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ABSTRACT

THE INVESTIGATION OF ADULTS WHO USE SOCIAL MEDIA IN TERMS
OF NEED FOR APPROVAL, LONELINESS AND PERSONALITY TRAITS
IN TURKISH REPUBLIC OF NORTHERN CYPRUS

Prepared by: Deniz OZMATYATLI ZORBA
January, 2017, 62 pages

Social media is an application area which gives opportunity people to share
their information, ideas, perspectives and experiences. Need for approval, level of
loneliness and personal traits, which are thought to be effective on the frequency of
the usage of social media, were investigated. Research held with 150 participants who
live in Turkish Republic of North Cyprus, over the age of 18 and are users of social
media. First part of the survey form consisted of the questions about
sociodemographic information of, which social media sites are used by and how
frequently they are used by participants. This part was prepared by the researcher.
Second part of the survey form consisted Five Factor Personality Inventory (FFPI) in
order to evaluate the personality traits. Third part included Dysfunctional Attitude
Scale’s (DAS) subscale which is Need for Approval in order to measure the level of
need for approval. Finally, in the fourth part UCLA Loneliness Scale (UCLA-LS)
took place to investigate the level of loneliness. In research, it was found that need for
approval and loneliness levels of people have not effects on social media usage.
Conscientiousness, which is one of the personality traits, was founded as negatively
correlated with usage. People who had high scores on conscientiousness used social
media less. It was also identified that age had negative and marital status had positive

effects on the frequency of social media usage.

Keywords: social media, need for approval, loneliness, personality traits
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KUZEY KIBRIS TURK CUMHURIYETI’NDE SOSYAL MEDYA
KULLANAN YETISKINLERDE ONAYLANMA iHTIiYACI, YALNIZLIK VE
KISILIK OZELLIKLERI BAKIMINDAN INCELENMES]

Hazirlayan: Deniz Ozmatyath Zorba

Ocak, 2017, 62 sayfa

Sosyal medya kisilerin bilgi, diisiince, bakis agis1 ve deneyimlerini web siteleri
araciligtyla paylasmasmna olanak saglayan bir uygulama alamidir. Bu arastirmada
kullanim sikhig1 itizerinde etkili oldugu diisiiniilen, bireylerin onaylanma ihtiyaci,
yalmzlik diizeyleri ve kisilik 6zellikleri incelenmistir. Aragtirmaya Kuzey Kibris Tiirk
Cumbhuriyeti’nde yasayan, 18 yas tizeri 150 sosyal medya kullanicist katilmustir,
Katilimeilara verilmis olan anket formunun ilk kisminda sosyodemografik bilgiler,
hangi sosyal medya sitelerinin kullanildig1 ve kullamm siklig1 sorulmugtur. Anketin
bu bolimii arastirmaci tarafindan hazirlanmigtir. Formun ikinci kisminda kisilik
ozelliklerini 6lgmek amaci ile Bes Faktor Kisilik Envanteri (BFKE), iigiincii kisminda
onaylanma ihtiyacim1 6lgmek igin Fonksiyonel Olmayan Tutumlar Olgegi’nin (FOTO)
Onaylanma [htiyac: alt Olgegi kullamlmugtir. Son olarak dordiincii bolimde ise
yalmzlik durumunu degerlendirmek amaci ile UCLA Yalnizlik Olgegi yer almstir.
Caligmada kisilerin onaylanma ihtiyaci ve yalmzlik diizeylerinin sosyal medya
kullanim sikliklar1 iizerinde bir etkisi olmadig1 bulunmustur. Kisilik 6zelliklerinden 6z
biling ile sosyal medya kullanim siklig1 arasinda negatif yonde iligski bulunmustur. Oz
bilinci yiiksek olan kisilerin sosyal medya kullanimi daha azdir. Calismada ayrica
kullanim siklig1 iizerinde yagin negatif ve medeni durumun pozitif yonde etkili oldugu

bulunmusgtur.

Anahtar Kelimeler: sosyal medya, onaylanma ihtiyaci, yalnizhik, kisilik

ozellikleri
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1. Introduction
Today, social media has great place in human’s lives. People constitute new
relationships, socialize, and communicate with each other by means of social media. Most of the
time it can be observed that people waste most of their spare time on social media. Social media
is often used by adolescents and adults through chatting, playing games, sharing pictures, music

etc.

Social media sites are one of the most interesting technological phenomena that
attracts people’s attention. Different social media sites are visited by people from all around the
world. These kind of sites are semi-structured and they give opportunity to individuals to publish

their personal information (Tektas, 2014, p. 854).

According to the data gathered from TUIK 2013, 73% of individuals who have

internet access use internet in order to participate social networks (Ozdemir, 2015).

1.1 Social Media

Social media is an application area which gives possibility people to share
information, their ideas, perspectives and experiences (Sari, 2010, p. 11). There isn’t any
limitation of time and space. Sharings and discussions are the basis. Social media is composed of
social networks and collective groups. Thus, people have opportunities like presenting institutions

or forming new friendships (Vural & Bat, 2010, p. 3351).

Social media has especially appeared after the concept of web 2.0 of internet. Internet
was in form of web 1.0 before. In that case, people could not be active on internet, they just could
benefit from the internet as passive users. When web 2.0 has appeared, people have had the
opportunity to update the internet. So, internet places has occurred like Facebook, Youtube, and

Google (Sar1, 2010, p. 11).
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New places, which give people chance to socialize, has arised with fast information
sharing. So, the popularity of social networks has increased and people have started to
communicate in every way by means of these networks. These changes deeply affect
interpersonal relations, communication among people, the continuum of socialization, the way

people live and people’s interactions with environment (Karagiille & Cayci, 2014, p. 2).

Social media sites can also be defined as artificial environments that people can share
their profiles. Social network sites like Facebook and MySpace, data sharing sites like Youtube
and Instagram, users blogs such as Webblog and Blogger, and information sites like Wikipedia

can be given as examples (Ozgiiven & Mucan, 2013, p. 520).

The first example which is appropriate for social media’s definition is the
SixDegrees.com. The site was founded in 1997 and had properties like creating profiles and
constituting friend lists. By 1998, people had opportunity to see each other’s friend lists. The site
was closed in 2000. In 2001, Ryze was founded which was related with business. In 2002
Friendster, in 2003 LinkedIn, MySpace and Last.FM, in 2004 Flickr and Facebook (for only
Harvard students), in 2006 Twitter and Facebook (all around the world) has come into use

(Ozdemir, 2015, pp. 116-117).

The purpose of the usage of social media differs from person to person. Social media
is a place in which everbody have different expectations, usages and satisfactions. For example,
on one hand social media is a place that some people escape from socializing, stand alone, and
stay as an audience. On the other hand, it is a place for some people that gives opportunity them

to socialize, get approval from and followed by others (Tektas, 2014, p. 853).

It was found that people use social media in order to socialize instead of professional

or educational aims (Power, 2014, p. 896)
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When an individual joins a social network, the first thing that he or she is going to do
is to create a profile. Then, the person contacts with his or her acquaintances via commenting,
poking or sending friendship requests. It is also possible to request for friendship to unacquainted

people (Taylor, 2015, p. 1474).

After sharing a content, people wonder about likes and comments. A user looks at his
or her messages and notifications firstly when he or she accesses his or her facebook account. In
notifications, there is information about who liked or commented on a sharing (Taylor, 2015, p.

1479).

According to the research which was made by Marketing Tiirkiye in 2002, nine out of
ten young people are member of social media forms and spend their half of spare times (4-6 hours
a day) at social media sites. In this research, it was specified that adolescents have more
relationships on social media when it is compared to the real life (Ozgiiven & Mucan, 2013, p.

520).

Social networks decreased the need for face to face interactions. They give chance people to

come together via cyber environments (Karagiille & Cayct, 2014, p. 2).

1.2 Need for Approval

Need for approval is a desire for being approved and favored by others.

It is an emotion that takes place in humanbeings’ nature. Most of the behaviors of
people are related with approval. For instance, actions like passing an exam or trying to get a

degree on a competition are done for getting approval and feeling precious (Sayar, n.d).

It is the desire of being loved and accepted by others that makes people to adjust to
social norms or typical behaviors of a particular group (Taylor, 2015, p. 1475). Being a part of a
group, carrying on a relationship and avoiding from rejections are people’s needs. It means that,

all people have a fear of disapproval (Sayar, n.d).



4

According to the motivation theories, the personal differences in behavior is organized
by two systems. These systems are the approach system and the avoidance system. In approach
system, people are susceptible to award or success. In avoidance system, people are susceptible to

punishment or unsuccess (Rudolph & Bohn, 2014, pp. 376-377).

