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Abstract

Nowadays social network such as Facebook, has leeec@ry popular online
communities. These social networks are focus omirghgeople’s interests and
activities. There are many impacted factors on tise of social network.
Furthermore, not only the impacted factors that entlle differences on use of it
but also the user personality traits play as aifsegmce role of shaping their
behavior of usage. While many studies concentratecomparing between
Introversion and Extraversion, in fact people hawnbined more than one
personality in themselves. They may have the ldgzbsonality but more likely
to share between each personality. This researtnds to find out the
segmentation in term of usage behavior of Facebwokh based on Big-Five
personality traits. Therefore factor analysis isdjdollowing by cluster analysis
and testing the hypothesis by Chi-square test.rdedtal sampling technique will
be used for data collection process.

Keyword: Big-Five personality traits, Social Network, Cluster Analysis,
Facebook

JEL Classification: O3

1. INTRODUCTION

Without any questions the number of Facebook’ usersThailand are
increasingly every year. In October 2009, the Faokhusers are still less than 1.5
million (http://facebookblog.in.th/2009/10/asia-&ook-users-in-october/), being
4.6 million in August 2010 (http:/facebookblogti’2009/10/asia-facebook-
users-in-october/) and currently having approachib@ million this year
(http://www.socialbakers.com/facebook-statisdiegith the rank of 19 for entirely
country that are using Facebook. Facebook has lbsed not only as the
marketing tool for many years, but also being useincrease productivity
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(Bennett, et al., 2009; Ferreira and Plessis, 2088)ployees satisfaction and
culture (Bennett, et al., 2009; Pitt and Benned)&), increase core competency
for SME organization (Laere and Heene, 2003). Taewustand the personalities of
people who use the Facebook will be benefit forkatar to be able to segment
the product or advertising that can be matchingp whte Facebook users profile
(Golbeck, et al., 2011). Nevertheless, some joistsainention that Facebook can
be used as the tool to evaluate the people withouting the personality trait test
(http://www.balpreetkaur.com/facebook-can-serveasonality-tesj/ The
guestion is to analyze the users’ profile of thedbmok can be used as a
substitution of testing on personality trait or .n@herefore, to understand the
Facebook users’ behavior, it still requires analgziheir personality.

2. LITERATURE REVIEWS
2.1 Personality Traits

Personality has been used as the predictors of inbet@avior for long time. This
is because it is classified as “the relatively emdpupattern of thoughts, emotions
and behaviors that characterize a person along thihpsychological process
behind those characteristics” (McShane and Von d@@lin2010, p. 38), while

personality traits are being classified as the dasimponent of personality
(Slocum and Hellriegle, 2007). Although, the pesddipn traits have been

explored into many, “Big Five” personality is onétbe successful that is being
used in many studies (Golberg, 1990; Wehrli, 200&jmeri, et. al, 2010). Big-

Five Personality factors consist of extraversiorguraticism, agreeable,
intellectual openness and conscientiousness.

Figure 1: Big Five personality

Emotional stability/ Neuroticism

(Stable. confident. effective) (Nervous. self-doubting. moody)

Extraversion

(Gregarious . energetic. self-dramatizing} (Shy. unassertive. withdrawn)

Conscientiousness
(Planful. neat. dependable) (Impulsive. careless.irresponsible)

Agreeableness
(Warm. tactful. considerate) {Independent. cold.rude})

Intellectual Openness
(Imaginative. curious. original) (Dull. unimaginative. literal-minded)

Source: Adopted from Hellriegel and Slocum (2004)
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2.2 Personality traits and Facebook users’ behavior

Self disclosure is “any information that individuebmmunicate (verbally or
nonverbally about themselves to others” (Slocum Hedriegel, 2007; p. 240).
According to Altman and Taylor, 1973; Cozby 1978diin Bateman, et al.,
(2011), self-disclosure can be identify in termawhount, depth and duration.
Profile in Facebook is one of the sections thaateel much on the personal
information which would be shared or seen online.tl$ privacy and personal
identities are question marks on how far the irdiral would like to disclose their
own identities. Douglas and Mcgarty (2002) mentadout people are willing
to reveal their information in the online network Bacebook rather than face to
face contact.

