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Abstract

The proliferation of social media and networking platforms in the Web 3.0 era marks a significant
inflection point in the study of human psychology and digital behavior. With over 5.24 billion
active social media users globally and an estimated 210 million individuals exhibiting addiction-
like symptoms, the compulsive use of algorithmically curated platforms is characterized by infinite
scroll, dopamine feedback loops, and engagement maximization; it poses profound challenges to
individual mental health, workplace productivity, and social well-being. While prior research has
examined either platform affordances or individual personality traits in isolation, an integrative
framework that bridges both remains absent from the literature. This thesis addresses that gap
through three interrelated empirical and conceptual studies using Twitter (now X) big data,
spanning the pre-pandemic, pandemic, and post-pandemic periods (2019-2021) across India and
the United States.

Study I investigates the characteristics of social media content that drive addictive behavior. Using
text mining, sentiment analysis, deep learning-based content classification, and correlation
analysis on approximately 1.1 million nocturnal tweets, content is categorized into informational,
social, entertainment, and remuneration dimensions. Grounded in Uses and Gratifications Theory
(UGT) and an extended application of Media Richness Theory (MRT), findings reveal significant
cross-cultural and temporal variation: informational content dominates Indian discourse, while
social and entertainment content characterize U.S. usage. During the pandemic, a sharp surge in
remuneration-seeking and social content was observed in India. An addiction proxy score;
operationalized as a weighted composite of likes (low engagement), retweets (medium
engagement), and replies (high engagement) reveals that listed count (r = 0.48) and follower count
(r = 0.47) are the strongest predictors of addictive engagement (p < 0.001), and that photo-based
media consistently generates higher engagement than video or animated GIF content, consistent
with MRT's multiplicity-of-cues proposition.

Study 2 examines the role of Dark Core personality traits, comprising Egoism, Machiavellianism,
Moral Disengagement, Narcissism, Psychological Entitlement, Psychopathy, Sadism, Self-
Interest, and Spitefulness in shaping social media addiction. Analyzing user timelines of
approximately 56,528 individuals identified as potentially addicted in Study 1, linguistic cue
mapping and machine learning models (Random Forest and Gradient Boosting; R? = 0.981) are
applied to 631 profiled users. Psychological Entitlement emerges as the overwhelmingly dominant
predictor of addictive engagement (feature importance = 0.953), challenging broader
pathologizing narratives. Sadism, while linguistically prevalent, peaking at 90.83% of trait-linked
tweets in India during 2021, shows negligible predictive power for engagement, indicating that
extreme antisocial traits manifest less in routine platform interaction than validation-seeking
entitlement. K-Means clustering with PCA identifies five distinct user archetypes, ranging from
low-dark-trait users to multi-dark, high-risk profiles, with Entitlement-Driven (Cluster 1) and



Multi-Dark (Cluster 4) users exhibiting the highest addiction proxy scores. Cross-cultural
comparison reveals that Machiavellianism is notably elevated in Indian discourse, whereas Self-
Interest is consistently higher among U.S. users, with COVID-19 amplifying negative affect and
dark trait expression in both contexts.

Study 3 synthesizes findings from Studies 1 and 2 into a novel integrative conceptual framework:
the Susceptibility—Structure—Reinforcement (SSR) Framework. The SSR framework positions
social media addiction as an emergent socio-technical outcome arising from the interaction of three
components: individual psychological susceptibility (dark personality traits, particularly
entitlement and validation-seeking), structural platform affordances (content type, media richness,
algorithmic amplification), and reinforcement mechanisms (likes, notifications, dopamine
feedback loops) rather than as a consequence of individual weakness alone. Integrated with Media
Richness Theory and Uses and Gratifications Theory, the SSR framework extends MRT beyond
organizational communication contexts by reconceptualizing media richness as a selective
amplifier: intensifying engagement disproportionately among psychologically susceptible users
rather than uniformly across all platform users. Social media addiction is operationalized as a
persistent, reinforced engagement continuum, evidenced by nocturnal persistence, elevated
interaction intensity, and heightened feedback responsiveness, using observational behavioral
trace data, thereby advancing ecological validity beyond binary self-report scale approaches.

Together, these three studies advance the theoretical understanding of social media addiction by
integrating content-level analysis, personality-level predispositions, and platform reinforcement
mechanisms into a unified, testable explanatory model. The findings carry substantive implications
for platform designers (reducing salience of public engagement metrics, introducing adaptive
feedback pacing), policymakers (mandating algorithmic transparency, developing risk-sensitive
digital well-being policies), and mental health professionals (targeting entitlement-driven and
validation-seeking profiles rather than broad-spectrum interventions). Limitations include
platform specificity (Twitter/X only), the associative rather than causal nature of findings, and the
absence of psychometric cross-validation. Future research directions include longitudinal causal
designs, multi-platform comparative studies, Structural Equation Modelling of the SSR
framework, and extension to Web 3.0 tokenised attention economy contexts.

