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 This study aims to examine how media convergence has transformed information 
consumption culture by analyzing user behavior within the new media ecosystem. 

Employing a qualitative research approach, the study adopts a descriptive-

interpretive research design to capture the meanings, motivations, and cultural 

contexts underlying everyday media use. This design was chosen to enable an in-
depth understanding of how users navigate converged media environments beyond 

measurable patterns. The research was conducted in Jakarta, Indonesia, a 

metropolitan area characterized by high digital connectivity and a hybrid media 

system. Twelve informants were purposively selected based on their active 
engagement with multiple media platforms and their capacity to reflect critically on 

information consumption practices. The findings reveal that media convergence 

reshapes information consumption through cross-platform navigation, selective 

exposure, and participatory engagement, while user motivations and cultural capital 
significantly influence credibility assessment and media choices. The study 

concludes that changes in information consumption culture emerge from the 

interaction between technological convergence, user agency, and sociocultural 

context. It recommends strengthening media literacy initiatives and adopting user-
centered perspectives in future media research and policy development. 
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INTRODUCTION  

The rapid development of digital technologies has fundamentally transformed the global media 

landscape, reshaping how information is produced, distributed, and consumed. The phenomenon known 

as media convergence represents the integration of traditional media platforms with digital 

technologies, enabling content to flow seamlessly across multiple channels (L. Huang, 2025). This 

convergence is not merely technological but also cultural, as it alters audience behaviors, expectations, 

and interpretative practices (Langer, 2024). In the context of the new media ecosystem, individuals are 

no longer passive recipients of information, instead, they actively select, interact with, and contribute 

to media content (McMillan, 2024). These shifts signal profound changes in the culture of information 

consumption, making media convergence a critical area of inquiry within contemporary communication 

studies (Soon & Velasco, 2023). 

Scholarly discussions on media convergence have evolved from early debates on technological 

integration to more complex analyses of social, cultural, and behavioral implications (Sparrow & 

Zhang, 2025). Previous studies have examined the role of convergence in journalism practices, media 

industries, and audience fragmentation (Lo et al., 2025). However, recent developments such as 

algorithm-driven platforms, mobile media dominance, and participatory culture demand renewed 

attention to user behavior within converged media environments (D. Sarkar, 2023). The state of the art 

in media convergence research increasingly emphasizes the intersection between technological 

affordances and cultural practices, particularly how users negotiate credibility, relevance, and 

engagement in an environment characterized by information abundance and constant connectivity (You 

& Syvertsen, 2025). 
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Despite extensive literature on digital media use, the transformation of information 

consumption culture remains insufficiently explored from a behavioral perspective within a fully 

converged media ecosystem (Keinonen, 2025). Existing research often focuses on platform-specific 

usage, such as social media or online news consumption, without adequately addressing how 

convergence blurs boundaries between media types and reshapes holistic consumption patterns (Shitrit 

& Noy, 2023). This limitation creates a fragmented understanding of user behavior, overlooking how 

individuals navigate multiple platforms simultaneously and how cultural values influence their 

information choices. As a result, there is a need for integrative research that situates user behavior within 

the broader dynamics of media convergence and cultural change (Ildır, 2024). 

The primary problem addressed in this study lies in understanding how media convergence 

influences changes in information consumption culture and user behavior in the new media ecosystem 

(Grishaeva & Busygin, 2023). While technological advancements provide users with unprecedented 

access to information, they also generate challenges related to information overload, selective exposure, 

and trust in media content (Nieborg & Poell, 2025). These challenges raise critical questions about how 

users adapt their consumption habits, develop new evaluative criteria, and construct meaning in an 

environment where traditional gatekeeping mechanisms are weakened (Miller, 2024). The lack of 

comprehensive behavioral analysis limits the ability of scholars and practitioners to assess the broader 

cultural implications of media convergence (Banerjee & Mitra, 2024). 

A significant research gap emerges from the limited integration of cultural analysis and user 

behavior studies in media convergence research (Heras, 2023). Many existing studies emphasize 

technological determinism or institutional perspectives, paying less attention to the lived experiences 

and interpretative practices of media users (Munster, 2024). Furthermore, empirical research often lacks 

contextual sensitivity, particularly in non-Western or hybrid media systems where traditional and digital 

media coexist dynamically (Atteneder & Lohmeier, 2024). This gap highlights the need for research 

that examines media convergence as a cultural process shaped by user agency, social norms, and 

contextual factors within the evolving media ecosystem. 

This study offers novelty by conceptualizing media convergence as a catalyst for cultural 

transformation in information consumption, grounded in an empirical examination of user behavior. 

