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KEYWORDS: social media, -cultural ABSTRACT: Social media platforms have become transnational spaces in
exchange, intercultural communication, which cultural traditions, values, and identities are circulated, interpreted, and
cultural identity, digital platforms, global contested. This study examines how social media users engage with cross-
audiences cultural content and how they perceive its contribution to cultural exposure,

understanding, and representation. A quantitative, cross-sectional survey was
administered to 300 active social media users recruited through educational
institutions, online networks, and personal contacts using non-probability
convenience sampling. Descriptive statistics were used to summarize
demographic characteristics, patterns of media consumption, platform
preferences, online intercultural interaction, perceived cultural effects, and
Corresponding Author barriers to authentic representation. The sample was predominantly female
Nusrat Azeema (68.3%), aged 18-25 years (96.0%), and composed of students (93.0%). More
than half of respondents (53.0%) reported consuming media from other cultures
for more than two hours per day, while 61.3% did so daily or several times a
week. Instagram (50.5%) and YouTube (27.3%) were the most frequently
preferred platforms. Although exposure was high, only 16.2% frequently
interacted online with people from other cultures, and 55.6% rarely or never did
Published: August 04, 2026 so. Most respondents believed that media substantially or somewhat exposed
them to other cultures (85.4%), and 69.7% agreed or strongly agreed that social
media enhanced their understanding of different cultures and traditions.
However, respondents also identified a lack of diverse perspectives,
commercialization, stereotyping, and cultural bias as barriers to accurate
representation. Interpreted through network-society, participatory-culture, and
cultural-dimensions perspectives, the results show that social media can widen
cultural access and support intercultural learning, but exposure alone does not
License: This is an open access article under guarantee reciprocal dialogue or authentic representation. The study
the CC BY 4.0 license: recommends culturally contextualized content, source attribution, inclusive
https://creativecommons.org/licenses/by/4.0/ participation, and critical media literacy.

1. INTRODUCTION

Cultural exchange refers to the circulation and negotiation of customs, meanings, values, symbols, and ways of life among people
and groups with different social and cultural backgrounds. Historically, such exchange depended heavily on migration, trade,
education, tourism, diplomacy, and face-to-face contact. Digital communication has not replaced these processes, but it has changed
their scale, speed, and visibility. Social media users can now encounter a religious ritual, traditional recipe, local festival, language
practice, artistic performance, or political debate without being physically present in the community from which it originates.
Social network sites are not only channels for transmitting information; they are social environments in which users construct
profiles, connect with others, circulate content, and participate in networked publics (Boyd & Ellison, 2007). (Castells, 2010)
conceptualizes contemporary society as organized increasingly through networks that connect people, institutions, and flows of
information across territorial boundaries. From this perspective, platforms such as Instagram, YouTube, TikTok, Facebook, and X
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enable cultural materials to move through transnational networks, where they can be reproduced, commented on, adapted, and
recirculated.

The form of a medium also shapes how cultural meaning is experienced. (McLuhan, 2019) proposition that the medium structures
the message is particularly relevant to visual and algorithmic platforms, where short videos, images, hashtags, captions, music, and
recommendation systems influence what becomes visible and how audiences interpret it. (Jenkins, 2006) similarly emphasizes
participatory culture, in which audiences do not merely consume media but also produce, remix, and distribute it. These practices
can support cultural learning and visibility, yet they may also detach cultural expressions from their historical and social contexts.
Global cultural circulation therefore involves both opportunity and tension. (Appadurai, 1996) describes globalization as a set of
overlapping cultural flows through which people imagine identities and communities beyond national borders. Social media
intensifies these flows by making local cultural expressions immediately available to global audiences. At the same time, unequal
access, platform commercialization, linguistic hierarchies, stereotyping, and algorithmic selection can shape which cultural
narratives become prominent and which remain marginal.

The present study examines these issues from a sociological perspective by focusing on users' exposure to cross-cultural media,
their motivations and platform choices, their online interaction with people from other cultures, their perceived gains in cultural
understanding, and their concerns about representation. Rather than treating social media as automatically beneficial or harmful, the
study considers it as a contested social space in which cultural exchange is enabled but also structured by social inequalities, platform
logics, and representational practices.

