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Abstract 

Instagram is one of the most used platforms, and ephemeral stories are proving to be 

the most used medium for users to share content on the platform. However, there have been 

few studies examining this type of content in relation to emotional well-being. The present 

study examined the association between the number of published Instagram stories, 

psychological well-being, personality traits, and gender in a sample of 734 Instagram users 

from Italy, including 281 men and 453 women, with a mean age of 25.19 years (SD = 7.08). 

Participants were recruited online and asked to complete an online questionnaire. Differences 

were found between genders in terms of time spent on Instagram, but not in terms of the and 

number of stories posted in the past week. In the overall sample, a small positive correlation 

was found between the number of Instagram stories posted and extraversion. When 

considering gender differences, small effect sizes were observed for emotional dysregulation, 

agreeableness, and neuroticism, indicating a stronger association with Instagram stories in 

the female group, and for openness, indicating a stronger association in the male group. 

Results of multiple regression analyses suggest that among females, psychological variables 

including personality and emotional distress may have a stronger association with Instagram 

Stories. To our knowledge, this is the first study to report these differences. The findings help 

to clarify how certain characteristics of social media platforms relates to psychological well-

being and personality differently in men and women in their journey to using social media. 

 

 

 

 

  



Introduction 

Instagram is currently one of the most used social networks in the world.1,2 As of 

December 2021, the number of users was around 2 billion and has seen impressive growth 

over the past 10 years.3 

Findings suggest that there is a relationship between Instagram use and personality.4-

13 For instance, Instagram users with a higher level of openness and extraversion are likely 

to post more contents;5,13 neurotic individuals report a more favorable attitude towards 

Instagram use than more emotionally stable individuals;13 agreeableness, as well as 

conscientiousness, are negatively associated to addictive use of Instagram.6 This is a 

complex relationship, as individuals with similar personality traits may also use social media 

differently depending on their motivations.6 

Instagram use may also be related to psychological well-being,14-18 with associations 

shown to vary by gender. In general, women tend to show stronger effects on self-esteem,19-

20 body satisfaction,21-22 anxiety,23-24 depression,8,23 and Fear of Missing Out (FOMO).24 

Possible explanatory mechanisms for these associations could be the greater importance 

women place on social relationship,25 social comparison and appearance-related 

comparison,26,27 all of which are intensified by social media use in general,19,20 and Instagram 

in particular.28 In line with this, a study by Fioravanti and colleagues showed that women who 

stop using Instagram have higher levels of life satisfaction and positive affect.29 

To understand the relationship between social media use and psychological well-

being, it is also crucial to consider the link between emotional dysregulation and social 

media usage. Several studies have investigated the complex relationship between emotion 

regulation and social media use.30-33 Difficulties in regulating emotions have been identified 

as predictors of excessive or problematic social media use, 32,34 suggesting a possible role of 

these platforms in emotion regulation.32  Furthermore, social media use may serve as a 

mechanism for users to suppress or avoid negative emotions.30 In addition, there is evidence 

that Instagram users have deficits in awareness and acceptance of their emotional 

responses or exhibit suboptimal impulse control,35 all of which have an impact on 

psychological well-being and mental health.33  

Although there are many studies examining the relationship between Instagram use, 

personality, and well-being, there are few studies that focus on the individual features of 

social media, particularly Instagram stories. Introduced in August 2016, Instagram stories 

consist of content (photos, videos, or live footage) that appears on the screen for 15 seconds 

and is automatically deleted from the profile 24 hours after posting.36 Stories can be 

decorated with text, images, emoji, audio or links that can point to other websites, and can 

be shared by other users on their own profiles.  Since their introduction, Instagram stories 

have become the most widespread way of sharing content,37 such that in 2019 their daily 



use was estimated to exceed 500 million users.38,39 A study by Fidan and colleagues 40 on a 

sample of young people found that 'story' is the most present mental image when it comes to 

entertainment and sharing, both in terms of posting personal stories and viewing the stories 

of others.  With their ephemeral and casual nature, Instagram Stories promote genuine self-

expression that differs from static posts, emphasizing distinctive user experiences,7,10,36 while 

providing users with increased control over privacy.41, 42 Indeed, Instagram Stories are seen 

as a low-pressure alternative to traditional social media posts, which may imply greater 

image care, as they remain visible for longer.41,43-45 These aspects may lead users to be 

more relaxed and open up.46, 47, 48. possibly showing different associations with users’ 

individual characteristics than traditional posts 49. With respect to this, it is important to 

consider that the relationship between Instagram Stories and psychological variables may 

also vary between genders. The ephemeral and interactive nature of stories might appeal 

differently to men and women, influencing their self-expression and engagement in ways that 

reflect distinct state and trait psychological characteristics. 