The personal differences in need for approval were formulated according to approach
and avoidance systems. Need for approval which is approach focused defines revealing the social
rewards that are formed as positive thoughts and are enhance the self-worth. Avoidance focused
need for approval defines avoiding from social punishments which are formed as negative

thoughts and are decrease the self-worth (Rudolph & Bohn, 2014, p. 377).

Social approach motives in adult people are related with being satisfied in social
relations whereas social avoidance motives are related with being lonely and process the social
information in a negative way. It demonstrate that the need for approval causes important
outcomes in interpersonal relations (Rudolph & Bohn, 2014, p. 377). People who has high need

for approval perceive that their close relations progress more difficult and slight (Cramer, 2003).

Belonging and need for love are also mentioned in Maslow’s Hierarchy. They are
related with socialization. After satisfying physiological and safety needs, people steer for
fulfilling their social needs. One of them is the need for belonging and to be loved which is
characterized by forming close relations, being accepted and belonged. The other social need is
the need for value that is characterized by gaining, competing, to be approved and accepted

(Taylor, 2015, s. 1475).

It is more easier for people who has been grew up with the emotion of love to deal
with disapproval. Yet, for people who has deficiencies about love, it is more difficult to handle

disapproval (Sayar, n.d).



1.2.1 Social media and need for approval
According to Plotnik’s comment on the third phase of Maslow’s hierarchy, it is so
significant for adolescents and young adults to contact with others and to be accepted by them.
Because these people are interested in gratifying their needs about love and belonging. Likewise,
in early and middle adulthood, people have expectations about seeing respect, in other words

appreciation of success, approval and social acceptance (Taylor, 2015, p. 1476).

Demand for reputation, appreciation, respect and value are satisfied by being liked by

others for adults (Taylor, 2015, p. 1481).

Approval is an extension of people’s selves. Individuals may create new selves by
means of social media. It is important for people to announce themselves and their existences to as
many people as possible, liked by others and feel that they are valuable and special. These are the

demonstrations of people’s selves. Because everyone wants to be awared by others (Y1ldiz, 2015).

People present themselves by concealing or changing their psychological and physical
displeasures on social media. In this period of time, social media carries out the function which is

creating flawless individuals (Yildiz, 2015).

People do not always submit real information about themselves. They exhibit their
favorable properties whereas they prone to conceal their infavorable features, Thus, there is
always a question mark about what real and unreal is on social media. The desire for approval and
favor is an obstacle for people about submitting their real identities. Because an individual knows
that the missing points about himself or herself will deteriorate the identity that the user wants to

create (Ozdemir, 2015, p. 127).

Individuals share contents that may attract other people’s attention. They also tries to

share nice photos which are favorable (Ozdemir, 2015, p. 114).
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Gangadharbatla (2008) has found that people’s need to belong to others has positive

effects on social media usage.

Beyens and colleagues (2016) conducted a research among adolescents about their
Facebook usage. Results indicated that individuals who would like to belong to a group and/or to

be popular use more Facebook.

1.3 Loneliness

Loneliness is a person’s feeling of being socially isolated. The person also perceives
that social relations are below the desired number of or quality of the relations. Perception is the
key word in there. It means that, people may also live a lonely life and feel lonely even if they

have many social relations (Coyle & Dugan, 2015, p. 1347).

Being lonely and being alone are not the same. Loneliness is not related with outer

conditions, it is a psychological state (Mahajan, 2013, p. 135).

Loneliness is also explained as the deficiency of social relations (Durak & Durak,

2010, p. 988).

It is found that loneliness is slightly related with familial relations, social activities,
life time satisfaction, self esteem, social skills and positive mood. In spite of this, loneliness is
found as highly related with negative mood, anxiety, anger and depression (Durak & Durak,

2010, pp. 988-989).

Researchers has found average to high correlation among loneliness, depression,

cognitive problems and suicide (Aarts, M, & M, 2015, p. 942).

Demographic variables are also found to be effective on loneliness. For instance,
women who has lower income and are less educated, had higher points on loneliness scale when

they were compared with their peers. In another study, it is illustrated that marital status affects
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loneliness in old people. But age and gender found as not effective on loneliness (Durak & Durak,

2010, p. 989).

1.3.1 Social media and loneliness
Individuals have an opportunity to reach every type of information, so the
communication among people has achieved to the global level. This circumstance leads people to
become addict to screens, to get lonelier and to start to grow away from their environment

(Karagiille & Cayci, 2014, p. 3).

The progress of information and communication technologies enhances the level of
loneliness. It can be seen that this circumstance is related with location. People, who spend almost
all of their spare time in front of screens by surfing on internet, leave entertainment places and

prefer new socialization places like social sharing networks (Karagiille & Cayct, 2014, p. 3).

People go internet cafes and though they share the same place, they do not speak to
each other. They only have interaction with computer and this enhances the level of loneliness

(Karagiille & Cayci, 2014, p. 4).

Social networking sites are criticized by people who do research. Because researchers
think that social media usage makes people to less communicate with each other and to be more
lonelier (Rai & Gill, 2016, p. 518). There are significant decreases people’s dual or familial

relationships because of the usage of social media (Karagiille & Cayci, 2014, p. 4).

According to Sheldon, worried and stressed people more prone to use Facebook in
order to fight with loneliness. Because diffedent and fraught people feel more uncomfortable in
face to face relations when it is compared with social relations in cyber net (Ryan & Xenos, 2011,

p. 1659).



8

Turkle argues that the more people spend time on social media the more they get
lonelier. Furthermore, she claims that using social media sites make people to become more

emotionally detached, mentally tired and lonely (Rai & Gill, 2016, p. 518).

Saver and Aysan (2016) conducted a research in order to analyze the relation among
impulsivity, using social media sites and loneliness. The findings revealed that loneliness level of

people rises as their social media usage raises.

According to research conducted by Kross at University of Michigan, using social
media makes people to feel lonesome and declines happiness in large amounts (Rai & Gill, 20186,

p. 518).

Rai and Gill (2016) also found that there is positive correlation between social media
usage and feeling lonely. Research results indicated that social media users feel lonely. Because

they start to be away from face to face relations with their relatives and so they feel lonely.

1.4 Personality Traits

Personality traits are defined as personal propensities that leads particular behavior
patterns in circumstances (Osatuyi, 2015, p. 12). Personality traits are features which causes
people to be different from each other. To illustrate, saying someone that he or she is shy means
that the person is different from outgoing people. Personality traits also define people who are

similar. For instance, shy people get nervous in social circumstances (Larsen & Buss, 2008).

Until early 1980’s, when Big Five model has emerged, many traits in personality

psychology were examined but the results were inconsistent (Osatuyi, 2015, p. 12).

The Big Five model has been developed in order to intensify important characteristics
which are trustworthy among fields. It consists of extraversion, agreeableness, conscientiousness,

neuroticism and openness to experience (Osatuyi, 2015, p. 12).
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Extraversion is a term used to define sociable, energetic, dominant people (Osatuyi,
2015, p. 12). Extrovert people perceive their environments more positive than introvert people
(Bager, 2014, p. 54). These people tend to be more social and pay attention to their friends’ well-

being (Osatuyi, 2015, p. 12).

Agreeableness is defined as being trustworthy, sympathetic, honest and unselfish. In
another words, it is the person’s tendency to show effort to be more aggreeable and less collision
in interpersonal relations (Osatuyi, 2015, p. 12). It is thought that people, who has high points on
agreeableness are more likely to be trustworthy, cooperated, and liked by others. Yet, people who
has low points on agreeableness, are more likely to be tended to debate, not interested in others,

selfish and jealous (Bager, 2014, p. 55

Conscientiousness defines rational, fair-minded, and skilled people. These people are
neat, attentive and show importance to details. They think and analyze before they make up their
mind or form an opinion (Osatuyi, 2015, p. 12). They keep away from demolition and are goal-
oriented. This trait indicates the degree of a person of being success focused, realiable, tidy,
responsible. People who has high levels of responsibility more loyal to their task’s requirements,
prone to take responsibility in case of negative circumstances and consistent in obeying the rules

than people who has low levels of responsibility (Bager, 2014, p. 55).

Neuroticism is defined as being anxious and angry (Osatuyi, 2015, p. 13). In the basis,
there are negative emotions like anxiety, depression and anger. The people who get high points on
neuroticism are more likely to experience these kinds of negative emotions. It is thought that
people who get lower points on this trait are more calm, self-confident and more stable

emotionally (Ulusoy & Durmus, 2011, p. 8).