1.1 Objectives
1. To examine how digital platforms enable cross-cultural exposure, engagement, and communication.
2. To assess users' perceptions of social media's influence on intercultural understanding and cultural appreciation.
3. To identify perceived barriers to authentic and inclusive cultural representation in digital media.

1.2 Research Question
1. How does social media shape the exchange, interpretation, and preservation of cultural traditions and values among global
audiences?

2. LITERATURE REVIEW

2.1 Social Media as a Networked Space for Cultural Circulation

Digital platforms allow cultural information to circulate through interpersonal networks rather than only through traditional media
institutions. In (Castells, 2010) network-society framework, communication networks reorganize social relations by connecting
geographically dispersed actors. Social media users can participate in these networks as both audiences and producers, allowing
cultural narratives to travel across boundaries with relatively low distribution costs.

This networked circulation is reinforced by convergence between media formats. (Jenkins, 2006) argues that contemporary media
culture is characterized by the movement of content across platforms and by active audience participation. A cultural practice may
be documented in a long-form YouTube video, condensed into a TikTok clip, translated through captions, discussed in comments,
and reposted on Instagram. Such circulation can broaden access to cultural knowledge, but each transformation may also change
the meaning or context of the original practice.

Recent empirical research demonstrates the intercultural potential of visual platforms. (Mahaputri et al., 2025) show that Instagram
can be used as a virtual environment for intercultural learning, while (Huttayavilaiphan, 2024) identifies visual storytelling,
educational content, multilingual communication, hashtags, and audience interaction as strategies used by Thai TikTok creators to
present local culture to wider audiences. These studies indicate that platform affordances can support cultural explanation and
engagement when content is contextualized and interactive.

2.2 Cultural Interpretation, Identity, and Hybridity

Cross-cultural media exposure does not involve the simple transfer of fixed cultural facts. Audiences interpret cultural content
through their existing experiences, values, language, and social positions. (Appadurai, 1996) account of global cultural flows helps
explain how images, narratives, and practices are detached from one setting and reassembled in another. This process can produce
hybrid forms in which local traditions are combined with global genres, technologies, and aesthetics.

(Hofstede, 2001) cultural-dimensions framework offers one way to consider how broad value orientations may affect
communication and interpretation. In the present study, the framework is used as a sensitizing perspective rather than as a
deterministic classification of individuals or nations. Social media users within the same country may differ substantially by
generation, class, education, gender, ethnicity, and personal experience. Cultural dimensions therefore provide interpretive
categories, but they do not replace attention to internal diversity and situational context.

(Tkachuk, 2025) argues that social media can facilitate intercultural communication by increasing contact with cultural difference,
while also creating risks of misunderstanding when messages are stripped of context or interpreted through stereotypes. This dual
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possibility is central to sociological analysis: digital contact may increase awareness, but meaningful intercultural understanding
requires dialogue, reflexivity, and recognition of unequal power in representation.

2.3 Participation, Heritage, and Cultural Memory

Social media also contributes to the documentation and interpretation of cultural heritage. (Liang et al., 2021) find that social media
can widen public participation in cultural-heritage management and provide spaces for storytelling, cultural expression, and
collective memory. (Foroughi et al., 2024) similarly demonstrate that social media posts can reveal public perceptions of built
heritage and can be analyzed as evidence of cultural values and meanings.

Digital preservation, however, is not equivalent to simply uploading cultural material. Meaningful preservation requires contextual
explanation, accurate attribution, community participation, and respect for cultural ownership. A video may preserve the visible
form of a ritual while omitting its sacred meaning, social rules, or historical significance. Accordingly, digital archives and user-
generated content are most valuable when communities retain agency over how their cultural knowledge is described and shared.

2.4 Representation, Commercialization, and Digital Inequality

Platform visibility is shaped by commercial and algorithmic incentives. Content that is visually dramatic, emotionally engaging, or
easily simplified may circulate more widely than complex or less marketable cultural narratives. As a result, traditions may be
packaged as entertainment, tourism, or lifestyle content, potentially increasing visibility while also encouraging commodification.
Stereotypes can be reinforced when a single practice is presented as representative of an entire society or when creators prioritize
familiar images that fit audience expectations.