Rather than treating convergence solely as a technological phenomenon, the research emphasizes how 

users actively construct consumption patterns through cross-platform engagement, content 

personalization, and participatory practices (Henig, 2024). By adopting a behavioral and cultural lens, 

the study contributes new insights into how convergence reshapes not only access to information but 

also the meanings, values, and routines associated with media use (Confetto & Covucci, 2025). This 

approach advances communication theory by linking media convergence to cultural change at the micro 

level of user experience (Qu, 2023). 

Based on these considerations, the central research questions guiding this study focus on how 

media convergence influences changes in information consumption culture and how users behave 

within the new media ecosystem (Mysiuk & Shuvar, 2023). Specifically, the study seeks to explore how 

users navigate converged media platforms, how cultural factors shape their information choices, and 

how these behaviors reflect broader transformations in media consumption practices (Jin, 2025). These 

questions are designed to capture the complexity of user engagement in a converged environment and 

to generate empirically grounded explanations of cultural change (Köselerli, 2024). 

The primary objective of this research is to analyze the relationship between media convergence 

and changes in information consumption culture through the lens of user behavior (Marei, 2024). The 

study aims to identify key behavioral patterns, interpretive strategies, and cultural values that emerge 

within the new media ecosystem (Aditia, 2025). Additionally, it seeks to develop a conceptual 

framework that explains how convergence-driven media environments influence user agency, 

engagement, and meaning-making processes (Zegarra & Abrams, 2023). Through this objective, the 

research aspires to bridge theoretical perspectives and empirical findings in communication studies 

(Shabalin, 2023). 
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The theoretical contribution of this study lies in enriching media convergence theory with a 

cultural and behavioral dimension. By integrating concepts from cultural studies, media sociology, and 

audience research, the study provides a more nuanced understanding of how convergence operates at 

the level of everyday media practices (Musa et al., 2023). Academically, the research offers empirical 

evidence that can inform future studies on digital media use, audience behavior, and cultural change 

(Jakab, 2025). It also contributes to methodological discussions by demonstrating the value of user-

centered approaches in analyzing complex media environments (Almeida, 2024b). 

From a practical perspective, the findings of this study are relevant for media practitioners, 

policymakers, and educators. Understanding how users consume and interpret information in a 

converged media ecosystem can inform strategies for content production, media literacy initiatives, and 

regulatory frameworks (Ying-Kit, 2025). Media organizations can leverage insights into user behavior 

to enhance engagement and credibility, while policymakers can design interventions that address issues 

such as misinformation and digital inequality (Barbala, 2023). Educators may also use the findings to 

develop curricula that foster critical media consumption skills (Miguel et al., 2024). 

Despite its contributions, this study acknowledges certain limitations. The focus on user 

behavior within specific media contexts may limit the generalizability of the findings across different 

cultural or technological settings (Kraemer, 2024). Additionally, the dynamic nature of media 

convergence means that user behaviors and platforms continue to evolve, potentially affecting the 

temporal relevance of the results (Lotz & Lunardi, 2025). These limitations underscore the importance 

of cautious interpretation and contextualization of the findings (Dzulfikar & Wati, 2024). 

Future research should expand upon this study by exploring comparative analyses across 

different cultural contexts and media systems. Longitudinal studies could provide deeper insights into 

how information consumption culture evolves over time in response to ongoing technological change 

(Sevinç, 2024). Further research may also examine the role of emerging technologies, such as artificial 

intelligence and immersive media, in shaping user behavior within converged ecosystems (S. Asif, 

2025). By building on the findings of this study, future research can continue to advance understanding 

of media convergence and its cultural implications (Klimmt et al., 2023). 

LITERATUR REVIEW 

The concept of media convergence has become a central framework in contemporary 

communication studies, particularly in understanding structural and cultural transformations within the 

digital media environment (Yang, 2025). Media convergence refers to the integration of previously 

distinct media technologies, platforms, and content flows into a unified ecosystem that reshapes 

production, distribution, and consumption practices (Gong & Shi, 2024). In the context of the new 

media ecosystem, convergence does not only represent technological integration but also signifies a 

cultural shift in how individuals access, interpret, and engage with information (Shan, 2025). To explain 

these transformations, this study draws upon three major theoretical perspectives: Media Convergence 

Theory, Uses and Gratifications Theory, and Cultural Consumption Theory (Yılmaz, 2024). 

Media Convergence Theory was prominently popularized by Henry Jenkins in 2006 through 

his work Convergence Culture, developed while he was a professor at the Massachusetts Institute of 

Technology (MIT), United States (Gupta & Edunuri, 2024). Jenkins conceptualized convergence as a 

cultural process rather than a purely technological one, emphasizing the flow of content across media 

platforms, the cooperation between media industries, and the migratory behavior of audiences (Haile, 

2024). According to Jenkins, convergence culture emerges when consumers actively seek information 

across multiple media channels and participate in content creation and circulation (Veglis, 2025). This 

theoretical framework positions users as active agents whose behaviors contribute to reshaping media 

systems (Trattner, 2024). 