Openness to experience is being more prone to learn, find out new things, and being
curious (Osatuyi, 2015, p. 13). This trait distinguishes creative and imaginative people from

others. It shows the degree of a person’s demands regarding being idiosyncratic, alteration and
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variation. Individuals with high levels of this trait are open to experience new and interesting
things, have intellectual and creative tendencies, have innovative ideas and have high levels of
imagination (Bager, 2014, p. 56). People who has low tendency to experience new things are

more realistic, more insensitive and have traditional approach (Ulusoy & Durmus, 2011, p. 8).

1.4.1 Social media and personality traits
Facebook is a desirable platform since it gives opportunity to individuals to form new
relations, to conceal unpleasant things, deficiencies and weaknesses and to develop brandnew,

preferable identity (Taylor, 2015, p. 1478).

In research, it is found that personality traits have important role on various
communication and amusement aimed online activities. For instance, extraversion has found that
it is positively related with using internet as an instrument, using social media in an active way
and playing online games. It is also found that individuals with high points on openness to
experience use social media sites frequently, give advices on forms, open blogs and play online

games (Kalmus, Realo, & Siibak, 2011, p. 387).

Research pointed out that people who are withdrawn and have high levels of anxiety in
social environments feel more relax on social networks when it is compared with face to face

interactions (Taylor, 2015, p. 1478).

According the research conducted by Ryan and Xenos, students who are Facebook
users are more extrovert and narcissistic. It is thought that Facebook users most probably develop
loneliness in themselves. Also, it is indicated that people who do not use Facebook more likely to
be choosy, timid, and asocial (Yesil, 2014, p- 77). In another study with students and non-students
have shown that students who took high grades on extraversion and neuroticism have a tendency
having more friends when they were correlated with students who took low grades in neuroticism
and high grades on extraversion. Non-student people who got low points in conscientiousness and

high points in neuroticisim made less friends than the others who got low points in neuroticism.
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Agreeableness is the most powerful agent among personality traits for log ins of students per day

(Sala, Skues, & Grant, 2014, p. 217).

The research made by Ozgiiven and Mucan (2013) indicates that people who are
conscientious, open to experience, and more satisfied from their lives more prone to to use social
media. Despite this, agreeableness and neuroticism were not found to be related with the social
media useage. Yet, according to Taylor (2015), it can be resulted out that introvert people who

cannot satisfy their need for belonging in real life try to fulfill it within cybernet.

Extrovert people have more friends and subscriptions to groups more than introverts.

But, introvert people spend more time on social networks (Taylor, 2015, p. 1478).

People who have narcissistic personality characteristics use Facebook more since it

gives possibility to share photos, update status and advertise themselves (Taylor, 2015, p. 1478).

According to Correa and colleagues, people who are extrovert and open to experiences
more likely to use social media rather than neurotic people. Vice versa, Landers and Lounsbury
pointed out that people who has the characteristic properties such as  agreeableness,
conscientiousness and extraversion do not like using social media so much (Kuo & Tang, 2014, p-

13).

1.5 Social Media and Gender

Social media sites are used by both female and male users. But there may be
differences in usage in terms of gender.

Anderson (2015) conducted a research to learn about which gender uses social media
more. Results revealed that women use social media sites more than men. It is also found that
gender differs on particular sites. For instance, women use F acebook, Instagram and Pinterest

more than men whereas men use discussion forms such as Reddit, Digg, and Slashdot.
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In another study, it is also found that women use social media sites more like
Facebook, Pinterest and Instagram. On the other hand, LinkedIn and Twitter are used by men
mostly. But there is not much difference between the ratio of male users and the ratio of
female users (Duggan, 2015).

According to the results of another study conducted by Thompson and Lougheed,
females are more active on social media sites than males. Conversely, Manjunatha found that
males use more social media than females (Rai & Gill, 2016, p. 519).

1.6 Social Media and Age

Social media usage may vary according to the ages of users. Most of the time, young

adults use more social media sites than older adults.

According to the research conducted by Siyaset, Ekonomi ve Toplum Aragtirmalari

Vakfi (2012) social media usage decreases as the age increases.

The research handled by Duggan (2015) illustrated that people who are with the age
range of 18-29 use more social media. It can be seen that as people get older, they start to use

less social media.

Educause Center for Applied Research reported that the usage of social media changes
in terms of age. It is found that young individuals with the ages of 18 and 19 use more social
media than the participants with the age of 30. Thus, it can be explained as young adults are

more likely to use social media (Rai & Gill, 2016, p. 519).

According to Tektag (2014), 82% of university students and 55% of people who are

under the age of 19 use social networks.

Young adults whom aged from 18 to 31 more prone to use social media. Users who
are under the age of 25 have at least one social media profile (Ozgtiven & Mucan, 2013, p.

518).
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2. Methodology

2.1 The Aim of the Study

The aim of the study was to investigate the effects of need for approval, loneliness, and
personality traits on the frequency of social media usage. The other purpose was to predict
social media usage from participants’ age, gender, marital status, education, loneliness, need

for approval and personality traits. According to these, these hypotheses were developed:
* Itis expected that people who has high need for approval use social media more.
* Itis expected that people who has higher points on loneliness use social media more.
* Itis expected that personality traits have effects on social media use.

3.2 Participants

The data gathered from 150 people. The participants were the individuals who use social
media. The minimum age limit was 18. Purposive sampling technique was used which means

that people who are the most convenient for the solution of the research problem are selected.

Purposive sampling technique is also called as judgmental, selective or subjective

sampling (Purposive Sampling, 2012).

The objective of this technique is to address specific features of a community which will

give the best response to the research questions (Purposive Sampling, 2012).

In this technique, the sample is not exemplify the whole society but can illustrate other

similar groups (Purposive Sampling, 2012).
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3.3 Instruments

The instruments that were used in the research are the sociodemographic information
form which was prepared by the researcher, Five Factor Personality Inventory in order to
evaluate personality traits, UCLA Loneliness Scale to evaluate the level of loneliness and

Dysfunctional Attitude Scale’s subscale which is need for approval.
2.3.1 Sociodemographic Information Form

The form prepared by the researcher. It consisted of sociodemographic information
such as age, gender, marital status, education and occupation. It also included which social

media sites and how much time they are used by the participants.
2.3.2 Five Factor Personality Inventory (FFPI)

FFPI has been developed by Benet-Martinez and John in 1998 in order to evaluate
personality traits. It consists 44 items and it is 5-point likert scale. In the scale, answers range
from strongly disagree to strongly agree. 1 means “strongly disagree” and 5 means “strongly
agree”. It is made up of five factors. These factors are extraversion, neuroticism,
agreeableness, conscientiousness, and openness to experience. The inventory has been
translated into Turkish by Stimer and Stimer in 2005. Reliability coefficients of subscales

were indicated between .64 and .77 (Dogan, 2013, p: 59).
2.3.3 UCLA Loneliness Scale (UCLA-LS)

The scale has been developed by Russell, Peplau and Ferguson in 1978 in order to
measure the level of loneliness. It has been translated into Turkish by Ayhan Demir in 1989.
The scale consists of 20 items and it is 4-points likert scale. Participants are asked to mention
how frequent they experience the circumstances that are mentioned in items (Yiksel, 2002,

pp. 47-48). The items are comprised of the circumstances that indicate the emotions or ideas
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about interpersonal relationships (Unli, 2015, p. 29). Ten of these items are positive and the
other ten are negative statements. Positive items means that the individual is satisfied with
his/her relations; reversely negative items indicate that the individual dissatisfied with his/her
relations. Answers range from “never” to “often” (Demirli, 2007, p. 35). The possible
maximum and minimum points are 80 and 20. Thé higher the point, the higher the level of the

loneliness (Yiiksel, 2002, pp. 47-48).

