised to not go beyond obtained qualifications to conduct the study. Researcher will be responsible for safe storage of the data on a password-protected system for the next 5 years, as per EU data protection regulations.
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The current study found that attachment style has a significant effect on neuroticism (F(2, 97) = 13.069, p < 0.001,  = 0.212) with a very large effect size η² p =.212 (See Table 1 in section 3.2.1). Further, both insecure styles scored higher on neuroticism than the secure style, thus, the null was rejected for hypothesis 1 (see more in tables 2 & 3 in section 3.2.1). Attachment style was found to not have a significant effect on Instagram addiction (F(2, 97) = 0.858, p = 0.427,  = 0.017), thus, no post-hoc analysis was conducted, and the null could not be rejected for hypothesis 2 (See more in Table 1 in section 3.2.2).
The current study found a positive and significant relationship between neuroticism (mean=19.18, SD=5.052) and Instagram addiction (mean=28.85, SD=9.884) scores, thus, rejecting the null for hypothesis 3. Significant negative relationship was found between social self-esteem (mean=37.39, SD=7.373) and neuroticism, however, no relationship was found between social self-esteem and Instagram addiction, therefore the null was not rejected for hypothesis 4. For more information, see Table 1 in section 3.2.3. Similarly, significant negative relationship was found between age (mean=28.59, SD=7.09) and Instagram addiction, allowing to reject the null for hypothesis 5. For more information, see Table 1 in section 3.2.4. 
Table 1 in section 3.1 shows descriptive statistic for the scales used in the current study; Table 2 shows Cronbach’s alpha values for each scale, scoring as follows: Neuroticism scale=.77, Social Self-Esteem=.87, Instagram Addiction=.88); tables 3 and 4 report frequencies for the Attachment Style and participants’ gender respectively.

[bookmark: _Toc98769219]Descriptive Statistics
The current study used three different scales: the 6-item BFI-2-S Neuroticism Scale, the 9-item Social Self-Esteem Scale, and the 15-item Instagram Addiction Scale. All three were found to have normal distribution. Mean score of Neuroticism was 19.18 (SD=5.052) with scores ranging from 11 to 30. For Social Self-Esteem, the scores ranged from 18 to 52, with mean of 37.39 (SD=7.373). Finally, Instagram Addiction scores ranged from 15 to 61, with mean score of 28.85 (SD=9.884). The descriptive statistics for the scales can be found in Table 1.
In line with Kircaburun & Griffith’s (2018) guidelines, the mean Instagram Addiction score was below the addiction threshold (15-37), however, 15% of the sample (N=15) scored within the range of mild addiction (38-58), while 1% (N=1) scored within the range of moderate addiction (59-73). No participants were found to be severely addicted (74-90).
Cronbach’s alpha reliability analysis was conducted to determine if the Neuroticism, Social Self-Esteem, and Addiction scales can be reduced to their aggregated scores. The results indicate that the Neuroticism scale consisting of 5 items has an estimated reliability score of α = 0.769, Social Self-Esteem consisting of 9 items has an estimated reliability score of α = 0.871 and the Addiction scale consisting of 15 items has an estimated reliability score of α = 0.882. The results indicate that all of the scales have alpha scores over 0.70, therefore they were found to be adequate in terms of factorability. The reliability scores are detailed in Table 2.
	Table 1
Descriptive Statistics for the Neuroticism, Social Self-Esteem and Instagram Addiction

	 
	Neuroticism 
	Self-Esteem 
	Addiction 

	Cases
	
	100
	
	100
	
	100
	

	Median
	
	19.000
	
	37.000
	
	27.000
	

	Mean
	
	19.180
	
	37.390
	
	28.850
	

	Std. Error of Mean
	
	0.505
	
	0.737
	
	0.988
	

	Std. Deviation
	
	5.052
	
	7.373
	
	9.884
	

	Skewness
	
	0.117
	
	-0.404
	
	1.027
	

	Kurtosis
	
	-1.085
	
	-0.239
	
	1.002
	

	Minimum
	
	11.000
	
	18.000
	
	15.000
	

	Maximum
	
	30.000
	
	52.000
	
	61.000
	

	



	Table 2
Cronbach’s Alpha Results for the Neuroticism, Self-Esteem, and Instagram Addiction

	
	