From Jenkins’ perspective, media convergence alters traditional information consumption 

patterns by encouraging participatory practices and cross-platform engagement (Wei et al., 2025). Users 

no longer rely on a single medium but construct personalized information repertoires by navigating 

multiple sources simultaneously (Zago, 2023). This conceptualization provides a foundation for 

understanding how convergence drives changes in information consumption culture, particularly in 
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environments characterized by algorithmic curation, mobile connectivity, and social media interactivity 

(Caldeira, 2023). The development of this theory has expanded in recent years to include discussions 

on platformization, datafication, and algorithmic governance, reinforcing its relevance in analyzing 

contemporary media ecosystems (Venugopal & Kolluru, 2024). 

Uses and Gratifications Theory offers a complementary behavioral lens for examining user 

engagement in converged media environments (Sinha, 2023). This theory was originally articulated by 

Elihu Katz, in collaboration with Jay G. Blumler, in the early 1970s while Katz was affiliated with the 

Hebrew University of Jerusalem, Israel, and Blumler with the University of Leeds, United Kingdom 

(Anesa & Engberg, 2023). The theory posits that media users are active individuals who consciously 

select media to satisfy specific needs, such as information seeking, entertainment, social interaction, 

and identity formation (A. Peng, 2025). Unlike deterministic models of media effects, Uses and 

Gratifications Theory emphasizes user agency and motivation (Almeida, 2024a). 

In the context of media convergence, this theory has evolved to address multi-platform media 

use and digital interactivity (Cai et al., 2023). Contemporary scholars argue that user motivations have 

become more complex as digital media blur the boundaries between information producers and 

consumers (Walsh, 2024). The theory now incorporates factors such as personalization, immediacy, 

and participatory affordances, which shape how users engage with converged media platforms (Kiilu, 

2025). By focusing on user motivations and behavioral patterns, Uses and Gratifications Theory 

provides critical insight into why individuals adopt new media practices and how these practices 

contribute to changing information consumption cultures (İnan & Yılmaz, 2023). 

Cultural Consumption Theory forms the third theoretical pillar of this study, offering a 

sociocultural perspective on media use (Buturoiu et al., 2023). This theory is strongly associated with 

Pierre Bourdieu, whose work Distinction was developed during his academic career at the Collège de 

France, France, in the late 20th century (Neha et al., 2023). Bourdieu’s framework emphasizes that 

consumption practices, including media consumption, are shaped by cultural capital, social position, 

and habitus (Q. Huang et al., 2025). Media choices are not neutral but reflect broader social structures 

and cultural preferences embedded within everyday life (Kish, 2025). 

Applied to the new media ecosystem, Cultural Consumption Theory highlights how digital 

media consumption is influenced by symbolic meanings, identity construction, and social 

differentiation (Milton & Cobelo, 2023). As media convergence expands access to diverse information 

sources, users’ cultural backgrounds and values continue to shape how they interpret and prioritize 

content (Weinpress, 2024). Recent developments in this theoretical tradition have incorporated digital 

culture, emphasizing how online platforms mediate cultural expression and reinforce or challenge 

existing power relations (Yeğinsü, 2024). This perspective is crucial for understanding the cultural 

implications of convergence-driven media consumption (H.-P. Peng, 2025). 

The integration of these three theories provides a comprehensive framework for analyzing the 

main research problem of this study the transformation of information consumption culture within a 

converged media ecosystem (Smith & Loewen-Colón, 2024). Media Convergence Theory explains the 

structural and technological conditions enabling cross-platform media use, Uses and Gratifications 

Theory elucidates user motivations and behavioral choices, while Cultural Consumption Theory 

contextualizes these behaviors within broader cultural and social dynamics (Maddox, 2023). Together, 

these perspectives address the research gap identified in previous studies, which often examine 

technological or behavioral dimensions in isolation without considering cultural meaning-making 

processes (Brinton, 2023). 

The theoretical framework also informs the formulation of research questions by linking 

convergence processes with user behavior and cultural change (García et al., 2025). By examining how 

users navigate converged media platforms, what motivations guide their information choices, and how 

cultural values shape their consumption practices, the study responds directly to gaps in existing 

literature (Wiesenfeldt & Sinanan, 2024). The theories collectively support the research objective of 

understanding media convergence as a multidimensional phenomenon that reshapes information 

consumption beyond technological determinism (Thomas, 2023). 
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In terms of theoretical and academic contribution, the integration of these perspectives 

advances communication scholarship by bridging macro-level media system analysis with micro-level 

user behavior and cultural interpretation (Marshall, 2023). Practically, the framework offers insights for 

media practitioners and policymakers seeking to understand audience engagement, credibility 

assessment, and information literacy in converged media environments (Feng, 2025). By grounding 

practical implications in robust theoretical foundations, the study enhances its relevance beyond 

academic discourse (Murti, 2025). 