The validity and the reliability of the scale were tested by Demir at 1989. The
correlation coefficient between Multiscore Depression Inventory’s subscale which is Social
Introversion and UCLA-LS was found as .82; and the correlation was found as .77 between
Beck Depression Inventory and UCLA-LS. Intefnal consistency coefficient was found as .96

and test-retest reliability coefficient was .94 (Unli, 2015, p. 29).
2.3.4 Dysfunctional Attitudes Scale (DAS)

It has been developed by Wiesmann and Beck in 1978. The aim was to evaluate the
frequency of arising of dysfunctional attitudes. The scale has been translated into Turkish by
Sahin and Sahin in 1992. It consists 40 items and it is 7-point likert type (Hamarta &
Demirbas, 2009, p. 243). Internal consistency reliability coefficient was found to be .79 and
the average of total item score was .34 (Oner, 2012, p. 5 54). Test-retest reliability of the scale
was found between .54 and .84 (Kilig, 2010, p. 407). Beck Depression Inventory (BDI) and
Automatic Thoughts Questionnaire (ATQ) were used to test the validity of the scale. The
correlation between BDI and DAS was found as .19 and the correlation between ATQ and
DAS was found as .29. The total score obtained from the scale indicates the excess of
dysfunctional attitudes. Besides the total score, the score obtained from subscales can also be

used (Gékdag, 2014, pp. 65-66). The scale has 4 subscales. These are perfectionist attitude (o

.81), need for approval (o .74), independent attitude (o .26), changeable attitude (o: .10)
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(Oner, 2012, p. 554). The subscale that was used in the research is the need for approval. This

subscale has 11 items and it is 7-points likert scale.

2.4 Procedure

Social media users who are at the age of 18 and over were asked if they want to take

part of the research. Participants who accepted to attend completed the questionnaire.
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3. Results

The goal of the study was to investigate whether there are relations between social
media usage and need for approval, loneliness and personality traits. The other purpose of the
study was to predict social media usage from age, gender, marital status, education,

personality traits, loneliness and need for approval.

Statistical analyses were conducted in regard to the research questions that were

mentioned above and the results were assembled in 3 sections.

First section included descriptive statistics consisted of means and standard deviations
of age, gender, marital status, education, duration of social media usage and the points

obtained from the scales of personality traits, loneliness and need for approval.

In the second section, the relations among age, gender, marital status, education,

personality traits, loneliness and need for approval were investigated.

Third section included the summarization of analyses and results regard to predictions
of social media usage from age, gender, marital status, education, personality traits, loneliness

and need for approval.
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3.1 Descriptive Statistics

Tables were established in order to indicate the results of descriptive statistics and

analysis.

Table 1a

Demographic Properties of Participants

Demographic Properties n %
Gender
Female 83 55.3
Male 67 44.7
Total 150 100
Age
18-28 72 48.0
29-38 53 35.3
39-48 16 10.7
49-60 9 6.0
Total 150 100
Marital Status
Married 57 38.3
Single 92 61.7
Total 149 100

Missing 1
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Table 1b

Demographic Properties of Participants

Demographic Properties n %

Education
Post-Graduate 26 17.3
University 93 62.0
High School 26 17.3
Secondary School 3 2.0
Primary School .3 1.3
Total 150 100

Occupation
Student 39 26.0
Clerk 36 24.0
Self-Employed 18 12.0
Teacher 10 6.7
Other 50 31.3
Total 150 100

The demographic properties of participants were in in tables 1a and 1b.

It can be seen that 55.3% of participants were women and 44.7% of participants were
men. Most of the participants (48%) were in 18-28 age range. 35% of participants were in 29-
38 age range, 10.7% of them were in 39-48 age range and 6% of them were in 49-60 age

range.

Single participants constituted 61.7% of total sample. And the other 38.3% were

married.



20

Participants differ among education levels. Most of them (62%) were at university
level. Post-graduate and high school levels had percentage of 17.3. 2% of participants were at

secondary school level and 1.3% of them were at primary school level.

Student participants constituted 26% of total sample. 24% of participants were clerk,
12% of them were self-employed, 6.7% of them were teacher and the remaining 31.3%

participants had other occupation groups.

Table 2

The Means and Standard Deviations of Age and FFPI, UCLA-LS, DAS Scores of the

Participants

Variables Mean Standard Deviation
Age 31.13 9.27
Extraversion 29.92 4.92
Agreeableness 34.60 5.35
Conscientiousness 34.87 5.40
Neuroticism 21.51 522
Openness 37.37 6.04

Need for Approval 39.05 10.99
Loneliness - 33.31 9.30

Averages and standard deviations of 150 participants among variables were shown in
Table 2. The variables were age, education, subscales of FFPI that are extraversion,
agreeableness, conscientiousness, neuroticism, openness, the subscale of DAS which is need

for approval and loneliness.
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Table 3

Participants’ Daily Social Media Usage

Frequency of Usage n %
Less than 10 min 13 8.7
10-30 min 25 16.7
31-60 min 26 17.3
1-2 hours 34 22.7
3-4 hours 22 14.7
4-5 hours 11 7.3
5-6 hours 10 6.7
6-7 hours _ 2 1.3
More than 7 hours 7 4.7
Total 150 100

Table 3 contained daily social media usage amount of participants. According to the
data, 8.7% of participants use social media less than 10 minutes within a day, 16.7% of them
use 10-30 minutes, 22.7% of them use 1-2 hours, 14.7% of them use 3-4 hours, 7.3% of them
use 4-5 hours, 6.7% of them use 5-6 hours, 1.3% of them use 6-7 hours and the rest 4.7% of

them use social media more than 7 hours within a day.
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Table 4

Social Media Usage of Women and Men

Frequency Women Men Total
n (%) n (%) n (%)

Less than 10 min 7(4.7) 6 (4.0) 13 (8.7)
10-30 min 15 (10) 10 (6.7) 25 (16.7)
31-60 min 12 (8) 14 (9.3) 26 (17.3)
1-2 hours 19 (12.7) 15 (10) 34 (22.7)
3-4 hours 14 (9.3) 8(5.3) 22 (14.7)
4-5 hours 5@3.3) 6 (4.0) 11 (7.3)
5-6 hours 8(5.3) 2(1.3) 10 (6.7)
6-7 hours 100.7) 1(0.7) 2(1.3)
More than 7 hours 2(1.3) 5@3.3) 7(4.7)
Total 83 (55.3) 67 (44.7) 150 (100)

X?=6.684 df=8 p=.571

Daily social media usage amounts of women and men were given in Table 4.
According to the data, most of women (12.7%) and most of men (10%) use social media 1-2
hours a day. When the frquencies of social media usageg of men and women were compared
with Chi-Square analysis, it was found that there was not significant differences between men

and women users.
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Table 5

Social Media Usage Among Age Groups

Frequency 18-28 29-38 39-48 49-60 Total

n (%) n (%) n (%) n (%) n (%)
Less than 10 min 4 (2.7) 4(2.7) 3 (2.0) 2(1.3) 13 (8.7)
10-30 min 8 (5.3) 8(5.3) 4 2.7 5@3.3) 25 (16.7)
31-60 min 10(6.7) 13 (8.7) 3(2.0) 0 (0.0) 26 (17.3)
1-2 hours 14 (9.3) 14 (9.3) 6 (4.0) 0 (0.0) 34 (22.7)
3-4 hours 14 (9.3) 6 (4.0) 0(0.0) 2(1.3) 22 (14.7)
4-5 hours 74.7) 4(2.7) 0 (0.0) 0 (0.0) 11 (7.3)
5-6 hours 8(5.3) 2(1.3) 0 (0.0) 0 (0.0) 10 (6.7)
6-7 hours 1(0.7) 1(0.7) 0 (0.0) 0 (0.0) 2(1.3)
More than 7 hours 6 (4.0) - 1(0.7) 0 (0.0 0(0.0) 7(4.7)
Total 72 (48) 53 (35.3) 16 (10.7) 9 (6.0) 150 (100)

x*=38.477 df=24 p=.031

Age groups were compared in terms of daily social media usage and the results were
in Table 5. There was significant difference among age groups with Chi-Square Analysis.
According to table, 9.3% of participanté who are in the age range of 18-28 use social media 1-
2 hours a day and the other 9.3% of participants of this age group use social media 3-4 hours
daily. Most of the participants (9.3%) who are at 29-38 age group use social media 1-2 hours
a day. Also, 4% of participants who belong to 39-48 age range have daily usage that is 1-2
hours. 3.3% of participants who are at range of 49-60 use social media 10-30 minutes within a

day.
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Social Media Usage of Married and Single Participants
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Frequency Married Single Total

n (%) n (%) n (%)
Less than 10 min 42.7 9(6.0) 13 (8.7)
10-30 min 14 (9.4) 11 (7.4) 25 (16.8)
31-60 min 14 (9.4) 12 (8.1) 26 (17.4)
1-2 hours 12 (8.1) 21 (14.1) 33 (22.1)
3-4 hours 7(4.7) 15 (10.1) 22 (14.8)
4-5 hours 4(2.7) 7(4.7) 11 (7.4)
5-6 hours 1(0.7) 9 (6.0) 10 (6.7)
6-7 hours 1(0.7) 1(0.7) 2(L.3)
More than 7 hours 0(0.0) 7(4.7) 74.7)
Total 57 (38.3) 92 (61.7) 149 (100.0)