	95% Confidence Interval

	Scale
	Estimate
	Lower Bound
	Upper Bound

	Neuroticism
	0.769
	0.689
	0.832

	Self-Esteem
	0.871
	0.830
	0.904

	Addiction
	0.882
	0.846
	0.912



A fourth scale with 3-items measuring the Attachment Style was used. Majority of the participants (52.00%, N=52) were found to have secure attachment style, 35% (N=35) of the participants have avoidant attachment style, and 13% (N=13) of the participants have ambivalent attachment style. For more information see Table 3.
	Table 3
Frequencies for the Attachment Style

	Attachment
Style 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Avoidant 
	
	35
	
	35.00
	
	35.00
	
	35.00
	

	Secure 
	
	52
	
	52.00
	
	52.00
	
	87.00
	

	Ambivalent 
	
	13
	
	13.00
	
	13.00
	
	100.00
	

	Missing 
	
	0
	
	0.00
	
	
	
	
	

	Total 
	
	100
	
	100.00
	
	
	
	
	

	



74.00% of the participants (N=74) indicated that they identify as female and 26.00% of the participants (N=26) indicated that they identify as males. For more information see Table 4.
	Table 4
Frequencies for Gender

	Gender 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Female 
	
	74
	
	74.00
	
	74.00
	
	74.00
	

	Male 
	
	26
	
	26.00
	
	26.00
	
	100.00
	

	Missing 
	
	0
	
	0.00
	
	
	
	
	

	Total 
	
	100
	
	100.00
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One-way between-subjects ANOVA analysis was conducted in order to investigate Neuroticism in terms of the Attachment Styles (Secure, Ambivalent, Avoidant).
The preliminary analysis of Levene’s Test for Equality of Variances indicated that the distribution F(2, 97) = 1.982, p = 0.143 satisfies assumption of homogeneity of the variances. The results of analysis indicate that main effect of Attachment Style is significant F(2, 97) = 13.069, p < 0.001,  = 0.212 with a very large effect size (see Table 1). Thus, a post-hoc analysis with Tukey correction was conducted. The results are as follows:
· The Avoidant group (M=23.462) did score significantly higher on Neuroticism (MD=3.542, ptukey=0.002) than the Secure group (M=17.115).
· The Avoidant group did not score significantly different on Neuroticism (MD=-2.804, ptukey=0.142) than the Ambivalent group (M=23.462).
· The Secure group did score significantly lower on Neuroticism (MD=-1.058, ptukey<0.001) than the Ambivalent group (M=23.462).
The post-hoc results can be seen in Table 2, while the descriptive statistics of the groups are provided in Table 3, and the Figure 1 describes the means plot.
	Table 1
ANOVA Analysis Results for the Neuroticism in Terms of the Attachment Style

	Cases 
	Sum of Squares 
	df 
	Mean Square 
	F 
	p 
	η² p 

	Attachment Style 
	
	14.898
	
	2
	
	7.449
	
	13.069
	
	< .001
	
	0.212
	

	Residuals 
	
	55.290
	
	97
	
	0.570
	
	
	
	
	
	
	

	

	Note.  Type III Sum of Squares 



	Table 2
Post-Hoc Comparisons for the Neuroticism in Terms of the Attachment Style

	
	
	Mean Difference 
	SE 
	t 
	Cohen's d 
	ptukey 

	Avoidant 
	
	Secure 
	
	3.542
	
	0.990
	
	3.576
	
	0.782
	
	0.002
	

	  
	
	Ambivalent 
	
	-2.804
	
	1.471
	
	-1.906
	
	-0.619
	
	0.142
	

	Secure 
	
	Ambivalent 
	
	-6.346
	
	1.405
	
	-4.518
	
	-1.401
	
	< .001
	

	

	Note.  Cohen's d does not correct for multiple comparisons. 