Indeed, it is possible that, as with social media in general, motivations for posting 

Instagram Stories vary by gender. On social media, women tend to disclose more personal 

information than men, who are more likely to discuss abstract topics such as politics and are 

more likely to search for information.9,50-52 Gender appears to be related to users' motivations 

for posting, with men more interested in self-expression and creativity in content creation,52 

while women are more likely to use social media to maintain social relationships.9,11,53  

In light of the above, in the present study intend to 1) provide a detailed description of 

story production in terms of the number of stories posted, highlighting any gender 

differences; 2) explore the relationship between personality traits, psychological well-being, 

and story production, offering new insights into this complex interaction; and 3) uncover 

potential gender-specific patterns in how story production relates to personality and 

psychological well-being. Our study is distinct in its focus on Instagram Stories, a relatively 

underexplored area in social media research. 

 

 

Material and Methods  

Participants and Procedure 

The sample was recruited online by sharing a link to an online survey. The survey was 

implemented using the LimeSurvey web application. Criteria for participation in the study 

were Italian residency with fluency in Italian, being an active Instagram user, and being of 

legal age (18 years old). As an incentive to participate in the study, participants were 

informed that after completing the survey they would receive a personalized feedback 

message based on the scores obtained in the study. Online dissemination of the study was 



implemented using a snowball approach, beginning with a group of six students enrolled in a 

master's degree program in psychology. Invitations to participate in the study were shared 

online via public posts on several social media platforms (e.g., Facebook, Instagram). Data 

collection took place in January 2021. An initial sample of N = 846 individuals accessed the 

survey, of which N = 85 failed to proceed beyond the home page of the survey. After 

removing these observations, a sample of N = 761 remained. In this sample, missing data 

was minimal and consisted of individual responses failing to fill in the survey in full (i.e., 

missing responses to the final section of the questionnaire; N = 20). Note that in order to 

minimize the impact of missing data on quality of responses for specific sections of the 

questionnaire (e.g., due to fatigue, boredom, inattention, etc.), the order of study scales was 

randomized. Little's MCAR test confirmed the assumption for missing completely at random 

(MCAR) data, suggesting listwise deletion would not have a negative impact on subsequent 

analyses. After removing observations including missing data, the final sample consisted of 

N = 741 participants. Regarding gender assessment, participants were asked to identify their 

gender with options including male, female, and non-binary. Because individuals identifying 

as non-binary were only N = 7 (0.9% of the sample) these observations were not included in 

the final sample. The final sample consisted of N =734 participants, 281 men and 453 

women, with a mean age of 25.19 years (SD = 7.08).  

 

Instruments 

Participants were also asked to report on the average time spent on Instagram and the 

number of published stories during the past week. To collect objective information about 

Instagram usage, participants had to retrieve this information by viewing the "My Activity" 

section of the Instagram app (average time spent on the platform each day) and by browsing 

their recent posting activity (number of Stories published in the last week).  

We also administered Italian versions of several psychological measures. The 

Difficulties in Emotion Regulation Scale - Short Form (DERS-SF), consisting of 18 items 

describing varying degrees of emotion regulation difficulties and allowing for the scoring of 

six subscales (i.e., Lack of Emotional Awareness, Lack of Emotional Clarity, Nonacceptance 

of Emotional Responses, Limited Access to Emotion Regulation Strategies, Impulse Control 

Difficulties, Difficulty Engaging in Goal-Directed Behavior)(DERS-SF; α = .86; for subscales, 

α ranged from .76 to .86).54-57 The Patient Health Questionnaire-8 (PHQ-8), including 8 items 

describing depression symptoms whose frequency is rated on a 4-point response scale, 

ranging from 0 (“Not at all”),  to 3 (“Nearly every day) (α =.83) .58 Fear of Missing Out 

(FOMO) was assessed using 10 items reflecting fears and worries about being out of touch 

with one’s social environment, rated on a 5-point Likert scale ranging  1 (“Not at all true of 

me”) to 5 (“Extremely true of me”) (α =.83).59,60 The Big Five Inventory - 10 item (BFI-10) was 



administered to evaluate personality traits from the Big Five complex, namely 

Agreeableness, Conscientiousness, Extraversion, Neuroticism, and Openness; the BFI-10 

includes two statements per trait rated on a 7-point Likert scale ranging from 1 (“Strongly 

Disagree”) to 7 (“Strongly Agree”). 61 Being based on two items, reliability cannot be 

assessed using Cronbach’s; however, based on findings by the original study, test-retest 

correlations over a period of 6 to 8 weeks are expected to vary between r=. 65 (Openness) 

and r=. 79 (Extraversion).61, 62 

 

Data analysis 

First, descriptive statistics (mean and standard deviation) of the study variables were 

calculated. Gender differences in the variables studied were examined using Student's t-test.  