Keywords: Social Media Addiction, Dark Core Personality Framework (Ds), Psychological
Entitlement, Susceptibility—Structure—Reinforcement (SSR) Framework, Media Richness Theory
(MRT), Uses and Gratifications Theory (UGT), Big Data Analytics, Deep Learning, Content
Analytics, Nocturnal Usage, Cross-Cultural Analysis, Web 3.0, Twitter, COVID-19, Machine
Learning.



39 3.0 I H I WIS SR Aeafd T WewiAl &1 dig faaR Amd afag iR feforea
AR & T B TP Hg@qul A1 &1 ohd odl g1 Y TR W 5.24 3RE T HfUF Afohy
et HifSar SuTRTE drel aUT 4T 21 HRIS Afeaal § dd-GHT &l Bt Jufufa & 1Y,
TERGH R WdIfed Wehidl &1 SIFDHRI STIN— 3Hd Bhid, S-SR
gfafshar ahl SR WioHe SMGaHHRU ¥ gad §: Afadid AHNG W, SR
IATEHdT 3R A1 Hearor o forg 1R FHIfaal e &l ¢ | S8 gadc | el § Wiy
faRdrai a1 safdd cufdie o &1 gys T F (e fha1 7, 98 3 a1l &l Sl arall
T gufohd oldm Aifedd H 3@t orJufRd 51 I8 Mymey 39 3R $I diF TR Jafdd
SIHT] T4 daTRe Tl & ATeqH § d el o, forw fgex (31d x) & fam Ser a1
JUTNT foraT 7T g, SR S YR 9T gad I50 SR § HeMRI-Jd, FgMRT 3R AgHRI-
TyTd 3afrdl (2019-2021) H GAIRT HaT 3|

ey 1 3 TQrere Hifsar arnh & faRiwdrst o1 Sfie Rl g S a9+t TdgR &l 9fd ot
8| TTHT 11 RGBT gicd IR coRe Aref-, dfedie fazayor, Sia af-smemfed amh
AU AT e Y [IRATHUT BT ST HRd §U, AT B! FAATEHD, ATHIID, ARG adT
iRy Sl ﬁﬁ"ﬁgﬂ faT TIT 81 Uses and Gratifications Theory (UGT) UR ST quT
Media Richness Theory (MRT) o fazaia &Iﬁqtﬁ"'[ & Sfid u ey W 3R-
R Td Hifae fars o gxIid & JaTdd ARl YR faast & yg@ 8, sefe
TR 3R HARSH Il 3R ST & faRiwdT 8 | HeMRY & SR YR § urisfis-
R quT I el & i gie o TR 1 Te tfeRH iRl @R, S are (g
TeHe), Tgicd @eaw TWieHe) 3R R@rs (3w Wivie) & HIRkd TaioH & =0 # aRHTRa
foran T B, Ug AT B o eitag WA (¢ = 0.48) T SIAT WA (1 = 0.47) I TioHe
& I qolgd YalAM® § (p < 0.001) | I1Y &, T8 ot uran ma fb wiel-snenfka Hifsan,
difear a1 tAes GIF It &t gaT § FRaR U 3ifies Teie 309 HRT §, ST MRT
& 9g-Hahd (multiplicity-of-cues) RIgid & TET g

e 2 I HfST ad DI MHR o H STeh DR Afckdcd o1 S8 WIIURAT (Egoism),
Afaraferatien (Machiavellianism), EICY m (Moral Disengagement), AR
(Narcissism), J-I'-IIGN'III'-IGI‘) IBRAY (Psychological Entitlement), TR (Psychopathy),
AfsTH (Sadism), ¥d- fed (Self-Interest) dYl m (Spltefulness) RG] % G| H&IW Dl
tlfr&rUTW‘clT%l Y 1 | YHTIAd U Y I & U H Ugd 7Y TAHIT 56,528 ARl
DI STANTHAT CISHATZT DI [IRAT FRd gU, HTHTS Hobd HHREU aul HRAA AT Alsd
(Random Forest 3R Gradient Boosting; R?=0.981) P 631 H\Ihblscs SUARTEArsii UR ﬂl‘j\ﬁﬂ?ﬂ
T