	Note.  P-value adjusted for comparing a family of 3 



	Table 3
Descriptive Statistics for the Neuroticism in Terms of the Attachment Style

	Attachment Style 
	Mean 
	SD 
	N 

	Ambivalent 
	
	23.462
	
	4.034
	
	13
	

	Avoidant 
	
	20.657
	
	5.263
	
	35
	

	Secure 
	
	17.115
	
	4.090
	
	52
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	Figure 1 Mean Plot of the Dependent Variable Versus Independent Variable Groups
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One-way between-subjects ANOVA was conducted in order to investigate Instagram addiction in relation to Attachment Styles (Secure, Ambivalent, Avoidant).
The preliminary analysis of Levene’s Test for Equality of Variances indicated that the distribution satisfies F(2, 97) = 1.982, p = 0.862 assumption of homogeneity of the variances. The results of analysis indicate that the main effect of Attachment Style is not significant F(2, 97) = 0.858, p = 0.427,  = 0.017 with a negligible effect size (see Table 1), thus, no further analysis was conducted and the null was not rejected for hypothesis 2.
	Table 1
ANOVA Analysis Results for the Addiction in Terms of the Attachment Style

	Cases 
	Sum of Squares 
	df 
	Mean Square 
	F 
	p 
	η² p 

	Attachment Style 
	
	0.747 
	
	2 
	
	0.373 
	
	0.858 
	
	0.427 
	
	0.017 
	

	Residuals 
	
	42.234 
	
	97 
	
	0.435 
	
	
	
	  
	
	
	

	

	Note.  Type III Sum of Squares 
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The relationship between the Neuroticism, Social Self-Esteem, and the Instagram Addiction has been investigated through Pearson’s Correlations. The results indicate that there is a significant and positive r(98) = 0.229, p = 0.022 relationship between Neuroticism and Instagram Addiction, and the relationship explains 5.24% (R² = 0.0524) of the change between the variables. Therefore, the null was rejected for hypothesis 3.
There was no significant relationship r(98) = -0.012, p = 0.906 between Social Self-Esteem and Instagram Addiction, thus the null could not be rejected for hypothesis 4. However, a significant and negative relationship r(98) = -0.416, p < 0.001 was found between Social Self-Esteem and Neuroticism, which explains 17.31% (R² = 0.1731) of the change between the variables. For more information, see Table 1.
	Table 1.
Pearson's Correlations for the Neuroticism, Self-Esteem and the Addiction

	
	  
	Neuroticism 
	Self-Esteem 
	Addiction 

	Neuroticism 
	
	n 
	
	—
	
	
	
	
	

	
	
	r 
	
	—
	
	
	
	
	

	
	
	p 
	
	—
	
	
	
	
	

	Self-Esteem 
	
	n 
	
	100
	
	—
	
	
	

	
	
	r 
	
	-0.416
	***
	—
	
	
	

	
	
	p 
	
	< .001
	
	—
	
	
	

	Addiction 
	
	n 
	
	100
	
	100
	
	—
	

	
	
	r 
	
	0.229
	*
	-0.012
	
	—
	

	
	
	p 
	
	0.022
	
	0.906
	
	—
	

	

	* p < .05, ** p < .01, *** p < .001 
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Further analysis was conducted to examine possible relationships between age and Instagram Addiction scores through the Pearson’s Correlation. There was a significant and negative relationship r(98) = -0.208, p = 0.037 between age and Instagram Addiction, which explains 4.32% (R² = 0.0432) of the change between the variables. See Table 1 for more information.
	Table 1.
Pearson's Correlations for Age and Instagram Addiction

	
	  
	Age 
	Addiction

	Age
	
	n 
	
	—
	
	
	

	
	
	r 
	
	—
	
	
	

	
	
	p 
	
	—
	
	
	

	Addiction 
	
	n 
	
	100
	
	—
	

	
	
	r 
	
	-0.208
	*
	—
	

	
	
	p 
	
	0.037
	
	—
	

	