Digital inequality also affects cultural participation. Access to devices, connectivity, language skills, media literacy, and production
resources is unevenly distributed. Communities with limited access may be represented primarily by outsiders, while dominant
groups have greater capacity to shape how cultures are framed. (Fermanian, 2025) guidelines on digital-platform governance
emphasize human rights, transparency, media and information literacy, and the availability of diverse cultural content. These
principles are relevant to cultural exchange because authentic representation depends not only on individual creators but also on
platform policies and broader structures of visibility.

2.5 Theoretical Orientation

The study integrates three complementary perspectives. First, network-society theory explains how digital connectivity enables
cultural materials to circulate across geographical and institutional boundaries (Castells, 2010). Second, participatory-culture theory
explains how users actively produce, remix, and redistribute cultural content (Jenkins, 2006). Third, (Hofstede, 2001) cultural-
dimensions framework provides a cautious interpretive lens for considering how value orientations may influence communication
and interpretation. Together, these perspectives direct attention to technological networks, user participation, cultural values, and
unequal representational power.

3. RESEARCH METHODOLOGY

3.1 Research Design

The study employed a quantitative, cross-sectional survey design. A survey was appropriate because the research sought
standardized information about respondents’ media-use patterns, motivations, perceptions, and reported interaction with people from
other cultures. Cross-sectional data were collected at one point in time and were analyzed descriptively; therefore, the findings
identify patterns in the sample but do not establish causal relationships (Levitt et al., 2018).

3.2 Population, Eligibility, and Sampling

The target population comprised active social media users. The final sample included 300 respondents. Participants were eligible
when they actively used social media, understood the purpose of the research, voluntarily agreed to participate, and completed the
questionnaire sufficiently for analysis. Recruitment was conducted through educational institutions, online networks, social-media
communities, and personal contacts.

The study used non-probability convenience sampling, with purposive eligibility criteria to ensure that participants were relevant to
the research question. Convenience sampling was feasible because no complete sampling frame of all social media users was
available. However, the method does not provide every member of the population with an equal probability of selection and limits
statistical generalization beyond the achieved sample (Taherdoost, 2016).

3.3 Instrument and Data Collection

Data were collected through a structured Google Forms questionnaire. The instrument included demographic questions and closed-
ended items addressing time spent consuming media from other cultures, frequency of exposure, motivations, online intercultural
interaction, preferred platforms, perceived cultural exposure, influence on cultural perceptions, cultural understanding and
appreciation, and barriers to accurate representation. Standardized response options allowed the results to be summarized
consistently through frequencies and percentages.
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3.4 Measures and Operational Categories

Daily exposure was measured using three-time categories: less than two hours, two to four hours, and more than four hours.
Frequency of engagement was measured as daily, several times a week, occasionally, or rarely. Online intercultural interaction was
measured as frequently, occasionally, rarely, or never. Perceptual items used categorical or agreement-based responses. For
interpretation, respondents consuming cross-cultural content for more than two hours per day were described as having higher daily
exposure, while those consuming two hours or less were described as having lower daily exposure. These descriptive categories
were not treated as validated psychological scales.

3.5 Data Analysis and Consistency Checks

Responses were summarized using descriptive statistics, primarily frequencies and percentages. Before revision, the percentages
reported in the demographic table, figure narratives, and embedded chart data were cross-checked for internal consistency. Mutually
exclusive response categories were required to total approximately 100%. Typographical and transcription errors were corrected,
and figure labels were standardized. Percentages are reported to one decimal place; consequently, some totals equal 99.9% or
100.1% because of rounding.

3.6 Ethical Considerations and Methodological Limitations

Participation was voluntary and based on informed agreement. The manuscript reports aggregated results rather than individual
responses. The study nevertheless has important limitations. The sample was concentrated among women, students, and respondents
aged 18-25 years, which restricts representativeness. Convenience recruitment may have overrepresented highly connected and
educated users. The study relied on self-reported behavior and perceptions, and its cross-sectional design cannot demonstrate change
over time or causality. The instrument also generated descriptive single-item measures rather than validated multi-item scales;
therefore, proposed mechanisms such as awareness or engagement should not be interpreted as statistically tested mediators.