THaTRe  SHfeREY (Psychological Entitlement) I WieHe & fAlD uqd
qaigHM® & &Y H ST § (feature importance = 0.953), ST TI®H INT-STYTRT SRS BT
A a1 ¢ | fesH, T YIS U § 3rafid yafad 82021 H YRd H 01-9afed gied
& 90.83% P Ugdd gU—UISTHE b e B 709 GaiAH &l UG IRid HRdl 6, S 98 Hobd
18 foh srcafiies srammIfores ot Frafitd wewid sid:foarsti & &1 Uwme gid 8, Stafe Aradl-
UGt & Uahy ¥ ST SHfIGRErY 3w THTd 81dT 81 PCA & 1Y K-Means GeRe T U1
fafRry IuaTHdl UHRI (archetypes) ﬁwmé, Gﬁﬁ’g—@ﬂ*—ﬂm ISPt § dh
§g-3Tth, 3-SIIRIH WhT3d dd fa¥gd & | 379 Entitlement-Driven (%X 1) TUT Multi-Dark
(FREX 4) IR T HYH TWSHRM UTRT W R TeiRid B ¢ | SR-iep s o 4
g WY giaT g f Afpunaferafed yrd fanst 7 Ickeia U T 8ifde g, Safe w@-ffd
(Self-Interest) 3TARDT IUTNTHATSM H TIIR 3HfH TR ST g1 1Y B, COVID-19 &
Tl T FeRIAS UGS TUT ST 01 &1 SifNcfad i dig BT |

ST 3, Y 1 3R 2 & el @l U 4 ghfdbd CE|IRCY ?:-'fl%—Susceptibility—
Structure—Reinforcement (SSR) Framework T IifSd Hearl %I SSR a1 Aed Hifsar ad &1
T IUA T AT -1 ! URUMH & =0 H R T 5, S i g &t Sfa:fhar
I BT 8: SATRHTd FHIART e Fag-T=iteraT (ST cafded 1T, a2y U § ifRrprRany aut
AW &1 Ughy), WRaEs Wehid [aRvdid (Il &1 UeR, Hifsar Iq<d,
TGS Tae), TUT GG bRl o (AT3ad, e (bR, SIATHH Ufdfshdl ash), - f daa
T BHHSIRI & URUMEGEU | Media Richness Theory 3R Uses and Gratifications Theory
% TIY THIGHd GIAR, SSR GIAT MRT B! WSS TR TgHl F 3T FeTar 7 3R Hifsar
HHadl D Tdh IITHG Tatd (selective amplifier) & wU H gﬂtﬁiﬁ-rriﬁﬁ Rl § Sl
a3 30 ¥ Haea=id SUARTHR AT & oI TISTHE Dl A U I dig Rl g, 7 fb
T Wewhid TG arel § HH =0 9| W=d HIfSa1 ad &l T 9dd, Yegidhd WieHe
fARERAT (continuum) & =0 H fparfad fosar mar 8, 5 I PR, 3= sid:fear
T T ST g8 Uidfhal-ddg-Riadr gRT YA BT Sl g1 $9 (oY sfaaidbTdd
TN ¢ ST &1 JUTNT forar 7T 3, o fg et W-Ruid wha ePwivl § o sgd
8T IS ded &1 I9d forar T g |

Tfe® =0 4, A ! S7eaa TrT-TR [aRAuUT, Hfakdd-iR Ugl aUT WehH geg[hul
A B Ubidd Hd gU TR Hif ST Ad B i THe Bl ThIghd, TRIE0T T ARATHD
Hied d SAd dxd ¢ | A e et fEume—RI ([@rduife Teiie Afca & gedl & &3
AT, e ufdfshar fa/ARRT &1 @y exn), ifa-Fafarst @eiiike aReRfar &
3ffart s, SifeH-Haeaeia feforea weamr Hifeur fawfia oA, dur AFfie Wy
WRIRT (AUH FHAUT & ToT RBRETY-URT R AIA-UIT IHE NHIEal $I dfed
A1) & fo Hgayul gt vRga exa €1 dell # wewH-falkyar @aa fgevx),

Vi




sl Bt TeTaUTdS (FRUTHD o) Ui, TUT AT Shig-aedT & srufeufa e
g Hfow & ergu™ @ femmell & {deriie HRUTHS fS9=H, Ig-WehH Ja-Tdd
A, SSR 2 BT RIS THIHROT ATS T (Structural Equation Modelling), d¥T d93.0
& ABRTS & IR (attention economy) HaH H 3T IR M B

P TGYT HST Tq ST BN TR BHID (D), HANGTE BRI
Susceptibility—Structure—Reinforcement (SSR) W miear THG Tl fagid (MRT), FTgNT g
GG Rl (UGT), 377 ST G, S G Hee GaIlenea, IIBFITHT FUaNT k.
TIeGpIad [a9aYT] 35 3.0, 22T COVID-19, T 4T/
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