	* p < .05, ** p < .01, *** p < .001 
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The aim of the current study was to investigate the influence of the attachment style, neuroticism, age, and social self-esteem on one’s proclivity towards Instagram addiction. Over 1.3 billion people globally are regular Instagram users (Statista, 2021), and studies report addiction rates as high as 33.5% among some samples (Kircaburun & Griffiths, 2018), and yet, factors influencing Instagram addiction are greatly underresearched. More so, there has been little agreement among mixed evidence in the existing studies, therefore, the current study aims to build upon the thin literature to expand our understanding of the subject.
The results of the current study reported significant effect of the attachment style on neuroticism, with insecurely attached individuals displaying significantly higher neuroticism scores than the securely attached population, thus confirming hypothesis 1. The second hypothesis, proposing that anxiously attached individuals will display higher rates of Instagram addiction was not confirmed, with the current study reporting insignificant effect of attachment style on Instagram addiction. Further, a significant positive relationship was found between neuroticism and Instagram addiction, confirming hypothesis 3, however, no significant relationship was found between social self-esteem and Instagram addiction, contrary to hypothesis 4. Finally, age was found to be a significant factor contributing to Instagram addiction, with younger participants scoring higher on the addiction scale, thus confirming hypothesis 5. Additionally, following the recommendation of Kircaburun & Griffiths (2018), 15% of participants were identified as mildly addicted to Instagram, and 1% as moderately addicted, while the remaining 84% were not addicted.
[bookmark: _Toc98769226]Current results in the light of existing literature and future research directions
The findings on relationships between attachment style and neuroticism are standing in line with majority of research on the subject, reporting the highest neuroticism scores among population with ambivalent attachment, followed by the avoidant, with securely attached population scoring the lowest (Correa et al., 2020; Crawford et al., 2007; Goodall et al., 2012). This relationship also highlights the relevance of literature reporting similar online behaviours and addictive tendencies among both insecurely attached and highly neurotic samples; this is especially true looking at how both neurotics and anxiously attached individuals use SNS to receive feedback and reassurance, due to their worrisome nature, sensitivity for rejection and the need for approval (Blackwell et al., 2017; Moore & Craciun, 2021). Thus, the current results further cement the relationship between the two, hinting at the importance of both constructs in behavioural addictions such as Instagram addiction. However, more research with varied methodologies needs to be conducted examining the influence both of those factors have on SNS addiction, since the literature still shows mixed results, and they should look at different SNS separately. Additionally, Blackwell and colleagues (2017) propose, that neuroticism predicts SNS addiction only until attachment style enters the regression, thus research examining potential mediating effect of insecure attachment on SNS addiction should be conducted.
Literature concerning the relationship between attachment style and SNS addiction is rather sparse, and only a handful of studies examine Instagram in particular. While most research indicates that anxious attachment predicts higher rates of addiction (Blackwell et al., 2017; Eroglu, 2016; Jia & Jia, 2016), while avoidant and secure styles are negatively correlated with it (Eroglu, 2016; Oldmeadow et al., 2012; Worsley et al., 2018), the current study reported no relationship between the variables, in line with findings of Baek et al. (2014), who reported different motives of SNS use among attachment styles, but no differences in intensity of use. Therefore, hypothesis 2 was rejected. Perhaps, the small and uneven sample size could have influenced the results, with a total of 100 participants, out of which only 13 identified as anxious/ambivalent. Additionally, due to length constraints, the current study used a 3-item forced-choice self-report questionnaire to assess the attachment style, as opposed to a more nuanced scale (e.g., 18-item Revised Attachment Adult Scale; Collins, 1996), which could allow the participants for more accurate answers, placing them somewhere between the extremes, instead of having to state one’s belonging to a particular style. Further research could also examine attachment style through interview measures such as The Adult Attachment Interview (George et al., 1996), which yields some of the most reliable results, minimising the self-report bias, although it is lengthier and more difficult to administer (Ravitz et al., 2010).
The current results report significant positive correlation between neuroticism scores and Instagram addiction, further confirming the neuroticism’s position as the most relevant personality factor contributing to SNS addiction, and strengthening the evidence, that it should indeed be treated as a behavioural addiction (Andreassen, 2015; Kircaburun & Griffiths, 2018; Marciano et al., 2020). Neurotic people can find it easier to communicate through online channels (Blackwell et al., 2017), and may treat Instagram as an asylum from daily problems (Aghajani & Ershad, 2017), while also having an opportunity to present themselves in a favourable light, being prone to search for attention and approval (Correa et al., 2010). Those findings are in line with majority of research examining the impact of neuroticism on SNS addiction as a whole (Marino et al., 2016; Marengo et al., 2020), however, only two studies examined its influence on Instagram addiction in particular, with one showing similar results (Aghajani & Ershad, 2017), while the other reported weak, but insignificant link between the two, contrary to their hypothesis (Kircaburun & Griffiths, 2018). Both the current study and the one by Aghajani & Ershad (2017) reported those results using a relatively small sample of a combined 200 participants, thus, more research needs to be conducted with bigger, more representative samples before drawing conclusions, paying particular attention to studying different SNS separately, due to reported differences between motives and ways to use them (Alhabash & Ma, 2017).