In conclusion, the literature reviewed demonstrates that media convergence, user behavior, and 

cultural consumption are deeply interconnected phenomena. Media Convergence Theory, Uses and 

Gratifications Theory, and Cultural Consumption Theory collectively provide a coherent analytical lens 

for examining changes in information consumption culture (R. Sarkar, 2025). By synthesizing these 

theories and scholarly perspectives, this study positions itself to offer novel insights into how 

convergence reshapes user behavior, addresses existing research gaps, and contributes to theoretical, 

academic, and practical understandings of the new media ecosystem (Zhang et al., 2025). 

RESEARCH METHODS 

This study adopts a qualitative research approach to explore how media convergence influences 

changes in information consumption culture through the lived experiences and behaviors of media users 

within the new media ecosystem. A qualitative method is considered the most appropriate approach for 

this research because it allows for an in-depth understanding of subjective meanings, interpretative 

practices, and cultural contexts that shape user behavior. Media convergence is a complex and dynamic 

phenomenon that cannot be fully captured through numerical measurement alone, as it involves 

perceptions, motivations, and cultural negotiations embedded in everyday media use. By employing a 

qualitative approach, this study seeks to uncover nuanced insights into how users experience, interpret, 

and adapt to converged media environments. 

The research design employed in this study is a qualitative descriptive-interpretive design. This 

design enables the researcher to systematically describe patterns of media use while simultaneously 

interpreting the cultural meanings attached to information consumption practices. The descriptive 

dimension allows for a detailed mapping of user behaviors across multiple media platforms, while the 

interpretive dimension facilitates an analysis of how these behaviors reflect broader cultural changes 

driven by media convergence. This design is particularly suitable for communication and cultural 

studies, as it prioritizes context, depth, and meaning over generalization. 

The selection of this research design is grounded in the study’s theoretical framework, which 

integrates Media Convergence Theory, Uses and Gratifications Theory, and Cultural Consumption 

Theory. These theories emphasize user agency, cultural interpretation, and contextual factors, all of 

which align with a qualitative methodological orientation. The descriptive-interpretive design allows 

the researcher to examine how convergence manifests in daily media practices and how users negotiate 

information overload, credibility, and relevance within a fragmented yet interconnected media 

ecosystem. 

The research was conducted in an urban metropolitan setting characterized by high levels of 

digital connectivity and media diversity. The chosen location for this study is Jakarta, Indonesia, which 

represents a dynamic media environment where traditional media, digital platforms, and social media 

coexist and interact intensively. Jakarta was selected as the research location due to its status as a media, 

economic, and cultural hub, where media convergence processes are highly visible and rapidly 

evolving. The city’s diverse population and widespread access to digital technologies provide a rich 

context for examining variations in information consumption behavior. 

The choice of Jakarta is also theoretically relevant, as it reflects a hybrid media system in which 

legacy media institutions continue to operate alongside global digital platforms. This hybrid condition 

allows the study to capture how users navigate converged media spaces that combine local cultural 

values with global media influences. Furthermore, Indonesia’s high social media penetration and mobile 

internet usage make Jakarta an appropriate site for investigating user behavior in the new media 

ecosystem, particularly in relation to information consumption culture. 
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The study involved purposive sampling to select participants who actively engage with multiple 

media platforms in their daily lives. Purposive sampling was chosen because it enables the researcher 

to identify individuals who possess relevant experiences and knowledge related to media convergence 

and information consumption. Rather than seeking statistical representativeness, the sampling strategy 

prioritizes information-rich cases that can provide deep insights into the research problem. 

The participants in this study consisted of twelve media users, who functioned as research 

informants. All informants were selected based on criteria including frequent use of digital media, 

engagement with multiple information platforms, and the ability to reflect critically on their media 

consumption practices. To protect anonymity and adhere to ethical research standards, all participants 

are referred to using pseudonyms. 

Among the informants, “Arif”, a 28-year-old digital marketing specialist, was selected due to 

his intensive engagement with social media analytics and online news platforms. His professional 

background provides insights into algorithm-driven information exposure. “Sinta”, a 32-year-old 

freelance journalist, was included to capture perspectives from individuals who simultaneously 

consume and produce media content. “Rizky”, a 24-year-old university student, represents younger 

users whose information consumption is shaped by mobile media and social networking platforms. 

“Dewi”, a 41-year-old public relations officer, was selected to explore professional information 

consumption in organizational contexts. 

Additional informants included “Bima”, a content creator; “Nadia”, a community organizer; 

“Fajar”, a media researcher; and “Lina”, a small business owner who relies heavily on digital platforms 

for market information. The diversity of informant backgrounds was intentionally designed to capture 

variations in media use, motivations, and cultural interpretations across different social roles and 

professional contexts. The selection of informants was justified by their ability to articulate experiences 

relevant to the research questions and theoretical framework. 