x*=14.603 df=8 p=.067

Married and single participants were compared with Chi-Square analysis in terms of

social media usage and ‘the results were shown in Table 6. There was not significant

difference between married and single participants. According to table, 14 married

participants use social media 10-30 minutes and 14 of them have 31-60 minutes of usage. 21

single participants use 1-2 hours daily and 15 of them use social media 3-4 hours within a

day.
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Table 7

Social Media Usage according to Education Level

Frequency of Usage Post- University High Secondary Primary

Graduate School School School

n (%) n (%) n (%) n (%) n (%)
Less than 10 min 2(1.3) 6 (4.0) 5@3.3) 0(0.0) 0(0.0)
10-30 min 5@3.3) 15 (10) 4 (2.7) 1(0.7) 0(0.0)
31-60 min 5@3.3) 18 (12) 3(2.0) 0(0.0) 0(0.0)
1-2 hours 9 (6.0) 17 (11.3) 6 (4.0) 0 (0.0) 2(1.3)
3-4 hours 3(2.0) 14 (9.3) 5@3.3) 0(0.0) 0(0.0)
4-5 hours 1(0.7) 8(5.3) 1(0.7) 1(0.7) 0(0.0)
5-6 hours 1(0.7) 8(5.3) 1(0.7) 0(0.0) 0(0.0)
6-7 hours 0 (0.0) 1(0.7) 1(0.7) 0 (0.0) 0(0.0)
More than 7 hours 0 (0.0) 6 (4.0) 0 (0.0) 1(0.7) 0(0.0)
Total 26 (17.3) 93 (62) 26 (17.3) 3(2.0) 2(1.3)

x?=32.213 df=32 p=.456

Social media usage in terms of education levels were computed via Chi-Square
analysis and the results were shown in Table 7. There was not significant difference among
education levels of participants regarding daily usage. According to table most of post-
graduate people used social media 1-2 hours within a day. Most of the university gradﬁuates
used social media 31-60 minutes daily. Most of the high school graduates had 1-2 hours of
usage within a day. One of the secondary school graduate used social media 10-30 minutes,
one of them used 4-5 hours and the other one used more than 7 hours daily. Two primary

school graduates used social media 1-2 hours.
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3.2 Relations Among Age, Gender, Marital Status, Extraversion, Agreeableness,
Conscientiousness, Neuroticism, Openness, Need for Approval, Loneliness, and Daily
Social Media Usage

Table 8

Relations Among Age, Gender, Marital Status, Extraversion, Agreeableness,
Conscientiousness, Neuroticism, Openness, Need for Approval, Loneliness, and Daily Social
Media Usage

12 3 4 5 6 7 8 9 10 11 12

1.Age - -149-.4527-283"-386" .020 .141 302" -013 -112 .132 -.105
2.Gender - 184" -085 .014 -104-072 .068 -201" 011 .149 .064
3.Marital Status - 109 2247 -140-.195" -208" 017 -.065 -.125 .082
4.Education - -.049 .043 .087 -.014 -.054 221" .225" -.144
S.Daily Social "

- 138 -.074 -245" 117 -.035 -.017 .108
Media Usage
6.Extraversion - 149 142 -160 .310™ -.148-296"
7.Agreeableness - 406 -352" 184" 043 -350™
8.Conscientiousness - =167% 160 .090 -.238%*
9.Neuroticism - =248 136 3117
10.Opennes - -198%-213"
11.Need for "

- - 99

Approval

12.Loneliness -

*p<.05 ** p<.01

Correlation analysis was performed in order to determine the relations among age,
gender, marital status, extraversion, agreeableness, conscientiousness, neuroticism, openness,
need for approval, loneliness and daily social media usage. The results obtained from the

analysis were mentioned in Table 8.
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According to data gathered from Pearson correlation analysis, there was negative
correlation between age and marital status, between age and education, between age and daily
social media usage. Low level of age showed high level of education. Elderly people had low
level of education. When age increased, daily social media use of people decreased. Young
people were more prone to use social media in large amounts. There was positive correlation
between age and conscientiousness which indicated that when age increases the

conscientiousness level of people also increases.

Gender and marital status had positive correlation within Pearson correlation analysis.
Most of women were married than men. Gender had negative correlation with neuroticism

which means that women were more neurotic than men.

In Pearson correlation analysis, marital status had positive correlation with daily social
media use. Single participants use more social media within a day. Marital status had negative
correlation with agreeableness and conscientiousness. Single people were less agreeable and

conscientious than married people.

There was positive correlation between education and openness in Pearson correlation
analysis. High level of education indicated high level of openness. Education had negative

correlation with need for approval. More educated people had low level of need for approval.

Daily social media usage had negative correlation with conscientiousness according to
Pearson correlation analysis. When daily social media usage increased, conscientiousness of

people decreased.

Extraversion had positive correlation with openness according to data gathered from
Spearman correlation analysis. More extraverted people have more openness level. There was
negative correlation between extraversion and loneliness. People who had higher points on

extraversion had lower points on loneliness.
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In Spearman correlation analysis, agreeableness had positive correlation with
conscientiousness and openness. People who were agreeable were also conscientious and
open. There was negative correlation between neuroticism and agreeableness, between
loneliness and agreeableness. When agreeableness increased, the neuroticism level decreased.

Also, loneliness decreased when agreeableness increased.

Conscientiousness had negative correlations with neuroticism and loneliness when
they were investigated with Spearman correlation analysis. When the conscientiousness level

of people increased neuroticism and loneliness level of people decreased.

Neuroticism had negative correlation with openness and positive correlation with
loneliness in Spearman correlation analysis. People who had higher points on neuroticism had

low points on openness. When neuroticism increased the level of loneliness also increased.

Openness had negative correlations with need for approval and loneliness within
Spearman correlation analysis. When openness level of people increased, the level of need for

approval and loneliness decreased.

When the Spearman correlation analysis was conducted, it was found that there was
positive correlation between need for approval and loneliness. The more need for approval

meant the more loneliness of people.



3.3 Findings about Prediction of Social Media Usage

Table 9

Hierarchical Multiple Regression Analysis about Prediction of Social Media Usage
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Variables R R? R? F Sig. F B B t p
Change Change Change
Stage 1 430 .185 .185 8.159 .000
Age -091  -418 -4.747 .000"
Gender -317  -078 -1.008 315
Marital S. 289 .070 817 415
Education -503  -.183 -2309 .022°
Stage 2 497 247 .063 2.314 .047
Age -081 -371 -4.104 .000"
Gender -025 -006 -077 .939
Marital S. 354 .085 1.003 317
Education -452  -164 -2.065 .041°
Extraversion .086 211 2,662 .009
Agreeableness .036 094  1.084 280
Conscientious -057 -153 -1.771 .079
ness
Neuroticism .051 29 1.562 121
Openness -020 -.060 -724 470
Stage 3 501 251 .003 585 446
Age -080 -365 -4.003 .000*
Gender -050 -012 -151 .880
Marital S. 373 .090 1.044 298
Education -430  -.156 -1.924 .056
Extraversion .092 225 2.752  .007°
Agreeableness .040 105 1.168 245
Conscientious -055 -147 -1.690 .093
ness
Neuroticism .046 117 1.375 171
Openness -018 -.055 -658 S1]
Loneliness .014 .064 765 446
Stage 4 501 251 .000 .014 905
Age -080 -365 -4.003 .000"
Gender -050 -012 -151 .880
Marital S. 373 .090 1.004 298
Education -430  -156 -1.924 056
Extraversion .092 225 2,732 007
Agreeableness .040 105 1.168 245
Conscientious -055  -147 -1.690 .093
ness
Neuroticism .046 117 1.375 171
Openness -018 -.055 -658 D11
Loneliness .014 .062 725 470
Need for .002 010  .120 .905
Approval

* p<.05
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Hierarchical multiple regression analysis was performed in order to determine the

predictors of daily social media usage and the results are indicated in Table 9.

At first stage, it can be seen that age, education, gender and marital status predicted
18.5% of the total variance of daily social media usage (F value (8.159) =8.159, p<.01). Age
(B= -.418, p<.01) negatively predicted daily social media use. This shows that increased age
predicts low level of daily usage. The variable also negatively predicted daily usage second
(B=-.371, p<.01) and third stages (B=-.365, p<.01). Education (3=-.503, p<.05) also negatively
predicted daily usage of social media which means that high level of education predicts low
level of usage. The variable has negative prediction on daily usage at second stage (3=-.164,
p<.05), but it lost its influence at third stage (3=-.430, p>.05). However, gender and marital

status had no prediction on daily social media usage at first stage.