Studies examining the influence of social self-esteem on SNS addiction are extremely sparse, and yield mixed results, especially when contrasting cross-sectional and experimental studies, although generally they indicate negative relationship between the two (Valkenburg et al., 2017; Blomfield-Neira & Barber, 2014; van den Eijnden et al., 2016). However, the current study hypothesised that since social self-esteem is one of the strongest predictors of the well-researched global self-esteem, the results of literature linking it to SNS addiction will generalize to social self-esteem as well, since similar results have been reported, particularly in adult samples (Saiphoo et al., 2020; Valkenburg et al., 2017). No such relationship was found in this study, however, another finding emerged from the current research, with social self-esteem showing significant negative correlation with neuroticism, hinting at their triadic relationship of the two factors with Instagram addiction. Perhaps more research should look for the causal relationship between the two variables, rather than simply examining their relationship, since, as hypothesised by Valkenburg et al. (2017), problematic SNS use leading to addiction may actually be caused by low levels of social self-esteem, instead of self-esteem being the outcome variable. Once again, only a handful of studies on this phenomenon exist, especially in terms of a positive influence of social self-esteem on SNS use or vice versa, hence why more research should examine the two factors together. 
Lastly, although literature’s reports on the effect of age on SNS use have been somewhat inconclusive, the most comprehensive and rigorous study with the biggest sample found significant negative correlation between age and problematic SNS use, with a small to medium effect size (Andreassen et al., 2017). The current study’s results confirm those findings, indicating that age explains almost as big of a variance in Instagram addiction scores as neuroticism does. This hypothesis has a good face validity, since the phenomenon can probably be attributed to the prevalence of SNS use among younger people as a means of building and maintaining social relationships, and greater willingness to learn and use new technological features – a trait less likely to occur among older samples, who grew up before the cybertechnology’s explosion (Andreassen & Pallesen, 2014). It could perhaps be worthwhile to conduct a longitudinal study of this sort, in order to see whether same results will be observed in future generations, when everyone, regardless of age, has grown up using social media. 
[bookmark: _Toc98769227]Strengths and weaknesses
The current study employed a very diverse, multinational sample of people of various professions and affiliations, many of whom were not drawn from western, educated, industrialised, rich, and democratic societies; none of whom were incentivised to participate, thus producing a fairly representative sample of the general population. The four scales used in this study were employed multiple times in previous research (e.g., Hazan & Schafer, 1987; Kerla & Repisti, 2013; Kircaburun & Griffiths, 2018; Soto & John, 2017), they are highly reliable and valid, with their Cronbach’s Alpha values ranging from .77 to .88 in the current study, which allowed to measure a wide range of metrics with an average completion time of about 8 minutes. It is the first study of its kind measuring the influence of attachment style, neuroticism and social self-esteem on Instagram addiction, and the results yielded contribute to greatly underresearched domain of Instagram addiction, which, considering its widespread and ever-growing popularity, should receive more attention from the academia.
This study is not free of limitations. All scales employed were self-reported, thus being prone to a number of biases, such as social desirability bias, self-report bias or poor memory recall (Van de Mortel, 2008). Relatively small sample of 100 participants could skew the results, especially considering that only 14 participants have identified as ambivalently attached, potentially influencing the insignificant effect of attachment style on Instagram addiction in this study. Additionally, the questionnaire measuring the attachment style, although valid and employed many times, could perhaps be replaced with a more comprehensive and developed one, based on a Likert scale, or an interview.
[bookmark: _Toc98769228]Implications
Despite some obvious limitations, the current study expands our understanding of certain factors related to Instagram addiction – an area which is seriously underresearched, despite the fact, that over 16% of world’s population are active Instagram users, with up to a third of them showing signs of addiction (Kircaburun & Griffiths, 2018; Statista 2021). The correlation between age and Instagram addiction points towards younger people as particularly prone to showing problematic use, therefore, programs such as multimodal CBT interventions, reality therapies or motivational interviewing could be implemented in high-schools and colleges to help prevent Instagram addiction, as similar efforts were proven successful in the past when dealing with Internet addiction (Pezoa-Jares et al., 2012). The core characteristics used in this study could also contribute to the further development of the I-PACE model (Interaction of Person-Affect-Cognition-Execution; Brand et al., 2019), which is employed when dealing with various behavioural addictions. More studies examining different characteristics in relation to SNS addiction should be conducted, while being mindful of the differences in uses and motives of specific platforms. There are still plenty of mixed results in the literature, while the problem is widespread and serious enough that it should no longer be overlooked. Many more factors must lay behind proclivity for SNS addiction (and other behavioural Internet-related addictions) considering the relatively small percentage of variance the current results explain, so researchers should strive to keep expanding our understanding of the subject in order to inform and protect the 4.6 billion Internet users from its potentially harmful misuse.