Next, we examined correlations between the number of Instagram stories posted in the 

past week and indicators of psychological distress (i.e., DERS, PHQ-8, and FOMO) and Big 

Five personality traits. To highlight potential differences in correlation between Instagram 

stories and the other study variables, correlations were calculated both in the total sample 

and by gender. To obtain an estimate of the effect size of the correlation differences 

between gender groups, we calculated Cohen's q, which is the difference between Fisher-z-

converted correlations. Emerging differences were evaluated following Cohen's conventions 

for q effects: small ≥ 0.10, medium ≥ 0.30, large ≥ 0.50 (Cohen, 1988). Fisher's z-

transformation procedure was used to test the significance of the difference between the 

correlation coefficients in the two groups. As a last analytical step, in order to better 

understand the overall contribution of the psychological variables on the production of 

Instagram stories we conducted multiple regression analyses including all the psychological 

variables as predictors and number of produced stories as outcome variable. The analyses 

were conducted separately for males and females. 

 

Results 

Table 1 shows the descriptive statistics for the total sample and by gender. Time spent 

on Instagram was significantly higher in the female group, but there were no differences 

between genders in the number of stories posted in the past week. In terms of psychological 

variables, we found that females reported higher levels of depression and neuroticism than 

male participants. There were also minor differences in the emotional dysregulation 

subscales, indicating poorer awareness of emotions in males and poorer emotion regulation 

strategies in the female group. No other significant differences were found.  

Table 2 shows the correlations found in the total sample and in the female and male 

subsamples. In the total sample, a small positive correlation was found between the number 

of posted stories and extraversion, while the other correlations had a negligible effect size (r 



< |.10|). In the male sample, small positive correlations emerged between the number of 

Instagram stories posted and both extraversion and openness. 

In the female subsample, however, we observed more significant results. Regarding 

the relationship between Instagram stories and psychological well-being, small positive 

correlations emerged with emotional dysregulation, including the total score and the two 

subscales of non-acceptance and impulse control, as well as with scores for FOMO and 

depression. For personality traits, small positive correlations emerged between the number 

of Instagram stories posted and extraversion and neuroticism, while a small negative 

correlation emerged with agreeableness. Finally, we examined the effect size of gender 

differences in the strength of the correlations: Based on Cohen's Q, a small effect size (Q ≥ 

.10) was observed for emotional dysregulation (total score, impulse control, and clarity 

subscales), agreeableness, and neuroticism, indicating a stronger association in the female 

group, and for openness, indicating a stronger association in the male group. Significant 

gender differences in correlation were found for the impulse control and clarity dimensions of 

emotional dysregulation, and for the personality traits neuroticism and agreeableness, 

indicating a stronger effect size in the female group. 

As a final step, we conducted multiple regression analyses separately for females and 

males. The model for females accounted for a more substantial proportion of variance (R² = 

0.16) compared to the model for males (R² = 0.09). For females, significant effects emerged 

for extraversion (ꞵ =0.30, p<.001), agreeableness (ꞵ =0.11, p = .01), neuroticism (ꞵ =.10, p = 

.04), and impulse control (ꞵ =.13, p = .03 ). For males only extraversion reached significance 

(ꞵ =0.20, p=.002). Full results of the regression analysis are reported in Supplementary 

material (see Tables S1 and S2). 

 

INSERT TABLE 1 AND 2 HERE 

 

Discussion  

In the present study, we aimed to 1) describe the phenomenon of story production in 

terms of the number of stories posted and identify gender differences; 2) examine the 

relationship between personality traits, psychological well-being, and story production; 3) 

identify gender differences in the relationship between story production and psychological 

well-being. We found significant gender differences in time spent on Instagram but not in the 

number of posted stories. We also found a substantial difference between males and 

females regarding the presence and magnitude of significant associations between 

personality traits, psychological well-being, and the quantity of posted stories. 

Our results show that for women, the number of stories posted is positively correlated 

with FOMO, depression, emotional dysregulation (and in particular, lack of impulse control 



and clarity about one's emotions), and neuroticism. These findings are consistent with 

previous studies that have found a stronger link between social media use and psychological 

well-being in women than in men.8,23,36,40 The observed positive correlation between the 

number of Instagram stories posted and FOMO suggests that there may be a stronger link 

between FOMO and the active sharing of experiences on social media among women. This 

is consistent with previous research indicating possible gender differences in social media 

use and its association with FOMO.24 The positive correlation between Instagram stories and 

emotional dysregulation in women could be interpreted in the context of previous studies 

suggesting that social media may have a regulating function for emotions by providing a 

platform to express and modulate feelings.30,31 In addition, the study by Senìn-Calderón and 

colleagues35 shows that Instagram users have deficits in the perception and acceptance of 

their emotional reactions or exhibit suboptimal impulse control. It can be assumed that these 

signs mainly characterize female users regarding Instagram stories production, although 

further investigation is warranted.  

Previous studies23,40 suggest that feedback and interactions on intimate content may 

correlate with a decrease in well-being, particularly in women, who tend to disclose more 

personal information on social media than men.50,53,63 Thorisdottir and colleagues23 suggest 

that girls are arguably more sensitive to the feedback they receive and internalize emotional 

distress and depressed mood. The study by Svensson and colleagues64 also suggests that 

there are very strong negative effects on the psychological well-being of girls who share 

personal content online. In a similar way, our data showed that in women, stronger positive 

correlations could be observed between the number of stories posted and depression 

compared to men. Still, because of the correlational nature of the data, further evidence is 

needed to determine the direction of these associations. 