4. RESULTS
The results are presented as percentages of the 300 respondents. All tables, figures, and narrative descriptions use the same corrected
values. Minor differences from 100% are attributable to rounding.

4.1 Demographic Characteristics
Table 1. Demographic characteristics of respondents (N = 300)

Variable Category Percentage (%)
Gender Female 68.3
Male 31.7
Current status Student 93.0
Employed 3.0
Unemployed 4.0
Age group Below 18 2.0
18-25 96.0
Above 25 2.0

Note. Current-status categories are mutually exclusive and total 100.0%.

The sample was predominantly female (68.3%), while 31.7% of respondents were male. Most participants were aged 18-25 years
(96.0%); 2.0% were below 18 and 2.0% were above 25. Students constituted 93.0% of the sample, followed by unemployed
respondents (4.0%) and employed respondents (3.0%). The demographic concentration indicates that the findings primarily reflect
the experiences of young adult student social media users.
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4.2 Exposure to Cross-Cultural Media

Time Spent Consuming Media from Other
Cultures Percentage

More than 4 hours _ 17.30%
More than 2 but less than 4 hours _ 35.70%
Lessthan 2 hours [ <5 50

0.00% 10.00% 20.00% 30.00% 40.00% 50.00%
Figure 1. Time spent consuming media from other cultures
Figure 1 shows that 46.9% of respondents consumed media from other cultures for less than two hours per day. A further 35.7%

reported two to four hours, and 17.3% reported more than four hours. Combined, 53.0% consumed cross-cultural content for more
than two hours per day, indicating substantial daily exposure among a majority of the sample.

Frequency of engagement with media from
other cultures

= Daily = Several time a week = Rarely

Figure 2. Frequency of engagement with media from other cultures

As shown in Figure 2, 32.7% consumed cross-cultural media daily and 28.6% did so several times a week. Together, these categories
represent 61.3% of respondents. Another 26.5% engaged rarely, while 12.2% did so rarely. The findings indicate that cross-cultural
content formed a regular part of media use for most participants.

4.3 Motivations and Online Intercultural Interaction

Motivations for Consuming Cross-Cultural
Media

Other NgNI0%M
Travel & expolaration IO Z20%H
Entertainment I an33is 09
Educational purposes a0 %

0.00% 5.00% 10.00%15.00%20.00%25.00%30.00%35.00%40.00%
Figure 3. Motivations for consuming cross-cultural media
Educational purposes were the most frequently reported motivation (34.3%), closely followed by entertainment (33.3%). Travel and

exploration motivated 24.2% of respondents, and 8.1% selected other reasons. The distribution suggests that cross-cultural media
use serves both informational and recreational needs.
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Figure 4. Online engagement with people from other cultures

Only 16.2% of respondents frequently interacted online with people from other cultures because of media content, while 28.3% did
so occasionally. In contrast, 35.4% rarely interacted and 20.2% never interacted. Thus, 55.6% reported little or no online intercultural
interaction, revealing a gap between exposure to cultural content and reciprocal communication with people from other cultural
backgrounds.

4.4 Platform Preferences

Platform Preferences for Cultural Content

Engagement
Tickto% g
13% YouTube
27%
Facebook
I 9%
nstagram
51%

®mYouTube mFacebook mInstagram = Ticktok

Figure 5 Preferred platforms for engaging with cultural content
Instagram was the dominant platform for cultural-content engagement (50.5%), followed by YouTube (27.3%), TikTok (13.1%),
and Facebook (9.1%). The preference for Instagram and YouTube underscores the importance of visual storytelling, short videos,

demonstrations, documentaries, and user-generated narratives in the circulation of cultural information.