As extraverted persons are having high social tasliwhile introverted persons
are in opposite, the study of Amichai-Hamburger aatleague, (2002) cited in

Ross, et. al., (2008) supported that introvertesqes are more likely to show
their real attitudes or habits in online societythsre are more comfortable.
Furthermore, Landers and Lounsbury (2006) agreadidlv extraversion persons
have a difficult for making a relationship offlink.could be said that the extrovert
people are more likely to reveal their personalonmfation (Landers and

Lounsbury, 2006; Sheldon, 2008) having the numlbdriends (Sheldon, 2008)

being a center for friends and also play significate on social network (Webhrli,

2008; Ross et al., 2009) rather than being heaey (&heldon, 2008; Ross et al.,
2009; Harbaugh, 2010). While, Hardie and Tee (2@87nd the high extraverted
trait users are less internet user, Wolfradt atl 2001) also found that this

traits is only associated with interpersonal comitation not for the level of

usage.

Ross et al. (2009) found that high neuroticism qessprefer to disclose their
personal information through the wall and low oseshjoy with the photos as
they believe it revealed more information than thell. The high level of
neuroticism are associated with the high usagentdrnet and addicted one
(Hardie and Tee, 2007; Wolfradt and Doll, 2001papend more time in social
network (Wehrli, 2008; Ross, et al., 2009). Fumhere, the high level of social
anxiety which could be a part of neuroticism alearfd in the high Facebook
usage (Sheldon, 2008).

The conscientiousness persons are negatively éongtt use and other types of
communications (Butt and Phillips, 2008) avoid sesi Facebook (Wehrli, 2008).
While Ross et al., (2009) found no significant e Facebook users from both
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conscientiousness and agreeableness traits buttmavelationship with openness
traits. Nevertheless, one person may share maredhe personality therefore; it
may need to cluster the group to find out on tloairrelation with Facebook
behavior.

According to literature review, this research wllé tested in four research
guestions. All of them will be tested as the foliog:

Research question 1: There are the differencesnformation disclosure between each
personality traits clusters.

Research question 2: There are the differencesaialsinteractive between each personality
traits clusters.

Research question 3: There are the differencesiviaqy setting between each personality
traits clusters.

Research question 4: There are the differencesagaitime between each personality traits
clusters.

3. METHODOLOGY
3.1 Participate and procedures

This research conducted the survey for 420 respasdey using the judgment

sampling technique and classify as the exploratesgarch design. The screening
guestion was asked to clarify the unit of analysisrder to make sure that they
have only one Facebook account. This is becauspetihygle who have more than

one account may use each account for differencpogarand not really shown

their own self in the way of using that Facebookoamt.

There are three sections of the questionnaireshauie the questions related to
Facebook usage behavior (4 questions), persorsalitgits (25 questions with an
interval scale 6) and demographic information (ésiions). For usage behavior
are defined in terms of information disclosure (nmathscale with can be selected
more than 1 up until 8), social interactive (nonhiee@ale with can be selected
more than 1 up until 6), privacy setting (nominele with can be selected only
1) and usage time (open end with the number of teswwse per day). The
personality traits have five personality questi@ss extraversion, neuroticism,
openness, agreeable and conscientiousness. Fitalgemographic information
in this study is gender, age, status, educatiocymattion and income.

Self-administered was used for collecting the d#s.the personalities traits
guestions may cause some uncomfortable for sonpomdents if it is asking
through the online because it can identify backhi respondents. To avoid the
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homogeneity issue, quota the area was used. Trstioueaires were distributed
at 420.

After cleaning the data there were only 405 whiell lsompleted in all section.
Therefore, the data analysis is based on the &pnelents which still are able to
handle the 95% confidential level of the sample.size reliability of the study is
0.761 which is acceptable as is over than 0.7 fpiogatory research (Zikmund,
2003; Davis 2005).

3.2 Data analysis

Regarding to Facebook usage behavior, they coneist®ur questions; two

multiple response questions, one multiple choicestjan, and one open-end
guestion. In order to create two new variables fromo multiple response

guestions; information disclosure and social irdtBve; summated scale were
applied to each questions. For information disdlesiis summated scale ranges
from 1 to 8. The scales of 4 or lower are clasgifis low information disclosure.

While the scales of 5 or higher are categorizeligts information disclosure.

As the same manner, the summated scale of soteahative ranges from 1 to 6.
It is classified as low social interactive if thalwe summated scale is between 1
and 3. Also, the scales of at least 4 are categmras high social interactive.
According to one open-end question mentioned tgeisane in minutes, it can be
classified into two categories; low usage (at n@stminutes per day) and high
usage (more than 60 minutes per day).

Demographic of this study is 38% male and 62% femadje group less than 20
years at 14.6%, 20 to 30 years at 57.3%, 31 taed@dsyat 23.7%, 41 to 50 years at
3.7% and more than 50 years at 0.7%. Meanwhile2%6s single, 13.1% is
married and 0.7% is divorce. Education levels angotha degree (2.7%),
bachelor degree (73.1%), master degree (22.7%}obcdegree (0.7%) and
other 0.7%). Occupations of this study are govemninudficer (0.2%), public
officer (3.7%), employees (58.5%), business owtes%), students (30.4%) and
other at 5.7%. The final demographic of this stiglincome level with less than
10,000 baht (25.9%), 10,001 to 30,000 baht (47.980)001 to 50,000 baht
(19.8%) and more than 50,000 baht at 6.4%.