As for the relationship with personality traits, both men and women showed a 

correlation between the number of stories posted and extraversion. This result is consistent 

with sociability and thus willingness to share content with others.10 At the same time, it is 

consistent with the findings of other studies in which extraversion is associated with more 

active use of social media.9,65 The association with openness, found only in the male 

subsample, can be interpreted in the context of using Instagram to share one's creativity.7,10 

Indeed, as mentioned in the introduction, Instagram stories offer many opportunities for 

personalization and creativity. This hypothesis is consistent with Huang and colleagues,66 

who report that men have a greater interest in self-expression and creativity. Regarding the 

negative correlation with agreeableness, which we found only in the female group, 

Kircaburun and colleagues6,67 hypothesize that individuals low in agreeableness may be 

more likely to show problematic social media use tendency, including Instagram. This 

association has been suggested to be related to generally lower self-liking of individuals low 



in agreeableness, which may lead them to increased content production as a way to obtain 

positive feedback from their online social networks.68 Women, particularly those who feel 

less agreeable or less likable, might use social media platforms as a space to curate a 

desired image and seek approval or positive feedback.68 

Finally, we found a positive correlation between Stories production with neuroticism 

only in the female group. This is coherent with findings by Hughes and colleagues,69 

indicating that neurotic individuals are more likely to open up emotionally, disclose personal 

problems, and use social media more for social interactions. The gender disparity in this 

correlation could be a reflection of underlying differences in socialization, emotional 

expression norms, and even the way different genders respond to neurotic tendencies when 

online. 70 

Overall, results of multiple regression analysis confirmed significant associations 

between psychological variables and Instagram stories posting frequency, with an overall 

strength of the association higher for females than males, highlighting gender-specific 

differences in the impact of psychological factors on Instagram story posting behavior. Note 

that given the partial overlap between predictors, some of the significant bivariate 

associations were not confirmed in the regression models. 

The present study has several limitations. First, the generalizability of the results is in 

part compromised by the use of a convenience sample. In addition, there are limits to the 

implemented cross-sectional design. Due to its correlational nature, the possibility of drawing 

conclusions about the direction of the observed associations is limited. For these reasons, 

results from the present study should be considered descriptive and preliminary in nature. 

They offer initial insights but cannot definitively establish cause-and-effect relationships.  

Despite these limitations, the current study contributes to understanding of the intricate 

interplay between content production on social media, psychological well-being, and 

personality traits. Furthermore, it offers valuable insights into the role played by gender in 

how these relationships manifest. 

 

Author Disclosure Statement 

No competing financial interests exist. 

 

 

References  

 

1. Data reportal. Instagram statistics and trends. 2022 Available from: 

https://datareportal.com/essential-instagram-stats [Last accessed: 05/11/2022] 



2. Statista Research Department. Global social networks ranked by number of users 2022. 

2022(a). Available from: https://www.statista.com/statistics/272014/global-social-

networks-ranked-by-number-of-users/ [Last accessed: 03/08/2022]” 

3. Statista Research Department. Number of monthly active Instagram users from January 

2013 to December 2021. 2022(b). Available from: 

https://www.statista.com/statistics/253577/number-of-monthly-active-instagram-users/ 

[Last accessed: 02/08/2022]" 

4. Correa T, Bachmann I, Hinsley A, et al. Personality and social media use. In: 

Organizations and social networking: Utilizing social media to engage consumers. IGI 

Global; 2013; pp. 41-61. 

5. Kim Y, Kim JH. Using computer vision techniques on Instagram to link users’ personalities 

and genders to the features of their photos: An exploratory study. Information 

Processing & Management 2018; 54(6): 1101-1114. doi: 10.1016/j.ipm.2018.07.005 

6. Kircaburun K, Griffiths MD. Instagram addiction and the Big Five of personality: The 

mediating role of self-liking. Journal of behavioral addictions 2018; 7(1):158-170. doi: 

10.1556/2006.7.2018.15 

7. Swillo N, Andersson M. Motives for Instagram use connected to the Big Five personalities 

2018. 

8. Turel O, Poppa N, Gil-Or O. Neuroticism magnifies the detrimental association between 

social media addiction symptoms and wellbeing in women, but not in men: a three-way 

moderation model. Psychiatric Quarterly 2018; 89(3): 605-619. doi: 10.1007/s11126-

018-9563-x 

9. Rollero C, Daniele A, Tartaglia S. Do men post and women view? The role of gender, 

personality and emotions in online social activity. Cyberpsychology: Journal of 

Psychosocial Research on Cyberspace 2019; 13(1). doi: 10.5817/CP2019-1-1 

10. Kocak E, Nasir VA, Turker HB. What drives Instagram usage? User motives and 

personality traits. Online Information Review 2020; 44 (3): 625-643. doi: 10.1108/OIR-