4.5 Perceived Cultural Effects

Media's Role in Cultural Exposure

50.00% 46.90%
0 38.50%
O 40.00%
§ 30.00%
E . (]
%2 20.00% 0 :
E 10.00% 7.10% 8%
0.00% | ]
Yes, Absolutely Somewhat Not much Not at all
CATEGORIES

Figure 6. Perceived role of media in exposing users to other cultures
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A large majority believed that media played either a substantial (46.9%) or partial (38.5%) role in exposing them to other cultures.
Only 7.1% selected 'not much' and 7.5% selected not at all.' Overall, 85.4% attributed at least some cultural-exposure role to media.

Media's Impact on Cultural Perceptions

m Yes, Absolutely
m Yes, Negatively
= Natural

May be

Figure 7. Media influence on perceptions of specific cultures or traditions

Regarding changes in cultural perceptions, 32.3% reported a positive influence, 39.4% reported no clear change or a neutral position,
and 20.2% were uncertain. A smaller group (8.1%) reported a negative influence. These results suggest that media can shape cultural
perceptions, but the direction and intensity of influence vary considerably among users.

MEDIA'S ROLE IN GLOBAL CULTURAL
UNDERSTANDING AND APPRECIATION

46.50% 46.50%

o o
v

50.00%

40.00%
30.00%
20.00%
7.10%
10.00%

0.00%
YES, ABSOLUTELY SOMEWHAT NOT MUCH

Figure 8. Perceptions of media's role in global cultural understanding and appreciation

Almost all respondents believed that media could contribute to global cultural understanding and appreciation: 46.5% selected 'yes,
absolutely' and 46.5% selected 'somewhat.' Only 7.1% selected 'not much.' The total of 100.1% reflects rounding to one decimal
place.

Social Media's Impact on Cross-Cultural
Awareness

= Agree

= Strongly Agree
' = Disagree

Natural

Figure 9. Social media's contribution to cross-cultural understanding
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More than two-thirds of respondents reported that social media enhanced their understanding of different cultures and traditions.
Specifically, 54.5% agreed and 15.2% strongly agreed, producing a combined positive response of 69.7%. Neutral responses
accounted for 22.2%, and 8.1% disagreed.

4.6 Barriers to Accurate Cultural Representation

Challenges to accurate cultural representation in media

Other I 28.30%
Commercialization of cultural traditions IS 22.20%

Lack of diverse perspectives I 30.30%

CATEGORIES

Sterotyping and culture bias I 19.20%

0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00%
PERCENTAGE

Figure 10. Challenges to accurate cultural representation in media

The most frequently identified barrier was a lack of diverse perspectives (30.3%). Other factors, including inadequate research,
decontextualization, or political and commercial pressures, were selected by 28.3%. Commercialization of cultural traditions
accounted for 22.2%, and stereotyping or cultural bias accounted for 19.2%. The distribution shows that respondents understood
representation problems as both structural and content-related.

5. DISCUSSION

5.1 High Exposure Does Not Necessarily Produce Interaction

The findings indicate a clear distinction between consuming cultural content and engaging in intercultural dialogue. More than half
of respondents spent over two hours per day with media from other cultures, and 61.3% encountered such material daily or several
times a week. However, only 16.2% frequently interacted with people from other cultures, while 55.6% rarely or never did so. This
gap suggests that digital platforms can facilitate cultural visibility without necessarily creating reciprocal social relationships.
From a network-society perspective, connectivity expands the potential range of cultural contact, but users may remain positioned
primarily as observers within algorithmically curated networks (Castells, 2010). Exposure is therefore a necessary but insufficient
condition for intercultural communication. Dialogue requires opportunities for interaction, confidence in communicating across
language differences, and platform practices that reward explanation and exchange rather than passive viewing.

5.2 Visual Platforms and Participatory Cultural Circulation

Instagram and YouTube accounted for 77.8% of preferred platform use. This pattern is consistent with the growing importance of
visual and audiovisual storytelling in cultural communication. Images, demonstrations, short videos, documentaries, and creator
narratives can make unfamiliar cultural practices accessible to audiences with limited prior knowledge. Research on Instagram and
TikTok similarly shows that visual storytelling, multilingual captions, educational framing, hashtags, and audience interaction can
facilitate intercultural learning and expand the reach of local cultural narratives (Huttayavilaiphan, 2024; Mahaputri et al., 2025).
(Jenkins, 2006) concept of participatory culture helps explain why these platforms are significant. Users can comment, remix,
imitate, translate, and redistribute cultural content, becoming participants in its circulation. Yet participation is not automatically
equitable. Creators with greater visibility, technical resources, language competence, and algorithmic reach have more power to
define how a culture is presented.