Data collection was conducted through in-depth, semi-structured interviews. This technique 

was chosen because it provides flexibility to explore predetermined themes while allowing informants 

to express their perspectives freely. The interview guide was developed based on the study’s research 

questions and theoretical foundations, covering topics such as media platform usage, motivations for 

information selection, perceptions of credibility, and changes in consumption habits over time. Each 

interview lasted between 60 and 90 minutes and was conducted in a setting comfortable for the 

informants, either face-to-face or via secure online communication platforms. 

In addition to interviews, the study incorporated non-participant observation of media use 

practices. Informants were asked to describe their daily routines of accessing information across 

platforms, enabling the researcher to contextualize interview data within actual consumption practices. 

Field notes were used to document patterns, reflections, and preliminary interpretations. This 

combination of interviews and observation strengthened data triangulation and enhanced the credibility 

of the findings. 

Data analysis followed a thematic analysis approach, which involved several iterative stages. 

First, interview transcripts were transcribed verbatim and read multiple times to achieve data 

immersion. Initial coding was conducted to identify recurring concepts related to media convergence, 

user behavior, and cultural consumption. These codes were then grouped into broader themes that 

reflected patterns across informants, such as cross-platform navigation, information overload 

management, and trust negotiation in digital media. 

The analytical process was guided by abductive reasoning, allowing theoretical concepts to 

interact dynamically with empirical data. Rather than imposing predefined categories rigidly, the 

analysis remained open to emergent themes that extended or challenged existing theoretical 

assumptions. This approach enabled the study to generate nuanced interpretations that connect user 

experiences with broader theoretical discussions on media convergence and cultural change. 

The technique of drawing research conclusions was based on analytical synthesis and 

theoretical integration. Conclusions were derived by systematically linking empirical themes with the 
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three theoretical frameworks employed in the study. This process involved comparing patterns across 

informants, identifying similarities and differences in media use practices, and interpreting these 

patterns within the context of media convergence and information consumption culture. Reflexivity was 

maintained throughout the analysis to ensure that interpretations were grounded in data rather than 

researcher bias. 

To ensure trustworthiness, the study applied qualitative rigor criteria, including credibility, 

transferability, dependability, and confirmability. Credibility was enhanced through data triangulation 

and prolonged engagement with informants. Transferability was addressed by providing rich contextual 

descriptions of the research setting and participants. Dependability and confirmability were supported 

through transparent documentation of research procedures and analytical decisions. 

In summary, the qualitative descriptive-interpretive methodology employed in this study 

provides a robust framework for examining media convergence and changes in information 

consumption culture. By focusing on user behavior within a specific cultural and media context, the 

study generates in-depth insights that contribute to theoretical development, academic discourse, and 

practical understanding of the new media ecosystem. 

RESULTS AND DISCUSSION 

The findings of this study reveal that media convergence has significantly reshaped information 

consumption culture by transforming how users access, evaluate, and engage with information across 

multiple platforms. The primary research problem concerning the cultural shift in information 

consumption is reflected in users’ increasing reliance on cross-platform navigation, personalized 

content selection, and participatory media practices. Informants consistently described a move away 

from linear and single-source information consumption toward a fragmented yet interconnected media 

experience, where traditional media, social media, and digital platforms are used simultaneously. 

Table 1. The Transformation of Information Consumption Culture in the New Media 

Ecosystem Due to Media Convergence 

No 

Key Findings 

(Research 

Results) 

Description of Findings Theoretical Discussion 

1 
Cross-Platform 

Navigation 

Informants no longer rely on a single 

medium. They access information 

through a combination of online 

news portals, social media, 

messaging applications, and video 

platforms simultaneously. 

Consistent with Media Convergence 

Theory (Jenkins), convergence is not 

merely technological integration but a 

cultural process that encourages 

audiences to actively construct their 

own information pathways. 

2 

Selective and 

Personalized 

Information 

Consumption 

Users selectively choose information 

sources based on their needs, 

interests, and situational relevance. 

Supports Uses and Gratifications 

Theory, which emphasizes that 

audiences actively select media to 

satisfy specific needs such as 

immediacy, depth, or social 

connection. 

3 
Participatory 

Engagement 

Informants not only consume 

information but also share, comment 

on, and produce content. 

Extends the concept of participatory 

culture within media convergence, 

where users act as curators and 

distributors of information. 

4 Strategies for 

Managing 

Users develop adaptive strategies 

such as limiting platform use, 

Reflects behavioral adaptation within 

converged environments and aligns 

with contemporary developments in 
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No 

Key Findings 

(Research 

Results) 

Description of Findings Theoretical Discussion 

Information 

Overload 

filtering trusted sources, and cross-

checking information. 