At second stage, newly added variable extraversion predicted 6.3% of total variance of
daily social media usage (F value (5.077) =2.314, p<.05). Extraversion (B=.211, p<.01)
positively predicted daily usage. It explains that high level of extraversion predicts more daily
social media usage. The variable (B=.225, p<.01) also positively predicted daily usage at stage
3. Nevertheless, other added variables that are openness, neuroticism and consciousness did

not predict daily usage at second stage.

At third stage, loneliness, which is added later, had no meaningful effect on prediction

of daily social media usage (F value (4.614) =585, p>.05).

At fourth stage, the newly added variable need for approval also didn’t predict daily

social media usage meaningfully (F value (4.166) =.014, p>.05).

The correlations between daily social media usage and predictor variables indicated

that there is negative correlation between daily usage and age (r=-.386), negative correlation
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between education and daily usage (r=-.049) and positive correlation between extraversion

and daily usage (r=.138).

Findings that were resulted from analysis with four stages in order to predict daily
usage of social media indicated that age and education that took part in all stages and
extraversion which is added at the second stage and also took part in third and fourth stages

had prediction on daily social media usage.
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4. Discussion

Social media usage is widespread around the world. People from various countries use
social media in order to express themselves via writings, pictures, comments and so on. They

have opportunity to reach each other from all around the world by means of social media.

Social media usage may vary depending on users’ gender, age groups, marital status

and education levels.

There may be differences in usage of social networking sites in terms of gender.
Manjunatha argued that males use social media rather than females (Rai & Gill, 2016, p. 519).
Adversely, according to Anderson (2015), women use social media more than men.
Additively, Thompson and Lougheed also found that females’ frequency of usage of social
networks more than males (Rai & Gill, 2016, p. 519). Andrew Perrin (2015) was reported that

men and women go online at close paces.

In our research results, there was no significant correlation between gender and daily
social media usage. Gender also had not predicted social media usage in hierarchical multiple
regression analysis. This may be because of almost all participants were working people or
students, therefore they may had nearly same opportunities to go online while working or

studying.

Social media usage differs in terms of age of individuals. It is found that when age
increases, social media usage decreases (Giir, Dalmis, Kirmizidag, Celik, & Boz, 2012). In
addition to this, Educause Center for Applied Research reported that age is a factor on social
media usage. According to this report, young adults with the ages of 18 and 19 use social
networking sites more than the older adults with the age of 30 (Rai & Gill, 2016, p. 519).
According to Ozgiiven and Mucan (2013), people with the age range of 18-31 are more likely

to use social networks.
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In our study, it is also found that young participants were more prone to use social
media than older participants. There was negative correlation between age and daily social
media usage which means that as the. age increases the frequency of usage decreases. In
hierarchical multiple regression ainalysis, age was an impqrtant predictor of social media
usage. Young people need more socialization, to present and express themselves and more
sharing whereas elderly people start to be far away from socializing and presenting
themselves. People also get new respohéibilities as their age increases. For instance, a woman

with a baby has less opportunity to use social media than a woman without a baby.

Siyaset, Ekonomi ve Toplum Aragtirmalar1 Vakfi (2012) reported that married people
are the group who uses social media at least. Similarly, in this research, it was found that
marital status has positive correlation with daily media usage which means that single people
use social media more thaﬁ married people. ’fhis may be because of single people has less
responsibilities within their families when they are compared with married couples. Also,

single individuals may use social media more in order to find partner or romantic relations,

According to the report of Pew Research Center (2015), people with high education
levels are more likely to use social media and the people with low level of education less
likely to go online. In our research, education was found as a predictor of daily social media
usage in hierarchical multiple regression analysis. The direction was negative that means that
high level of education leads low level of social media usage. This may be because of people
with high level of education have less time to go online and have more responsibilities to

fulfill rather than being online in large amounts of time.

In literature, it has been found that need for approval and belonging to a group have
positive effects on social media usage of individuals. According to the data, it has been found

that individuals’ need for belong to other people affect their social media usage positively
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(Gangadharbatla, 2008, p.12). In addition to these results, Beyens and colleagues (2016) have
also found that adolescents who want to be a part of a group or to be popular among their

environment used Facebook more than others.

In this research, it was found that there is not any important relationship between need
for approval and the frequency of social media usage. It also did not predicted daily social
media usage in hierarchical multiple regression analysis. These results may be due to the ages
of participants and their status on the society. Most of them were within the age range of 18-
38 which their need for approval may be lower than adolescent individuals. They were also
students and working people which means they already have social relations in their schools

and workplaces.

Loneliness is also found as an effective factor on social media usage by other
researchers. The research was conducted by Kross at the University of Michigan and the
results have revealed that social media makes people to feel lonelier and less happier (Rai &
Gill, 2016, p. 158). Also, according to the results of the research conducted by Savci and
Aysan (2016), when the frequency of social media usage increases, the loneliness level of
people also increases. Sheldon argues that people with high levels of worry and stress are

more likely to use Facebook to struggle against loneliness (Ryan & Xenos, 201 1, p. 1659).

In this study, loneliness was found not to be related with social media usage. There
was no correlation between loneliness and daily social media usage. Loneliness did not
predicted social media usage in hierarchical multiple regression analysis. Most of the
participants were students and working people. They have already social environment around
them. Thus, they have relations and sharing with others which may lead them to have less

loneliness level.
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When the literature reviewed, it can be seen that personality traits are effective on the

usage of social media sites.

It was found that extraversion and openness have positive effects on social media
usage and online activities (Kalmus, Realo & Siibak, 2011, p. 387). According to Ozgiiven
and Mucan (2013), people who are conscientious, open to new experiences and more satisfied
from their lives are more likely to use social media. Correa and colleagues were also found
that extraversion and openness are more effective on usage of social media rather than
neuroticism.  Conversely, Landers and Loundsbury stated that agreeableness,
conscientiousness, and extraversion have no positive effects on social media usage (Kuo &
Tang, 2014, p. 13). Additionally, according to Taylor (2015), introvert people are more likely

to spend their time on social networks rather than extrovert individuals.

In this research, it was found that there was strong negative correlation between
conscientiousness and daily social media. It means that as the conscientiousness level of a
person increases, the frequency of usage of social media decreases. Because people with high
levels of conscientiousness are more goal oriented and responsible. They focus on their
success and aims in life, so they may prefer to spend their time on these instead of using
social media. They also know their responsibilities in real life and try to fulfill these
responsibilities by spending effort for them. Furthermore, extraversion was found as a
significant predictor of daily social media usage in hierarchical multiple regression analysis.
There was positi.ve correlation between extraversion and daily usage that means that as the
extraversion level of a person increases, the frequency of social media usage also increases.
Because extrovert people have more social life than introvert people. They socialize with
other people in real life rather than cyber life. They go out more and spend their time with
other people within outer environments such as _cafes, pubs, bars, and restaurants. Their face-

to-face relations better than introvert people. Therefore, they have more to share on social
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media and they may use social media in order to be informed about social activities and to

arrange activities.

There were no significant correlation between daily social media usage and the other
personality traits that are agreeableness, extraversion, neuroticism and openness. In
hierarchical ~multiple regressioﬂ analysis, the personality traits agreeableness,
conscientiousness, openness and neuroticism had not predicted daily social media usage. The

only predictor was extraversion among personality traits.
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5. Conclusion

The research was conducted in order to investigate whether loneliness, need for
approval and personality characteristics of individuals influence the frequency of their usage
of social media. The other purpose of the research was to predict usage of social media from
variables such as age, gender, marital status, education, personality traits, loneliness and need

for approval.

When the research results are examined, it can be seen that there wasn’t any
relationship between loneliness and social media usage and between need for approval and
social media usage. There was a negative correlation between social media usage and
conscientiousness among personality traits which means that as conscientiousness increases,
the frequency of usage decreases. Age and marital status were also found as related with daily
social media usage. Age had negative correlation with usage which means that as the age
increases, the usage decreases. Marital status had positive correlation with usage that means

single participants used social media more.

In hierarchical multiple regression analysis, the variables that predicted daily social
media usage were age, education and extraversion. There were negative correlations between
age and daily usage and between education and daily usage. It can be understood that as the
age and education level increases, the frequency of usage decreases. There was positive
correlation between extraversion and daily usage which means as the extraversion increases

the frequency of usage also increases.
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6. Limitations

The research was conducted with adult participants who were over the age of 18.

There may be differences at level of loneliness and level of need for approval of adolescents.

There was not any control to compare the results. The research was conducted only

with participants who use social media.