5.3 Cultural Awareness, Interpretation, and Social Position

The majority of respondents viewed media as an important source of cultural exposure, and 69.7% agreed or strongly agreed that
social media enhanced their understanding of different cultures. These findings support the argument that digital media can increase
awareness and curiosity. Nevertheless, the 39.4% neutral response regarding changes in cultural perceptions and the 20.2% uncertain
response indicate that exposure does not always generate a clearly perceived attitudinal change.

Interpretation is socially situated. Users encounter cultural content through their own value systems, educational backgrounds,
language abilities, and previous experiences. (Hofstede, 2001) framework draws attention to broad differences in value orientation,
but the demographic concentration of the present sample also highlights the importance of age, student status, and gender. The
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results should therefore be read as perceptions within a particular young, student-dominated sample rather than as universal patterns
of cultural interpretation.

5.4 Authenticity, Commercialization, and Representation

Respondents identified a lack of diverse perspectives, commercialization, stereotyping, and cultural bias as major challenges. These
concerns reflect the contradictory position of culture on social media. Visibility may support recognition and preservation, but it
can also encourage simplified, marketable, or exoticized portrayals. A tradition may be detached from community authority and
reframed primarily as entertainment, tourism, fashion, or lifestyle content.

Research on heritage communication shows that social media can broaden public participation and document cultural meanings
(Foroughi et al., 2024; Liang et al., 2021). However, meaningful digital preservation requires context, accurate attribution, and
community involvement. (Antoninis et al., 2023) emphasis on diverse cultural content, transparency, and media literacy is relevant
here. Platforms and creators should provide historical and social context, consult members of represented communities, distinguish
appreciation from appropriation, and avoid presenting one practice as representative of an entire culture.

5.5 Sociological Implications

Sociologically, social media should be understood as an institutionally organized cultural arena rather than a neutral technological
channel. Platform ownership, algorithmic ranking, advertising models, language dominance, and unequal digital access influence
which cultures are visible and whose interpretations gain authority. Cultural exchange online is therefore embedded in relations of
power.

At the same time, users and communities retain agency. They can challenge stercotypes, document local knowledge, create
multilingual explanations, and connect cultural memory to younger audiences. The central implication is that digital cultural
exchange is most constructive when it moves from one-way exposure toward reciprocal, contextualized, and respectful participation.

6. CONCLUSION

This study examined how social media shapes cultural exposure, interpretation, interaction, and representation among 300 users.
The findings show extensive exposure to cross-cultural content, particularly through Instagram and YouTube. Most respondents
believed that media contributes to cultural exposure and global cultural appreciation, and more than two-thirds reported improved
understanding of different cultures and traditions.

However, the study also demonstrates that cultural consumption is not equivalent to intercultural communication. A majority rarely
or never interacted online with people from other cultures despite regularly consuming cross-cultural media. This distinction is
important because passive exposure may increase familiarity without producing dialogue, empathy, or a critical understanding of
context.

The potential of social media is further limited by representational problems. Respondents identified insufficient diversity,
commercialization, stereotyping, and cultural bias as barriers to accurate portrayal. Digital platforms can preserve cultural memory
and amplify underrepresented voices, but they can also simplify cultural practices and reward content that is commercially attractive
or algorithmically engaging.

The study recommends that content creators provide contextual information, acknowledge sources and cultural ownership, use
multilingual captions where appropriate, and engage directly with represented communities. Educational institutions should
integrate critical media literacy and intercultural communication into teaching. Platform companies should improve transparency
and support diverse cultural content. Future research should use more representative samples, validated multi-item measures,
interviews, focus groups, digital ethnography, and inferential statistical analysis to examine relationships among exposure,
awareness, interaction, and cultural appreciation.