08-2019-0260 

11. Bowden-Green T, Hinds J, Joinson A. Personality and Motives for Social Media Use 

When Physically Distanced: A Uses and Gratifications Approach. Frontiers in 

Psychology 2021; 12. doi: 10.3389/fpsyg.2021.607948 

12. Bunker CJ, Saysavanh SE, Kwan VS. Are gender differences in the big five the same on 

social media as offline?. Computers in Human Behavior Reports; 2021; 3, 100085. doi: 

10.1016/j.chbr.2021.100085 

13. Moore K, Craciun G. Fear of Missing Out and Personality as Predictors of Social 

Networking Sites Usage: The Instagram Case. Psychological reports 2021; 

124(4):1761-1787. doi: 10.1177/0033294120936184 



14. Escobar-Viera CG, Shensa A, Bowman ND, et al. Passive and active social media use 

and depressive symptoms among United States adults. Cyberpsychology, Behavior, 

and Social Networking 2018; 21(7): 437-443. doi: 10.1089/cyber.2017.0668 

15. Fabris MA., Marengo D, Longobardi C, et al. Investigating the Links between Fear of 

Missing Out, Social Media Addiction, and Emotional Symptoms in Adolescence: The 

Role of Stress Associated with Neglect and Negative Reactions on Social Media. 

Addictive Behaviors 2020. 106. doi: 10.1016/j.addbeh.2020.106364 

16. Limniou M, Ascroft Y, McLean S. Differences between Facebook and Instagram Usage 

in Regard to Problematic Use and Well-Being. Journal of Technology in Behavioral 

Science 2021. doi: 10.1007/s41347-021-00229-z 

17. Sheldon P, Antony MG, Sykes B. Predictors of problematic social media use: personality 

and life-position indicators. Psychological Reports 2021; 124(3): 1110-1133. doi: 

10.1177/0033294120934706 

18. Verduyn P, Gugushvili N, Kross E. Do social networking sites influence well-being? The 

extended active-passive model. Current Directions in Psychological Science 2022. doi: 

10.1177/09637214211053637 

19. Sherlock M, Wagstaff, DL. Exploring the relationship between frequency of Instagram 

use, exposure to idealized images, and psychological well-being in women. Psychology 

of Popular Media Culture 2019; 8(4): 482. doi: 10.1037/ppm0000182 

20. Chansiri K, Wongphothiphan T. The indirect effects of Instagram images on women’s 

self-esteem: The moderating roles of BMI and perceived weight. New Media & Society 

2021. doi: 10.1177/14614448211029975 

21. Baker N, Ferszt G, Breines JG. A qualitative study exploring female college students' 

Instagram use and body image. Cyberpsychology, behavior, and social networking 

2019; 22(4): 277-282. doi: 10.1089/cyber.2018.0420 

22. Yurdagül C, Kircaburun K, Emirtekin E, et al. Psychopathological consequences related 

to problematic Instagram use among adolescents: The mediating role of body image 

dissatisfaction and moderating role of gender. International Journal of Mental Health and 

Addiction 2021; 19(5): 1385-1397. doi: 10.1007/s11469-019-00071-8 

23. Thorisdottir IE, Sigurvinsdottir R, Asgeirsdottir BB, et al. Active and passive social media 

use and symptoms of anxiety and depressed mood among Icelandic adolescents. 

Cyberpsychology, Behavior, and Social Networking 2019; 22(8): 535-542. doi: 

10.1089/cyber.2019.0079 

24. Balta S, Emirtekin E, Kircaburun K, et al. Neuroticism, trait fear of missing out, and 

phubbing: The mediating role of state fear of missing out and problematic Instagram 

use. International Journal of Mental Health and Addiction 2020; 18(3): 628-639. doi: 

10.1007/s11469-018-9959-8 



25. Ahmadi A. Social Support and Women’s Health. Women Health Bull 2015;3(1); doi: 

10.17795/whb-31083. 

26. Twenge JM, Martin GN. Gender differences in associations between digital media use 

and psychological well‐being: Evidence from three large datasets. Journal of 

Adolescence 2020;79(1):91–102; doi: 10.1016/j.adolescence.2019.12.018. 

27. Stefana A, Dakanalis A, Mura M, et al. Instagram Use and Mental Well-Being: The 

Mediating Role of Social Comparison. J Nerv Ment Dis 2022;210(12):960–965; doi: 

10.1097/NMD.0000000000001577. 

28. Engeln R, Loach R, Imundo MN, et al. Compared to Facebook, Instagram use causes 

more appearance comparison and lower body satisfaction in college women. Body 

Image 2020;34:38–45; doi: 10.1016/j.bodyim.2020.04.007. 

29. Fioravanti G, Prostamo A, Casale S. Taking a short break from Instagram: The effects 

on subjective well-being. Cyberpsychology, Behavior, and Social Networking 2020; 

23(2): 107-112. doi: 10.1089/cyber.2019.0400 

30. Giordano AL, Schmit MK, McCall J. Exploring adolescent social media and internet 

gaming addiction: The role of emotion regulation. J Addict Offender Couns 

2023;44(1):69–80; doi: 10.1002/jaoc.12116. 