[bookmark: _Toc98769229]Conclusion
The current study looked for correlations between attachment style, neuroticism, social self-esteem, age and Instagram addiction, to expand our limited understanding of the subject, ridden with many incongruencies. Neuroticism was found to be significantly and positively correlated with addiction, as well as with insecure attachment styles, while age was significantly and negatively correlated with Instagram addiction. Contrary to the hypotheses, attachment style and social self-esteem were not found to be correlated with Instagram addiction, perhaps due to methodological limitations, however, there was a significant negative correlation between social self-esteem and neuroticism. To sum up, the area seems difficult to research, as seen in the mixed results from a handful of studies, and it is worryingly underresearched, considering the scope of the problem. Researchers should keep investigating into different factors contributing to SNS addiction, using varied samples and methodologies.
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Appendix A. Informational Sheet

Instagram Addiction: Role of Attachment Style, Neuroticism, Social Self-Esteem and Age
My name is Dawid Kwiecień and I am conducting research in the Dublin Business School Department of Psychology that explores how certain personality traits and patterns of behaviour may influence usage of Instagram. This research is being conducted as part of my studies and will be submitted for examination.
You are invited to participate in a research study that will form the basis for an undergraduate thesis. Please read the following information before deciding whether to participate.

What are the objectives of the study? The nature of this study requires participants to complete a set of surveys to explore the following topic: Instagram Addiction: Role of Attachment Style, Neuroticism, Social Self-Esteem and Age.

You will complete four short surveys, measuring different aspects of human personality or behaviour:

-          3-question measure investigating into attachment style – pattern of behaviours which refers to different ways of understanding and acting in interpersonal relationships
-          6-item questionnaire measuring neuroticism – one of five major personality traits, describing human proclivity for experiencing unpleasant emotions, such as fear, anxiety, anger, etc.
-          9-item questionnaire measuring social self-esteem – feelings of one’s worth in a social context / as part of a group
-          15-item questionnaire measuring problematic Instagram usage – urge to use Instagram to such a degree which may impair other areas of life

Why have I been asked to participate? I would like to collect information from different people regarding the aforementioned traits and behavioural patterns. Participants must meet following criteria:

·         Must be over 18 years of age
·         Must be regular Instagram users (using it at least once a week)
·         Must display the intellectual capacity to be able to understand instructions and complete the surveys unassisted
·         Must agree to informed consent questions at the beginning of the study

What does participation involve? You are invited to take part in this study and participation involves completing and submitting the attached anonymous surveys. While the surveys ask some questions that might cause some minor negative feelings, they have been used widely in research. If any of the questions do raise difficult feelings for you, contact information for support services are included on the final page. Participation is completely voluntary and so you are not obliged to take part.

Right to withdraw Participants have the right to withdraw from the research at any time for whatever reason. Participation is anonymous and confidential. Thus, responses cannot be attributed to any one participant. For this reason, it will not be possible to withdraw from participation after the questionnaire has been collected. 

Are there any benefits from my participation? While there will be no direct benefit from participation studies like this can make an important contribution to our understanding this topic further. As such, the findings from this study may be presented at national and international conferences and will be submitted for publication in peer-reviewed journals. Interim and final reports will be prepared. However, no individual participant will be identified in any publication or presentation. Individuals will not be offered any monetary or other rewards for their participation. 

Are there any risks involved in participation? There are no known risks associated with participation. Any inconvenience involved in taking part will be limited. Any questions prior to participation can be asked following the review of this sheet, by contacting me via email: XXXXXX@mydbs.ie. After participation, a debriefing stage will be offered where any further questions will be answered, or any questions can be emailed to my email address. 

Confidentiality All individual information collected as part of the study, will be used solely for research purposes. The questionnaires will be securely stored and data from the questionnaires will be recorded in electronic format and stored on a password protected computer, in an encrypted file. They will be stored safely and will not be publicly displayed or published without prior consent. Data collected is stored in the EU, for five years, and will be used for research purposes to generate research content such as publications and presentations.
 