Moreover this study has three analytical technidfieesanalyzing the data. The
first statistical method is exploratory factor aysa$. The main application of this
technique is to detect structure in the relatigpsHietween variables and also
reduce the number of variables. Hatral. (2010) suggest that a statistically
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significant of Bartlett’'s test of sphericity muse lpresented to indicate the
presence of correlations among the questions. Meredaiser-Meyer-Olkin
Measure of Sampling Adequacy (KMO) value must esdces to quantify the
degree of intercorrelations among the questions ted appropriateness of
exploratory factor analysis. For communality, ildue must be higher than 0.5 to
indicate that the questions are suitable to beided in factor analysis.

Begin with 25 questions of personality’s traitse tfactor analysis is conducted
with principal component analysis extraction andinsax rotation. There are 6
components were extracted with 57.624% of totalanae explained. The results
also show the significant of Bartlett’s test of sphity (sig. < 0.05) and the value
of KMO of 0.840. It confirms that 25 questions oérgonality’s traits are

appropriate for conducting the exploratory factoalgsis. However, there are 5
guestions with communality of less than 0.5 (rafrgen 0.389 to 0.493). These
guestions must be discarded one by one from tHgsasa

After 7 iterations of factor analysis, there aréydkB questions left in the analysis
with communalities range from 0.535 to 0.753. TlatBtt's test of sphericity is
significant at 0.05 (sig. = 0.000) and also indic#ihat there are correlations
among these 18 questions. The value of KMO is 0.8Rfch indicate the
meritorious sampling adequacy. Furthermore, theee 5a components can be
extracted with 62.877% of total variance explain€bhmponent 1 has factor
loadings range from 0.643 to 0.742 and can be redaas Conscientiousness.
Component 2 has factor loadings range from 0.53& 765 and can be renamed
as Openness. Component 3 has factor loadings feorged.676 to 0.820 and can
be renamed as Agreeableness. Component 4 has lf@atongs range from 0.784
to 0.851 and can be renamed as Neuroticism. At tamshponent 5 has factor
loadings range from 0.720 to 0.732 and can be redams Extraversion.
Therefore, five new variables of personality’stgare created.

Secondly, cluster analysis was analyzed for segatient the personality of
respondents in Facebook users. Haial. (2010) described that there are two
types of clustering techniques as Hierarchical tehusg and K—means Clustering.
In this research, the recommend clustering tectaigik—means Clustering. The
result was shown that the appropriate number ddteting are 4 clusters. The
personality of each cluster has shown on the figurd=inally, chi-square was
used to test the hypothesis of the differences éatwFacebook usage behavior
and each cluster of the personality (see table 2).

430



INTERNATIONAL JOURNAL OF SOCIAL SCIENCES AND HUMANTY STUDIES
Vol 3, No 1, 2011 ISSN: 1309-8063 (Online)

Figure 2: Final Cluster Centers

Source: Developed for this study
Note: The standardized value is meaning for tHidetéds based on the figure 2. The ranges of
standardized value are between -1 and 1.

Cluster 1: Positive level on openness, conscientiousness,awxsion,
neuroticism (high emotional stability) with negatilevel on agreeableness. Then
the cluster personality is imaginative, neat, aderiit, energetic and difficult for
agreeableness; age group between 20-30 years, Itiactegree being office
employees and income between 10,000- 30,000 THati Bais group represents
the new graduations who are working less than fpears with energetic,
emotional stable and very much believe in themselve

Cluster 2: Negative level on conscientiousness, openness,eageness,

neuroticism (emotional instability) and positive ewtraversion. This cluster is
careless, unimaginative, cold, nervous and selfdtezing with majority female,

age group between 20-30 years being students furebmr degree and income
less than 10,000 Thai Baht. As being students, dhosip leads personality is,
think about only themselves with preference of abcbut still getting nervous or
do not understand themselves.

Cluster 3: Positive level on agreeableness, openness but inegatvel on
conscientiousness, neuroticism and extraversionis Tdluster is original,
considerate, impulsive, self-doubting and shy wiithjority female, age group up
to 40 years being office employees with bachelgrele and income up to 50,000
Thai Baht. This group seems to be shy and moodasity to accept any other
people idea.
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Cluster 4: Positive level on conscientiousness, agreeablenessaroticism
(emotional stability) and extraversion but negatigeel on and openness. The
persons who are dependable, considerate, emotesfeative, self-dramatizing
and unimaginative with majority female, age groypta 40 years being office
employee, master degree and income up to 50,0@0 Baht. This group is
confident female with less likely to accept the ndea.