Uses and Gratifications Theory in 

digital contexts. 

5 

Credibility 

Negotiation and 

Trust Assessment 

Educational background, professional 

roles, and cultural capital influence 

how users evaluate the credibility of 

information. 

In line with Cultural Consumption 

Theory (Bourdieu), media 

consumption practices are shaped by 

social structures, cultural capital, and 

habitus. 

6 

Shift from Linear 

to Fragmented 

Consumption 

Information consumption has shifted 

from institution-centered, linear 

patterns to fragmented, user-driven 

practices. 

Demonstrates a cultural 

transformation driven by media 

convergence, integrating 

technological, motivational, and 

sociocultural dimensions. 

7 
Strengthened 

User Agency 

Users become primary actors in 

determining what information they 

consume and circulate. 

Confirms that media convergence 

enhances audience agency, although it 

remains influenced by algorithmic 

systems and social structures. 

The findings demonstrate that media convergence has transformed information consumption 

culture from passive, linear patterns into active, selective, and participatory practices. These changes 

emerge from the interaction between: 

1. Technological convergence (integration of media platforms), 

2. User motivations (information needs, immediacy, identity, and social interaction), and 

3. Sociocultural context (cultural capital, professional background, and social positioning). 

Therefore, changes in information consumption culture within the new media ecosystem are 

not solely the result of technological advancement, but rather the outcome of dynamic negotiations 

between technological affordances, user agency, and cultural context. 

These findings align closely with Media Convergence Theory as articulated by Henry Jenkins, 

which emphasizes the active role of users in navigating converged media environments. The study 

demonstrates that convergence is not merely a technological condition but a cultural process that 

encourages users to construct individualized information pathways (Mustakim et al., 2024). Users 

reported combining news portals, social media feeds, messaging applications, and video platforms to 

form a comprehensive understanding of current events (Muschert & Ragnedda, 2024). This behavior 

illustrates how convergence enables content flow across platforms while empowering users to act as 

information curators rather than passive consumers. 

From the perspective of Uses and Gratifications Theory, the findings indicate that user 

motivations play a critical role in shaping information consumption patterns (H. Asif, 2024). Informants 

expressed diverse needs driving their media use, including the desire for immediacy, credibility, social 

connection, and self-expression. These motivations explain why users selectively engage with different 

platforms depending on situational contexts. For instance, social media platforms were often used for 

quick updates and social validation, while traditional news outlets were accessed for in-depth analysis. 

This selective behavior confirms the theory’s emphasis on active audience agency within the converged 

media ecosystem. 
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Cultural Consumption Theory further contextualizes these behaviors by highlighting how 

cultural values and social identities influence information consumption. The study found that users’ 

educational background, professional roles, and social networks shaped their perceptions of credible 

information and appropriate media use. Informants with higher cultural capital demonstrated more 

critical evaluation strategies, such as cross-checking information across platforms. This finding 

supports Pierre Bourdieu’s argument that consumption practices reflect broader social structures and 

cultural dispositions, even within highly democratized digital media environments. 

In addressing the research gap identified in previous studies, the findings illustrate that user 

behavior cannot be fully understood through technological or motivational frameworks alone. Instead, 

the intersection of convergence, motivation, and cultural context provides a more comprehensive 

explanation of changing information consumption culture. This integrative insight represents a key 

contribution of the study, as it moves beyond platform-centric analyses to examine how users actively 

negotiate meaning within converged media systems. 

The results also respond directly to the formulated research questions by demonstrating how 

users navigate converged media platforms and how cultural factors shape their consumption practices. 

Users described developing personal strategies to manage information overload, such as limiting 

platform use, relying on trusted sources, or engaging in selective exposure. These strategies reflect 

adaptive behaviors that emerge in response to convergence-induced complexity, reinforcing the study’s 

focus on user agency and cultural adaptation. 

The achievement of the research objectives is evident in the identification of distinct behavioral 

patterns associated with media convergence. The study successfully analyzed how convergence 

reshapes information access, how users interpret media content, and how these practices contribute to 

broader cultural change. By linking empirical findings with theoretical perspectives, the study fulfills 

its objective of explaining the relationship between media convergence and information consumption 

culture through user behavior. 

The theoretical benefits of this study are significant, as the findings extend Media Convergence 

Theory by emphasizing its cultural and behavioral dimensions. The integration of Uses and 

Gratifications Theory demonstrates that user motivations remain central in converged environments, 

while Cultural Consumption Theory enriches the analysis by situating media use within social and 

cultural contexts. Together, these theoretical contributions advance communication scholarship by 

offering a multidimensional understanding of convergence-driven media practices. 