The social media usage frequency was noted regarding with the declaration of

participants. There was not any electronic record about social media usage times.
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AYDINLATILMIS ONAM

Bu ¢alisma, Yakin Dogu Universitesi Sosyal Bilimler Enstitiisti Uygulamal (Klinik) Psikoloji

yiiksek lisans 6grencisi Deniz Ozmatyatl: Zorba tarafindan gergeklestirilen bir galismadir.

Bu galigmamin amaci sosyal medya kullanan yetiskinlerde onaylanma ihtiyaci, yalmzlik
diizeyleri ve kisilik 6zellliklerini aragtirmaktir. Caligma sonucunda elde edilen veriler
dogrultusunda yiiksek lisans tezinin yazilmasi amaglanmaktadir.

Anket tamamen bilimsel amaglarla diizenlenmistir. Anket formunda kimlik bilgileriniz yer
almayacaktir. Size ait bilgiler kesinlikle gizli tutulacaktir. Caligmadan elde edilen veriler
yalnizca istatistik veri olarak kullanilacaktir. Yanitlarimz igten ve dogru olarak vermeniz bu

anket sonuglarinin toplum igin yararli bir bilgi olarak kullanilmasim saglayacaktir.

Telefon numaraniz anketoriin denetlemesi ve anketin uygulandiginin belirlenmesi amaciyla

istenmektedir.

Yardiminiz igin gok tesekkiir ederim.

Psikolog

Deniz Ozmatyatli Zorba

Yukardaki bilgileri ayrintili bigimde tiimiinii okudum ve anketin uygulanmasin onayladim.

Isim:

Imza:

Telefon:
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BILGILENDIiRME FORMU

KUZEY KIBRIS TURK CUMHURIYETI’NDE SOSYAL MEDYA KULLANAN
YETISKINLERDE ONAYLANMA iHTIYACI, YALNIZLIK VE Ki$iLiK
OZELLIKLERI BAKIMINDAN INCELENMES

Bu calismanin amaci sosyal medya kullanan yetiskinlerde onaylanma ihtiyaci, yalmzlik
diizeyleri ve kisilik ozellliklerini aragtirmaktir. Caligma sonucunda elde edilen veriler

dogrultusunda yiiksek lisans tezinin yazilmasi amaglanmaktadir.

Bu c¢alismada size bir demografik bilgi formu ve bir dizi Olgek sunduk. Demografik bilgi
formu sizin yas cinsiyet gibi demografik &zellikleriniz hakkindaki sorulars icermektedir.

Olgekler ise onaylanma ihtiyacini, yalmzlik diizeyini ve kisilik 6zelliklerini Olgmektedir.

Daha 6nce de belirtildigi gibi, Olgeklerde ve goriismelerde verdiginiz cevaplar kesinlikle gizli
kalacaktir. Eger ¢alismayla ilgili herhangi bir sikayet, gériis veya sorunuz varsa bu calismanin
aragtirmacisi olan Deniz Ozmatyatli Zorba ile iletisime gegmekten liitfen ¢ekinmeyiniz
(denizozmatyatli89@gmail.com, 0392 223 64 64).

Eger bu galismaya katilmak sizde belitli diizeyde stres yaratmissa ve bir danigmanla
konusmak istiyorsaniz, iilkemizde ticretsiz hizmet veren su kuruluslar bulunmaktadir:

Eger tniversite &prencisiyseniz, devam ettifiniz {iniversitede Psikolojik Danigmanlik,
Rehberlik ve Arastirma Merkezine (PDRAM) bagvurabilirsiniz.

Eger 6grenci degilseniz, Baris Sinir ve Ruh Hastaliklar1 Hastanesine bagvurabilirsiniz.

Eger aragtirmanin sonuglariyla ilgileniyorsamiz, aragtirmaciyla iletigime gegebilirsiniz.

Katildigimiz igin tekrar tesekkiir ederim.
Psikolog,

Deniz Ozmatyatli Zorba,

Uygulamali (Klinik) Psikoloji,

Yakin Dogu Universitesi,

Lefkosa.



Yas:

SOSYODEMOGRAFIK BiLGi FORMU

Cinsiyet:

Medeni Durum:

Egitim Seviyesi:

Meslek:

Kulland1giniz sosyal medya sitelerini isaretleyiniz.

a
O
g
O
g

Facebook
Twitter
Instagram
Youtube

Diger (belirtiniz):

Bir hafta igerisinde sosyal medya kullanimiz hangi sikhiktadir?

O
O
g
O

Her giin

2 giinde bir

Haftada 2 ya da 3 kez
Haftada 4 veya 5 kez
Diger (belirtiniz):

Giin igerisinde sosyal medyada ne kadar vakit geciriyorsunuz?

O

s o o Y o R o |

10 dk.dan az

10-30 dk.

31-60 dk.

1-2 saat

3-4 saat

4 -5 saat

5-6 saat

6-7 saat

7 saatten fazla (belirtiniz):

45
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BES FAKTOR KIiSILIK ENVANTERI

Asagida sizi kismen tanimlayan (ya da pek tanimlayamayan) bir takim &zellikler
sunulmaktadir. Ornegin, bagkalar: ile zaman gegirmekten hoslanan birisi oldugunuzu
diistintiyor musunuz? Liitfen asagida verilen dzelliklerin sizi ne oranda yansittigini ya da

yansitmadigini belirtmek i¢in sizi en iyi tanimlayan rakami her bir ozelligin yanina yaziniz.

1 = Hig katilmiyorum

2 = Biraz katilmiyorum

3 = Ne katiliyorum ne de katilmiyorum (kararsizim)
4 = Biraz katiliyorum

5 = Tamamen katiliyorum

Kendimi ........ biri olarak gérityorum _
1. Konugkan ___ 23. Tembel olma egiliminde olan

_ 2. Baskalarinda hata arayan — 24.Duygusal olarak dengeli, kolayca keyfi
kagmayan

__ 3. Isini tam yapan ___ 25.Kesfeden, icat eden

__ 4. Bunalimli, melankolik — 26. Atilgan bir kisilige sahip

— 5. Orijinal, yeni gériisler ortaya koyan _ 27.Soguk ve mesafeli olabilen

___ 6. Ketum/vakur — 28. Gorevi tamamlanincaya kadar sebat
edebilen

7. Yardimsever ve ¢ikarci olmayan — 29. Dakikasi dakikasina uymayan

___ 8.Biraz umursamaz _ 30. Sanata ve estetik degerlere Snem veren

— 9. Rahat, stresle kolay bas eden __31. Bazen utangag, ¢ekingen olan

__10. Cok degisik konular: merak eden — 32. Hemen hemen herkese kars: saygili ve
nazik olan

__ 11. Enerji dolu ___ 33.Isleri verimli yapan

__ 12, Bagkalanyla siirekli didisen ___ 34. Gergin ortamlarda sakin kalabilen

— 13. Giivenilir bir ¢alisan ___ 35.Rutinisleri yapmayi tercih eden

___ 14, Gergin olabilen __ 36. Sosyal, girisken

— 15. Mabharetli, derin diisiinen __ 37. Bazen bagkalaria kaba davranabilen

__ 16. Heyecan yaratabilen __38.Planlar yapan ve bunlar takip eden

— 17. Affedici bir yaptya sahip __ 39.Kolayca sinirlenen

—18. Dagmik olma egiliminde ___ 40. Dtistinmeyi seven, fikirler
gelistirebilen

_19. Cok endiselenen ___ 41. Sanata ilgisi ¢ok az olan

_ 20. Hayal giicii yiiksek ___ 42. Bagkalariyla isbirligi yapmayi seven

__ 21. Sessiz bir yapida __ 43.Kolaylikla dikkati dagilan

— 22. Genellikle baskalarina giivenen _ 44. Sanat, miizik ve edebiyatta ¢ok bilgili

Liitfen kontrol ediniz: Biitiin ifadelerin Oniine bir rakam yazdiniz m1?
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FONKSIYONEL OLMAYAN TUTUMLAR OLCEGI - ONAYLANMA IHTIYACI
ALT OLCEGI

Liitfen HER CUMLEY] ayni ayri dikkatle okuyup, bunlara ne kadar kanldiginiz belirleyin.
Ifadelere kendi katilma derecenizi, cevap béliimiindeki sayiardan birinin iizerine X)
isareti koyarak belirleyiniz. Her tutum icin sadece BIR isaret koymaya ézen gosterin.
Insanlarin hepsinin kendine 6zgii diisiinceleri oldugundan, burada dogru ya da yanlis diye
bir yanit s6z konusu degildir. Liitfen segimlerinizin SIZIN GENEL OLARAK nasil
diigiindiigiiniiz yansitmasina ézen gosterin.