3.3 Results and Discussion

According to the result from cluster analysis, éhare four clusters for testing the
association with usage behaviors. Chi-squareqj8sis used for testing the four
of null hypotheses as shown in table 2.

Table 2: The hypotheses testing results

Significant
(2-sided)
It-)|0#1 There are no differences ip info_rmation disclosure 0.965 Do not rejected s

etween each cluster of personality traits.

Hox There are no differences in social interactiveveen
each cluster of personality traits.
Hosz There are no differences in privacy setting betw
each cluster of personality traits.
Hoss4 There are no differences in usage time betweeh
cluster of personality traits.

Source: Developed for this study

Hypotheses Results

0.584 Do not rejected dzb

Fe 0.654 Do not rejected gk

Fac 0.018 Rejected 4

According to Table 2, k1 Hos2 Hoxs Were not rejected with the significant value
higher than 0.05, only,.,was rejected. Consequently, the RQ 1; RQ 2 an@RQ
can be explained as the cluster of personalitystidid not cause any differences
in information disclosure, social interactive amivacy setting. Meanwhile, the
result ofHy, shown that each clusters of the personality tnaise differentiate
behavior of usage time on Facebook (see tabla Bgrefore, the answer for RQ4
is the cluster of personality traits can make ftifieidnce in the usage time. Table
3 is explained the detail of how each cluster groap been low or high Facebook
usage.

According to table 3, the cluster of groupl whicvé the lead personality traits
of openness and extraversion is being low usad®.a226. This can be supported
by the research of Sheldon (2008); Ross et al.09ROHarbaugh, (2010);
Wolfradt and Doll (2001) that extraversion traits not the people who spend
more time in Facebook.
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Table 3: The cluster groups and Facebook usage ten

Crosstab

USE

Low High Total
Cluster 1 Count 59 25 84
Number % within Cluster
of Case Number of Case
2 Count 35 39 74
% within Cluster
Number of Case
3 Count 60 55 115
% within Cluster

70.2% 29.8% 100.0%

47.3% 52.7% 100.0%

Number of Case 52.2% 47.8% 100.0%

4 Count 71 61 132

% within Cluster

Number of Case

Total Count 225 180 405
% within Cluster

Number of Case

53.8% 46.2% 100.0%

55.6% 44.4% 100.0%

Source: Developed for this study

Meanwhile, the cluster of group2 who have the coration of negative in
conscientiousness, openness, agreeableness bubticisar (less emotional
stability) and extraversion is the group that matkeshigh usage of Facebook at
52.7% which confirm the paper of Wolfradt and D@D01); Hardie and Tee,
(2007); Sheldon (2008); Wehrli (2008); Ross, et(@009).

Group 3 is low usage of Facebook at 52.2% howether,percentage between
high and low usage are so similar which are leas 8%. This group is the only
group that has both introverted personality androteaism. So this study not

support Hardie and Tee, 2007; Wolfradt and DollQ20Wehrli, 2008; Ross, et
al., 2009; Sheldon, 2008 that the persons withlehd of introverted traits and
neuroticism are more likely to spend more time asdbook. Nevertheless, this
group has the positive in agreeableness whichawisiy in the reviews that this
trait is not use Facebook (Ross et al., 2009). fibeg, it could be possible that
there are more respondents in agreeableness thaverted or neuroticism.

Finally, group 4 is also low Facebook usage at %3.8he leads personality of
this group is conscientiousness and agreeablenglsssupported the paper of
Wabhrli, (2008) in terms of conscientiousness butimagreeableness.

4. CONCLUSION

People do not have only one personality traits hmewehey do have the
combination of traits. In this study, the segm#ataof big five personality traits
into the group with four clusters not make anyeatéht for the Facebook users in
terms of information disclosure, social interactargd privacy setting. The only
factor that cluster group make the difference egeastime. While, cluster 1 which
is the positive in conscientiousness, opennessawexsion and emotional stable
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but negative in agreeableness represent the hilgimeoof low usage, cluster 2
which is the negative in conscientiousness, opennegreeableness and
emotional stability but positive in extraversiompresent the high usage. It can be
concluded in some certain level that the people e more positive in their
personality are more likely to use Facebook.

One of the limitations is the sample size as d@nlky 405 from the large number of
Facebook population. Furthermore, the sample isizmsed only in the city of
Bangkok. It could be better to get the sample $ager to explore outside
Bangkok.
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