From a practical standpoint, the findings have important implications for media practitioners 

and policymakers. Understanding how users navigate and evaluate information across platforms can 

inform content strategies that enhance credibility and engagement. Media organizations may benefit 

from designing cross-platform content that aligns with user motivations and cultural expectations. 

Policymakers can use these insights to develop media literacy initiatives that empower users to critically 

assess information in converged media environments. 

Academically, the study contributes empirical evidence that can serve as a reference for future 

research on digital media use and cultural change. The qualitative findings provide rich contextual data 

that complement existing quantitative studies, highlighting the value of user-centered approaches in 

communication research. This contribution supports the academic goal of developing more nuanced 

and context-sensitive models of media consumption. 

The discussion of results also draws upon previous research to contextualize the study’s 

findings within existing literature. Earlier studies on media convergence have emphasized technological 

integration and industry transformation, often overlooking user-level cultural implications. This study 

builds upon those findings by demonstrating that convergence fundamentally alters everyday 

information practices, supporting arguments made by scholars who emphasize audience participation 

and cultural hybridity in digital media. 

In relation to the identified research gap, the findings confirm that prior studies’ limited focus 

on single platforms fails to capture the complexity of contemporary media use. By examining user 
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behavior across multiple platforms, this study provides empirical support for calls to adopt holistic 

approaches in media research. The results thus contribute to closing the gap between technological 

analyses and cultural interpretations of media convergence. 

The discussion of research questions further highlights how the findings extend existing 

knowledge. While previous studies have documented increased media multitasking, this research 

explains why and how users engage in such practices, linking them to motivational and cultural factors. 

This explanatory depth strengthens the study’s contribution to theoretical development and practical 

understanding. 

The alignment between research objectives and findings is reinforced through the discussion of 

benefits. The theoretical benefit lies in refining convergence-related theories, the practical benefit in 

informing media strategies and literacy programs, and the academic benefit in enriching qualitative 

research traditions within communication studies. These benefits are grounded in empirical findings 

and connected to previous research, demonstrating the study’s relevance and rigor. 

In conclusion, the results of this study reveal that media convergence has led to profound 

changes in information consumption culture by reshaping user behavior within the new media 

ecosystem. Through the integration of Media Convergence Theory, Uses and Gratifications Theory, 

and Cultural Consumption Theory, the findings provide a comprehensive explanation of how users 

navigate, interpret, and adapt to converged media environments. By addressing the main research 

problem, bridging identified gaps, and fulfilling research objectives, this study offers novel insights that 

contribute to theoretical advancement, practical application, and academic discourse in communication 

studies. 

The discussion of this study elaborates on how media convergence reshapes information 

consumption culture by examining user behavior within the new media ecosystem. The findings 

demonstrate that the primary research problem namely the transformation of information consumption 

from linear, institution-centered practices to fragmented, user-driven patterns represents a structural and 

cultural shift in contemporary media use. This shift reflects broader changes in the relationship between 

media technologies, audiences, and cultural meaning-making processes. 

From the perspective of Media Convergence Theory, the findings confirm that convergence 

operates as a cultural process rather than merely a technological integration. Users actively navigate 

across platforms, combining traditional news outlets, social media, and digital applications to construct 

their own information ecosystems. This behavior illustrates Jenkins’ argument that convergence 

empowers audiences to participate in content circulation and meaning production. In practical terms, 

this implies that media institutions no longer hold exclusive control over information flows, as users 

now function as curators who shape their own consumption patterns based on accessibility, relevance, 

and perceived credibility. 

The discussion further reveals that this convergence-driven behavior directly addresses the 

main research gap identified in earlier studies. Previous research often examined media platforms in 

isolation, failing to capture how users simultaneously engage with multiple media channels. By 

demonstrating how users integrate various platforms into a coherent consumption routine, this study 

contributes empirical evidence that supports the need for holistic approaches in media research. The 

integration of Media Convergence Theory with user-centered data bridges the gap between macro-level 

media system analysis and micro-level cultural practices. 

Uses and Gratifications Theory provides additional explanatory power by illuminating the 

motivations underlying user behavior in converged media environments. The findings indicate that 

users strategically select media platforms based on specific needs such as immediacy, depth of 

information, social interaction, and identity reinforcement. This confirms the theory’s central premise 

that audiences are active agents who make purposeful media choices. In the context of convergence, 

these motivations become increasingly complex, as users balance efficiency with credibility while 

navigating information abundance. 



Nur Andini Sulistia 1, Rania Aisyah Shaqi 2 Farhan Akbar 3 (2025).   