31. Drach RD, Orloff NC, Hormes JM. The emotion regulatory function of online social 

networking: Preliminary experimental evidence. Addictive Behaviors 2021;112:106559; 

doi: 10.1016/j.addbeh.2020.106559. 

32. Hormes JM, Kearns B, Timko CA. Craving Facebook? Behavioral addiction to online 

social networking and its association with emotion regulation deficits: Online social 

networking addiction. Addiction 2014;109(12):2079–2088; doi: 10.1111/add.12713. 

33. Rasmussen EE, Punyanunt-Carter N, LaFreniere JR, et al. The serially mediated 

relationship between emerging adults’ social media use and mental well-being. 

Computers in Human Behavior 2020;102:206–213; doi: 10.1016/j.chb.2019.08.019. 

34. Marino C, Caselli G, Lenzi M, et al. Emotion Regulation and Desire Thinking as 

Predictors of Problematic Facebook Use. Psychiatr Q 2019;90(2):405–411; doi: 

10.1007/s11126-019-09628-1. 

35. Senín-Calderón C, Perona-Garcelán S, Rodríguez-Testal JF. The dark side of 

Instagram: Predictor model of dysmorphic concerns. International Journal of Clinical and 

Health Psychology 2020;20(3):253–261; doi: 10.1016/j.ijchp.2020.06.005. 

36. Belanche D, Cenjor I, Pérez-Rueda A. Instagram Stories versus Facebook Wall: an 

advertising effectiveness analysis. Spanish Journal of Marketing-ESIC 2019. 

37. Constine, J. Stories are about to surpass feed sharing. Now what. Techcrunch. 2018 

Available from: https://techcrunch. com/2018/05/02/stories-are-about-to-surpass-feed-

sharing-now-what/ [Last accessed: 02/10/2020]. 



38. McLachlan S. 35 Instagram Stats That Matter to Marketers in 2022. Hootsuite. 2022. 

Available from: https://blog.hootsuite.com/instagram-statistics/#Instagram_Story_stats 

[Last accessed: 01/18/2022] 

39. Statista Research Department. Daily active users of Instagram Stories 2019. 2022(c). 

Available from: https://www.statista.com/statistics/730315/instagram-stories-

dau/#:~:text=Daily%20active%20users%20of%20Instagram%20Stories%202019&text=I

n%20January %202019%2C%20photo%20sharing [Last accessed: 03/08/2022]” 

40. Fidan M, Debbağ M, Fidan B. Adolescents Like Instagram! From Secret Dangers to an 

Educational Model by its Use Motives and Features: An Analysis of Their Mind Maps. 

Journal of Educational Technology Systems 2021; 49(4): 501-531. doi: 

10.1177/0047239520985176 

41. Li B, Scott OK, Naraine ML., et al. Tell me a story: Exploring elite female athletes’ self-

presentation via an analysis of Instagram Stories. Journal of Interactive Advertising 

2021; 21(2): 108-120. doi: 10.1080/15252019.2020.1837038 

42. Lu J-D (Evelyn), Lin J-S (Elaine). Exploring uses and gratifications and psychological 

outcomes of engagement with Instagram Stories. Computers in Human Behavior 

Reports 2022;6:100198; doi: 10.1016/j.chbr.2022.100198. 

43. Kreling R, Meier A, Reinecke L. Feeling authentic on social media: Subjective 

authenticity across Instagram Stories and Posts. Social Media+ Society 2022; 8(1), 

20563051221086235. doi: 10.1177/20563051221086235 

44. Kofoed, J, Larsen MC. "A snap of intimacy: Photo-sharing practices among young 

people on social media." First Monday 2016. doi: 10.5210/fm.v21i11.690546.  

45. Wagner K. ‘Stories’ was Instagram’s smartest move yet: Can it become Facebook's next 

big business. Vox Media 2018; Available from: https://www.vox.com/ [Last accessed: 

03/08/2022]” 

46. Bayer JB, Ellison NB, Schoenebeck SY, et al. Sharing the small moments: ephemeral 

social interaction on Snapchat. Information, Communication & Society 2016; 19(7): 956-

977. doi: 10.1080/1369118X.2015.1084349 

47. Chiu H, & Yuan T. To Last Long to Fade Away: Investigating Users’ Instagram Post and 

Story Practices. In Companion Publication of the 2021 Conference on Computer 

Supported Cooperative Work and Social Computing 2021; 32-25. doi: 

https://doi.org/10.1145/3462204.3481778 

48. Keerakiatwong N, Taecharungroj V, & Döpping J. Why do people post Instagram 

Stories?. International Journal of Internet Marketing and Advertising 2023;18(4), 410-

428. doi: 10.1504/IJIMA.2023.131263 

Commented [AM1]: Risolvere 

https://doi.org/10.1145/3462204.3481778


49. Zhang L, Pentina I, Fox Kirk W. Who uses mobile apps to meet strangers: The roles of 

core traits and surface characteristics. Journal of Information Privacy and Security 

2017;1–19. doi: 10.1080/15536548.2017.1394072. 