Overall, social media can connect traditions, values, and global audiences, but its sociological significance depends on how
networks, users, institutions, and communities negotiate authenticity, participation, and power. Cultural exchange becomes
meaningful not merely when cultural content is visible, but when it is communicated accurately, interpreted critically, and exchanged
through respectful and reciprocal engagement.

REFERENCES

1. Antoninis, M., Alcott, B., Al Hadheri, S., April, D., Fouad Barakat, B., Barrios Rivera, M., Baskakova, Y., Barry, M.,
Bekkouche, Y., & Caro Vasquez, D. (2023). Global Education Monitoring Report 2023: Technology in education: A tool
on whose terms?

2. Appadurai, A. (1996). Modernity at large: Cultural dimensions of globalization (Vol. 1). U of Minnesota Press.

3. Boyd, D. M., & Ellison, N. B. (2007). Social network sites: Definition, history, and scholarship. Journal of computer-
mediated Communication, 13(1), 210-230.

4. Castells, M. (2010). Globalisation, networking, urbanisation: Reflections on the spatial dynamics of the information age.
Urban studies, 47(13), 2737-2745.

DOI: https://doi.org/10.55677/SSHRB/2026-3050-0801 pg. 943



https://doi.org/10.55677/SSHRB/2026-3050-0801

10.

11.

12.

13.
14.

15.

Nusrat Azeema (2026), Social Science and Human Research Bulletin 03(08): 935-944

Fermanian, T. D. L. (2025). UNESCO'S STRATEGY FOR 2023-2028 FOR PROMOTING SUSTAINABLE
DEVELOPMENT IN SOUTHEAST EUROPE IN LIGHT OF THE “ENVIRONMENT FOR EUROPE” PROCESS.
Revista DCS, 22(83), e3463-e3463.

Foroughi, B., Senali, M. G., [ranmanesh, M., Khanfar, A., Ghobakhloo, M., Annamalai, N., & Naghmeh-Abbaspour, B.
(2024). Determinants of intention to use ChatGPT for educational purposes: Findings from PLS-SEM and fsQCA.
International Journal of Human—Computer Interaction, 40(17), 4501-4520.

Hofstede, G. (2001). Culture's recent consequences: Using dimension scores in theory and research. International Journal
of cross cultural management, 1(1), 11-17.

Huttayavilaiphan, R. (2024). From local flavor to global fandom: an exploration of the cultural presentation and attitudes
towards using English by Thai content creators on the TikTok platform. Frontiers in Communication, 9, 1453316.
Jenkins, H. (20006). Fans, bloggers, and gamers: Exploring participatory culture. nyu Press.

Levitt, H. M., Bamberg, M., Creswell, J. W., Frost, D. M., Josselson, R., & Suarez-Orozco, C. (2018). Journal article
reporting standards for qualitative primary, qualitative meta-analytic, and mixed methods research in psychology: The
APA Publications and Communications Board task force report. American Psychologist, 73(1), 26.

Liang, X., Guan, Q., Clarke, K. C., Liu, S., Wang, B., & Yao, Y. (2021). Understanding the drivers of sustainable land
expansion using a patch-generating land use simulation (PLUS) model: A case study in Wuhan, China. Computers,
Environment and Urban Systems, 85, 101569.

Mahaputri, R. A., Emilia, E., Kurniawan, E., & Suwarno. (2025). Instagram for learning interculturally: a blueprint in a
global Englishes era. Language and Intercultural Communication, 25(1), 142-155.

McLuhan, M. (2019). The medium is the message (1964). In Crime and media (pp. 20-31). Routledge.

Taherdoost, H. (2016). Sampling methods in research methodology; how to choose a sampling technique for research. How
to choose a sampling technique for research (April 10, 2016).

Tkachuk, N. (2025). Ukraine as the frontline of european cyber defence: building resilience in the face of Russian cyber
aggression. Tallinn Pap, 15, 4-26.

DOI: https://doi.org/10.55677/SSHRB/2026-3050-0801 pg. 944



https://doi.org/10.55677/SSHRB/2026-3050-0801