Please note this research has been ethically approved by the DBS College Human Research Ethics Committee.
 

Contact Details

Should you require any further information about the research, please contact Dawid Kwiecień at  XXXXXX@mydbs.ie. My supervisor, Stephen Fitzgerald, can be contacted at XXXXXX@dbs.ie.
 

Thank you for taking the time to complete this survey.
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Appendix B. Debrief sheet

Thank you for taking the time to participate in current study. 

Its aims were to measure certain personality and behavioural factors which may influence one’s proclivity towards problematic Instagram usage. You have answered multiple questions concerning four following aspects of your personality or behaviour:

·         3-question measure investigating into attachment style – pattern of behaviours which refers to different ways of understanding and acting in interpersonal relationships
·         6-item questionnaire measuring neuroticism – one of five major personality traits, describing human proclivity for experiencing unpleasant emotions, such as fear, anxiety, anger, etc.
·         9-item questionnaire measuring social self-esteem – feelings of one’s worth in a social context / as part of a group
·         15-item questionnaire measuring problematic Instagram usage – urge to use Instagram to such a degree which may impair other areas of life

Your input is appreciated, and despite no immediate benefits to you, it may help in better understanding of the topic in question, and thus, it can help us prevent misuse of Instagram and other social media and develop new strategies to help those already affected by it. 

As you already know, after accepting the informed consent form – your data is fully anonymized, which means that you cannot withdraw it at this stage. It is, however, well protected and stored safely. Feel free to discuss current study with others, as it will not impact its efficiency or your participation in any way. If you have any further questions concerning current study, or are interested in following its development and results, feel free to contact the researcher – Dawid Kwiecień at XXXXXX@mydbs.ie. My supervisor, Stephen Fitzgerald can be contacted at XXXXXX@mydbs.ie

Some of the questions answered may have caused unpleasant feelings, even though they used legitimate and approved scales. If participation caused you any unpleasant feelings, once again, you are welcome to contact the researcher. Additionally, consider using the following links for free helplines:

www.samaritans.org        (01) 671 0071 or 116 123           jo@samaritans.ie
www.aware.ie                   (01) 661 7211                            supportmail@aware.ie

_______________________________________________________________________________________________________

Dawid Kwiecień,

10391118@mydbs.ie
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Appendix C. Original Attachment Three-category Measure

Hazan, C., & Shaver, P. R. (1987). Romantic love conceptualized as an attachment process. Journal of Personality and Social Psychology, 52, 511-524.
There is no coding in this scale, as participants simply select one of the three available sentences, based on how well it matches their pattern of behaviour.
Scale:
These questions are concerned with your experiences in romantic love relationships. Take a moment to think about these experiences and answer the following questions with them in mind. Read each of the three self-descriptions below (A, B, and C) and then place a checkmark next to the single alternative that best describes how you feel in romantic relationships or is nearest to the way you feel. (Note: The terms "close" and "intimate" refer to psychological or emotional closeness, not necessarily to sexual intimacy.) 
A. I am somewhat uncomfortable being close to others; I find it difficult to trust them completely, difficult to allow myself to depend on them. I am nervous when anyone gets too close, and often, others want me to be more intimate than I feel comfortable being. 
B. I find it relatively easy to get close to others and am comfortable depending on them and having them depend on me. I don't worry about being abandoned or about someone getting too close to me. 
C. I find that others are reluctant to get as close as I would like. I often worry that my partner doesn't really love me or won't want to stay with me. I want to get very close to my partner, and this sometimes scares people away
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Soto, C. J., & John, O. P. (2017). Short and extra-short forms of the Big Five Inventory–2: The BFI-2-S and BFI-2-XS. Journal of Research in Personality, 68, 69-81.
5- point likert scale. Only the neuroticism items were included, the remaining items measuring other traits were omitted in the current research. Items 1, 2, and 6 are positively coded. Items 3, 4, and 5 are negatively coded. The higher the score, the higher the neuroticism.
Scale:

Following phrases describe people's behaviours. Please use the rating scale below to describe how accurately each statement describes you. Describe yourself as you generally are now, not as you wish to be in the future. Describe yourself as you honestly see yourself, in relation to other people you know of the same gender as you are, and roughly your same age. Please read each statement carefully and select the answer that corresponds to your response using the scale below.
I am someone who…

	
	
	Disagree strongly
	Disagree a little
	Neutral; No opinion
	Agree a little
	Agree strongly