50. Thelwall M, Vis F. Gender and image sharing on Facebook, Twitter, Instagram, 

Snapchat and WhatsApp in the UK: Hobbying alone or filtering for friends?. Aslib 

Journal of Information Management 2017; 69(6): 702-720. doi: 10.1108/AJIM-04-2017-

0098 

51. Van Duyn E, Peacock C, Stroud NJ. The Gender Gap in Online News Comment 

Sections. Social Science Computer Review 2021; 39(2):181-196. doi: 

10.1177/0894439319864876 

52. Wang Y, Burke M, Kraut R. Gender, topic, and audience response: An analysis of user-

generated content on Facebook. Conference on Human Factors in Computing Systems 

- Proceedings 2013; 31-34. doi: 10.1145/2470654.2470659 

53. Al-Kandari A, Melkote SR, Sharif A. Needs and motives of Instagram users that predict 

self-disclosure use: A case study of young adults in Kuwait. Journal of Creative 

Communications 2016; 11(2): 85-101. doi: 10.1177/0973258616644808 

54. Gratz KL, Roemer L. Multidimensional Assessment of Emotion Regulation and 

Dysregulation: Development, Factor Structure, and Initial Validation of the Difficulties in 

Emotion Regulation Scale. Journal of Psychopathology and Behavioral Assessment 

2004; 26: 41–54. doi: 10.1023/B:JOBA.0000007455.08539.94 

55. Kaufman EA, Xia M, Fosco G, et al. The Difficulties in Emotion Regulation Scale Short 

Form (DERS-SF): Validation and replication in adolescent and adult samples. Journal of 

Psychopathology and Behavioral Assessment 2016; 38(3): 443-455. doi: 

10.1007/s10862-015-9529-3 

56. Giromini L, Velotti P, De Campora G, et al. Cultural adaptation of the difficulties in 

emotion regulation scale: Reliability and validity of an Italian version. Journal of clinical 

psychology 2012; 68(9): 989-1007. doi: 10.1002/jclp.21876 

57. Hallion LS, Steinman SA, Tolin DF, et al. Psychometric Properties of the Difficulties in 

Emotion Regulation Scale (DERS) and Its Short Forms in Adults With Emotional 

Disorders. Front Psychol 2018;9:539; doi: 10.3389/fpsyg.2018.00539. 

58. Kroenke K, Strine TW, Spitzer RL, et al. The PHQ-8 as a measure of current depression 

in the general population. Journal of Affective Disorders 2009; 114(1–3): 163–173. doi: 

doi.org/10.1016/j.jad.2008.06.026 

59. Przybylski, A. K., Murayama, K., DeHaan, C. R., & Gladwell, V. (2013). Motivational, 

Emotional, and Behavioural Correlates of Fear of Missing Out. Computers in Human 

Behaviour, 29, 1841-1848. https://doi.org/10.1016/j.chb.2013.02.014 



60. Casale S, Fioravanti G. Factor structure and psychometric properties of the Italian 

version of the fear of missing out scale in emerging adults and adolescents. Addictive 

Behaviors 2020;102:106179; doi: 10.1016/j.addbeh.2019.106179. 

61. Rammstedt B, John OP. Measuring personality in one minute or less: A 10-item short 

version of the Big Five Inventory in English and German. Journal of Research in 

Personality 2007;41(1):203–212; doi: 10.1016/j.jrp.2006.02.001.  

62. Rammstedt B, Kemper CJ, Klein MC, et al. A short scale for assessing the big five 

dimensions of personality: 10 item big five inventory (BFI-10). methods, data, analyses 

2013; 7(2): 17. doi: 10.12758/mda.2013.013 

63. Purmiasa SE, Yoanita D, Budiana D. Factors of Public Self-Disclosure Via Instagram 

Stories 2019; Doctoral dissertation, Petra Christian University. 

64. Svensson R, Johnson B. Olsson A. Does gender matter? The association between 

different digital media activities and adolescent well-being. BMC Public Health 2022; 22: 

273. doi: 10.1186/s12889-022-12670-7 

65. Choi TR, Sung Y, Lee JA. et al. Get behind my selfies: the Big Five traits and social 

networking behaviors through selfies. Personality and Individual Differences 2017; 109: 

98-101. doi: 10.1016/j.paid.2016.12.057 

66. Huang YT, Su SF. Motives for Instagram use and topics of interest among young adults. 

Future internet, 2018; 10(8): 77. doi: 10.3390/fi10080077 

67. Kırcaburun K. Effects of gender and personality differences on twitter addiction among 

Turkish undergraduates. Journal of Education and Practice 2016; 7(24): 33–42. 