1. Bagkalarmm benim hakkimdaki diisiinceleri bir insan olarak degerimi biiyiik
olciide belirler.

@Hig katilmiyorum @Biraz katiliyorum
@Cok az katiliyorum ®Oldukga katiliyorum
®Ender olarak katiliyorum ®Genellikle katiliyorum

@Tiimiiyle katiliyorum

2. En azindan bir y6niimle bagarih degilsem, degerli bir insan sayilmam.

@Hig katilmiyorum @Biraz katiliyorum
@Cok az katiliyorum ®Oldukga katiliyorum
®Ender olarak katiliyorum ®Genellikle katiliyorum

@Tiimiiyle katiliyorum

3. Insanm degerli biri sayilmasi icin iyi fikirleri olmas: gerekir.

®Hig¢ katilmiyorum @Biraz katiliyorum
@Cok az katiliyorum ®O0ldukga katiliyorum
®Ender olarak katiliyorum ®Genellikle katiliyorum

@Tiimiiyle katiliyorum

4. Bir hata yaptigim zaman bundan rahatsiziik duymam gerekir.

@Hig katilmiyorum @Biraz katiliyorum
@Cok az katiliyorum ®Oldukga katiliyorum
®Ender olarak katiliyorum ®Genellikle katiliyorum

@Tiimiiyle katiliyorum

5. Insanin kendisi i¢in 6nemli olan kisiler tarafindan onaylanmamasi ¢ok kétiidiir.

@Hig katilmiyorum @Biraz katiliyorum
@Cok az katiliyorum ®Oldukga katiliyorum
®Ender olarak katiliyorum ®Genellikle katiliyorum

@ Tiimiiyle katiliyorum

6. Insanmn mutlu olabilmesi icin dayanabilecegi, giivenebilecegi baska insanlarin
olmasi gerekir.

®Hig katilmiyorum @Biraz katiliyorum
@Cok az katiliyorum ®Oldukga katiltyorum
®Ender olarak katiliyorum ' ®Genellikle katiliyorum

@Tiimiiyle katiliyorum
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7. Diger insanlar tarafindan sevilmedik¢e mutlu olamazsin.

@Hig katilmiyorum @Biraz katiliyorum
@Cok az katiliyorum ®O0ldukga katiliyorum
®Ender olarak katlhyorum_ ®Genellikle katiliyorum

@Tiimiiyle katiliyorum

8. Mutlulugum kendimden ¢ok diger insanlara baghdir.

OHig katilmiyorum @Biraz katiliyorum

@Cok az katiliyorum ®O0ldukga katiliyorum

®Ender olarak katiliyorum ®Genellikle katiliyorum
@Tiimiiyle katiliyorum

9. Baska insanlarm benim hakkimda ne diigiindiikleri benim i¢in 6nemlidir.

OHig katilmiyorum @Biraz katiliyorum

@Cok az katiliyorum ®0ldukga katiliyorum

®Ender olarak katiliyorum ®Genellikle katiliyorum
@Tiimiiyle katiltyorum

10. Bagkalarindan ayri olmak eninde sonunda mutsuzluga yol agar.

@Hig katilmiyorum @Biraz katiltyorum

@Cok az katiliyorum ©Oldukga katiliyorum

®Ender olarak katiliyorum ®Genellikle katiliyorum
@Tiimiiyle katiliyorum

11. Bir bagka insan tarafindan sevilmesem de mutlu olabilirim.

OHig katilmiyorum @Biraz katiliyorum
@Cok az katiliyorum ®O0ldukga katiliyorum
®Ender olarak katiliyorum ®Genellikle katiliyorum

@Tiimiiyle katiliyorum
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UCLA YALNIZLIK OLCEGi

Asagida gesitli duygu ve diistinceleri igeren ifadeler verilmektedir. Sizden istenilen her ifade
de tanimlanan duygu ve diistinceyi ne siklikta hissettiginizi ve diistindiigiiniizii her biri igin
tek bir rakamu daire igine alarak belirtmenizdir.

Ben bu Ben bu Benbu | Benbu
durumu durumu durumu | durumu
HIC NADIREN | BAZEN | SIK SIK
yasamam | Yasarim Yasarim | Yasarim
Kendimi ¢evremdeki insanlarla uyum 1 2 8 4
iginde hissediyorum
Arkadagim yok 2 3 4
Bagvurabilecegim hi¢ kimsem yok 2 3 4
Kendimi tek baginaymigim gibi 1 2 3 4
hissetmiyorum
Kendimi bir arkadas grubunun bir pargast 1 2 3 4
olarak hissediyorum
Cevremdeki insanlarla bir ¢ok ortak 1 2 3 4
yoniim var
Artik hi¢ kimseyle samimi degilim 1 2 3 4
Igilerim ve fikirlerim paylasilmiyor 1 2 3 4
Disa déniik bir insanim 1 2 3 4
Kendimi yakin hissettigim insanlar var 1 2 3 4
Kendimi grubun digina itilmig 1 2 3 4
hissediyorum
Sosyal iligkilerim yiizeyseldir 1 2 3 4
Hig kimse gercekten beni iyi tammiyor 2 3 4
Kendimi diger insanlardan soyutlanmug 1 2 3 4
hissediyorum
Istedigim zaman arkadas bulabilirim 1 2 3 4
Beni gercekten anlayan insanlar var 1 2 3 4
Bu derece igime kapanmis olmaktan 1 2 3 4
dolay1 mutsuzum
Cevremde insanlar var ama benimle 1 2 3 4
degiller
Konusabilecegim insanlar var 2 3 4
Derdimi anlatabilecegim insanlar var 2 3 4




50

Kisisel Bilgiler
Isim: Deniz OZMATYATLI ZORBA
Dogum Tarihi : 23.07.1989 Uyrugu : KKTC

Tel. No. : 223 9351 Cep Tel. No. : 05338423080

E-mail Adresi : denizozmatyatli89@gmail.com  Ehliyet: D Sinifi

Amag

Meslek etiklerine ve galistigim sirket/kurum etiklerine bagli kalarak, insanlarin problemlerini
¢bzmelerinde yardimei olmak, onlara psikolojik destek saglamak ve gdrevimi en iyi sekilde yerine

getirerek hem kariyerimi hem de galigtigim sirketi/kurumu en iyi seviyeye tasimak
Akademik
2014-2017: Yakin Dogu Universitesi, Lefkosa

Klinik Psikoloji Yiiksek Lisans1 (MSc.)

2007-2011: Dogu Akdeniz Univeresitesi, Magusa
Yiiksek Seref ve Boliim Birinciligi Statiisiiyle Mezun (BSc.)
Psikoloji Boliimii_
Diploma Derecesi: 3.94

2003-2007: Biilent Ecevit Anadolu Lisesi, Lefkosa

Yabanci Dil Boliimii

Diploma Derecesi: Pek Iyi

2000-2003: Degirmenlik Lisesi- Orta Boliimii, Degirmenlik
Diploma Derecesi: Pek Iyi

1994-2000: Degirmenlik flkokulu, Degirmenlik
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Is Deneyimi

Eyliil 2008-Subat 2010: Dogu Akdeniz Universitesi Psikolojik Danismanlik ve Rehberlik Aragtirma
Merkezi’nde 6grenci asistan olarak gorev aldim.

Aralik 2011-Kasim 2012: Lazer Goz Merkezi’nde sekreter olarak gorev aldim

Ocak 2016 — Haziran 2016: Yakm Dogu Egitim ve Aragtirma Hastanesi’nde stajyer psikolog olarak

gorev aldim.

Kongreler/Seminerler

» XIV. Ulusal Psikoloji Ogrencileri Kongresi — Istanbul (Temmuz 2009)
» XV. Ulusal Psikoloji Ogrencileri Kongresi — Ankara (Temmuz 2010)
> Ozel Egitim Merkezi Semineri

> DAU- Psikoloji Giinleri Seminerleri (2007-2011)

Egitimler

»  Peri Masallar: Testi Egitimi (2014-201 6)

Yaratici
Bilgisayar Bilgisi
» Microsoft Word Callskan
> Microsoft Powerpoint
> SPSS
Saygili
Yabanci Dil
> Ingilizce (fyi) Disiplinii
Tigi Alanlan
> Kitap okumak Takim Ruhuna
> Sinema ve tiyatroya gitmek Sah ip
» Psikolojik seminerlere katilmak
» Miizik dinlemek
» Tarihi yerleri ve dogay1 gezmek
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