	1
	Worries a lot.
	
	
	
	
	

	2
	Tends to feel depressed, blue.
	
	
	
	
	

	3
	Is emotionally stable, not easily upset.
	
	
	
	
	

	4
	Is relaxed, handles stress well.
	
	
	
	
	

	5
	Feels secure, comfortable with self.
	
	
	
	
	

	6
	Is temperamental, gets emotional easily.
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Appendix E. Social Self-Esteem Scale

Kerla, M., & Repišti, S. (2013). The Intercultural Sensitivity and Social Self-Esteem of High School Students. In 3rd International Conference on Foreign Language Teaching and Applied Linguistics, Sarajevo, May (pp. 3-5).
All questions in this scale are positively coded. Higher scores mean higher social self-esteem. Participants rate their agreement with nine statements on a 6-point Likert scale.
Scale:
Nine statements concerning our self-esteem in social situations are listed below. Please indicate the extent to which you agree with each of them. Describe yourself as you generally are now, not as you wish to be in the future. You can do this by selecting the appropriate answer that reflects your degree of agreement. 

	
	
	Totally disagree
	Mostly disagree
	Somewhat disagree
	Somewhat agree
	Mostly Agree
	Totally agree

	1
	I feel self-confident in social situations.
	
	
	
	
	
	

	2
	I am easy to love.
	
	
	
	
	
	

	3
	 I make friends easily.
	
	
	
	
	
	

	4
	I am popular among my peers.
	
	
	
	
	
	

	5
	I really enjoy social roles.
	
	
	
	
	
	

	6
	I can really make other people feel good in my presence.
	
	
	
	
	
	

	7
	I am a friendly person.
	
	
	
	
	
	

	8
	I am good at holding people's attention and interest.
	
	
	
	
	
	

	9
	People have lots of fun because of my presence.
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Kircaburun, K., & Griffiths, M. D. (2018). Instagram addiction and the Big Five of personality: The mediating role of self-liking. Journal of behavioral addictions, 7(1), 158-170.
6-point Likert scale. Items are positively coded; scores range from 15 to 90 (15-37 no addiction; 38-58 mild addiction; 59-73 moderate addiction, 74-90 severe addiction).

Scale:
Below are fifteen phrases describing frequency of behaviours related with Instagram use. Please indicate the extent to which you usually display those behaviours by selecting an appropriate answer. Describe yourself as you generally are now, not as you wish to be in the future.

	
	
	Never
	Rarely
	Sometimes
	Often
	Very Frequently
	Always

	1
	How often do you prefer the excitement of Instagram instead of being with your close friends?
	
	
	
	
	
	

	2
	How often do you form new relationships with fellow Instagram users?	
	
	
	
	
	
	

	3
	How often do you become defensive or secretive when anyone asks you what you do on Instagram?	
	
	
	
	
	
	

	4
	How often do your grades or school work suffers because of the amount of time you spend on Instagram?	
	
	
	
	
	
	

	5
	How often do you snap, yell, or act annoyed if someone bothers you while you are on Instagram?	
	
	
	
	
	
	

	6
	How often do you try to hide how long you’ve been on Instagram?	
	
	
	
	
	
	

	7
	How often do you choose to spend more time on Instagram over going out with others?	
	
	
	
	
	
	

	8
	How often do you feel depressed, moody or nervous when you are not on Instagram, which goes away once you are back on Instagram?	
	
	
	
	
	
	

	9
	How often do you try to cut down the amount of time you spend on Instagram and fail?	
	
	
	
	
	
	

	10
	How often do you check your Instagram before something else that you need to do?	
	
	
	
	
	
	

	11
	How often do you block out disturbing thoughts about your life with soothing thoughts of the Instagram?	
	
	
	
	
	
	

	12
	How often do you find yourself anticipating when you will go on Instagram again?	
	
	
	
	
	
	

	13
	How often do you fear that life without the Instagram would be boring, empty, and joyless?	
	
	
	
	
	
	

	14
	How often do you lose sleep due to late night log-ins to Instagram?	
	
	
	
	
	
	

	15
	How often do you find yourself saying “just a few more minutes” when on Instagram?	
	
	
	
	
	
	






image1.png
Mean of sumNeuroticism

200

200

2000

1800

Avoidant

Secure

Which sentence describes you best?

Ambivalent