68. Scherer L, Mader L, Wölfling K, Beutel ME, Egloff B, & Müller KW. Nosological 

characteristics in women with social media disorder: The role of social functional 

impairment and agreeableness. International Journal of Environmental Research and 

Public Health 2022; 19(22): 15016. doi: 10.3390/ijerph192215016 

69. Hughes DJ, Rowe M, Batey M, et al. A tale of two sites: Twitter vs. Facebook and the 

personality predictors of social media usage. Computers in human behavior 2012; 28(2): 

561-569. doi: 10.1016/j.chb.2011.11.001   

70. Guadagno RE, Okdie BM & Eno CA. Who blogs? Personality predictors of 

blogging. Computers in human behavior 2008, 24(5), 1993-2004.  

  



Table 1. Descriptive statistics in the total sample and by gender 

  
Total 

(N = 734) 
  Male 

(N = 281) 
  Female 

(N = 453) 

  M SD   M SD   M SD 

Time spent on Instagram (minute/day)* 94.43 128.13   74.97 114.43   106.56 134.68 

Number of Stories (last week) 4.41 7.72   3.90 9.08   4.72 6.73 

Emotional Dysregulation 2.23 0.65   2.19 0.64   2.26 0.66 

Non-acceptance 2.27 0.98   2.19 0.99   2.32 0.97 

Goals 2.91 1.10   2.83 1.08   2.97 1.12 

Impulse 1.85 0.95   1.81 0.90   1.87 0.98 

Awareness* 2.07 0.88   2.21 0.91   1.99 0.85 

Strategies* 2.25 0.96   2.12 0.93   2.32 0.97 

Clarity 2.03 0.86   2.05 0.84   2.02 0.88 

Fear of Missing Out 2.15 0.68   2.12 0.68   2.17 0.68 

Depression* 8.31 4.85   7.50 4.87   8.81 4.77 

Extraversion 4.11 1.35   4.11 1.29   4.10 1.39 

Agreeableness 4.28 1.22   4.26 1.25   4.30 1.20 

Conscientiousness 4.63 1.25   4.52 1.34   4.69 1.19 

Neuroticism* 4.28 1.59   3.75 1.54   4.60 1.53 

Openness 5.06 1.29   5.09 1.26   5.05 1.31 

Note. * Between group differences are significant at p<.001 

  
  
  



Table 2. Correlations between of number of Instagram Stories and psychological 

variables in the whole sample and by gender group 

  

  
Total 

(N = 734) 
Female 

(N = 453) 
Male 

(N = 281) 
Cohen’s q 

Emotional Dysregulation (Total) .09* .13** .03 .10 

Non-acceptance .10** .14** .05 .09 

Goals .07* .04 .11 -.07 

Impulse .12** .20** .02 .18** 

Awareness -.04 .01 -.09 .10 

Strategies .06 .07 .04 .03 

Clarity .04 .10* -.04 .14* 

Fear of Missing Out .08* .12** .04 .08 

Depression .08* .11* .04 .07 

Extraversion .25** .27** .22** .06 

Agreeableness -.03 -.12** .08 .20** 

Conscientiousness -.04 -.05 -.04 .01 

Neuroticism .07* .14** -.03 .18** 

Openness .09* .05 .15* .10 

Note. * p<.05, ** p<.01 

 

  



Supplementary Materials 

  

Table S1. Multiple Regression Model: Instagram Stories on Psychological Variables in 

the Male Sample (R2 = .089) 

 

 

Table S2. Table S2. Multiple Regression Model: Instagram Stories on Psychological 

Variables in the Female Sample (R2 = .160) 

 

Effects Beta t p 

Neuroticism -0.070 -0.983 0.327 

Extraversion 0.200 3.161 0.002 

Agreeableness 0.054 0.821 0.412 

Openness 0.096 1.469 0.143 

Conscientiousness -0.027 -0.410 0.682 

Depression 0.032 0.375 0.708 

Fear of Missing Out 0.038 0.531 0.596 

DERS - Non-acceptance 0.031 0.419 0.676 

DERS - Goals 0.114 1.340 0.181 

DERS - Impulse Control 0.016 0.209 0.835 

DERS - Awareness -0.042 -0.626 0.532 

DERS - Strategies -0.006 -0.066 0.948 

DERS - Clarity -0.077 -0.996 0.320 

Effects Beta t p 

Neuroticism 0.103 2.008 0.045 

Extraversion 0.304 6.598 0.000 

Agreeableness -0.115 -2.498 0.013 

Openness 0.018 0.386 0.700 

Conscientiousness -0.058 -1.166 0.244 

Depression 0.070 1.123 0.262 

Fear of Missing Out 0.046 0.926 0.355 

DERS - Non-acceptance 0.093 1.623 0.105 

DERS - Goals -0.114 -1.909 0.057 

DERS - Impulse Control 0.126 2.194 0.029 

DERS - Awareness -0.024 -0.485 0.628 

DERS - Strategies -0.094 -1.372 0.171 

DERS - Clarity 0.048 0.887 0.376 