Journal of Communicatio Et Cultura Vol. 1 No. 2 Juni 2025 

E-ISSN : 3124-2626 
 

11 
 

The discussion highlights how these motivational factors respond to the research problem 

concerning information overload and trust. Users develop adaptive strategies, such as cross-checking 

information across platforms or relying on socially validated sources, to manage uncertainty in 

converged media spaces. This behavior aligns with the contemporary development of Uses and 

Gratifications Theory, which acknowledges that digital environments require users to negotiate between 

gratification and cognitive effort. Practically, this insight suggests that media producers must consider 

user motivations when designing content strategies across converged platforms. 

Cultural Consumption Theory enriches the discussion by situating user behavior within broader 

social and cultural contexts. The findings show that information consumption practices are influenced 

by users’ cultural capital, professional roles, and social networks. This supports Bourdieu’s argument 

that consumption patterns reflect underlying social structures and symbolic distinctions. Even within 

the seemingly open and democratized digital media ecosystem, users’ cultural dispositions shape how 

they evaluate information quality and legitimacy. 

This cultural perspective directly addresses the research gap related to the lack of contextual 

sensitivity in media convergence studies. By demonstrating how cultural values and social identities 

mediate media use, the study moves beyond technologically deterministic explanations. The 

implementation of Cultural Consumption Theory reveals that convergence does not homogenize 

consumption culture but rather amplifies existing cultural differences in how information is interpreted 

and valued. 

The discussion also revisits the research questions by integrating empirical findings with 

theoretical explanations. The question of how users navigate converged media platforms is answered 

through evidence of cross-platform engagement and selective exposure strategies. The question of how 

cultural factors shape information consumption is addressed by highlighting the role of cultural capital 

and social positioning. These findings collectively demonstrate that user behavior is shaped by the 

interaction between technological affordances, motivational needs, and cultural contexts. 

In relation to the research objectives, the discussion confirms that the study successfully 

analyzed the relationship between media convergence and changes in information consumption culture. 

The integration of three theoretical perspectives allows for a comprehensive explanation of how 

convergence influences not only access to information but also the meanings and values associated with 

media use. This theoretical synthesis represents an important contribution to communication studies, as 

it demonstrates the necessity of multidimensional frameworks in understanding complex media 

phenomena. 

The theoretical benefits of this study are evident in its contribution to the development of Media 

Convergence Theory. By emphasizing user behavior and cultural interpretation, the findings extend the 

theory beyond its original focus on content flow and participatory culture. Similarly, the application of 

Uses and Gratifications Theory in a converged media context highlights the evolving nature of user 

motivations in digital environments. Cultural Consumption Theory further complements these 

perspectives by grounding media use in social and cultural realities. 

From a practical standpoint, the discussion underscores the relevance of the findings for media 

practitioners, educators, and policymakers. Understanding how users navigate and evaluate information 

across converged platforms can inform strategies for enhancing media credibility and engagement. 

Media literacy programs can incorporate insights from this study to help users develop critical 

consumption skills in complex media environments. Policymakers may also benefit from recognizing 

the cultural dimensions of media use when designing regulations to address misinformation and digital 

inequality. 

Academically, the discussion situates the study within existing research by comparing its 

findings with previous studies on media convergence and digital media use. Earlier research has 

documented the rise of media multitasking and participatory culture, but often lacked in-depth analysis 

of cultural meaning-making processes. This study builds on those findings by providing qualitative 
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evidence that explains how and why users adopt certain consumption practices. In doing so, it addresses 

the identified research gap and contributes to a more nuanced understanding of media convergence. 

The discussion also highlights the novelty of the study by demonstrating how the integration of 

three theoretical frameworks generates new insights into information consumption culture. Rather than 

treating convergence, motivation, and culture as separate variables, the study shows how these 

dimensions interact to shape user behavior. This integrative approach offers a fresh perspective that can 

guide future research and theoretical development in communication studies. 

In revisiting the benefits of the research, the discussion reinforces the theoretical, practical, and 

academic contributions of the study. Theoretically, it advances convergence-related theories by 

incorporating cultural and behavioral dimensions. Practically, it provides actionable insights for 

improving media engagement and literacy. Academically, it enriches qualitative research traditions by 

demonstrating the value of user-centered and context-sensitive approaches. 

In conclusion, the discussion affirms that media convergence has fundamentally transformed 

information consumption culture by reshaping user behavior within the new media ecosystem. Through 

the combined application of Media Convergence Theory, Uses and Gratifications Theory, and Cultural 

Consumption Theory, the study offers a comprehensive interpretation of these changes. By addressing 

the main research problem, bridging identified gaps, responding to research questions, and fulfilling 

research objectives, the discussion solidifies the study’s contribution to theoretical advancement, 

practical understanding, and academic discourse in contemporary communication studies. 

CONCLUSION 

This study concludes that media convergence has fundamentally reshaped the culture of 

information consumption by transforming how users access, interpret, and engage with information 

within the new media ecosystem. Drawing directly from the findings and discussion, the research 

demonstrates that information consumption is no longer a linear or institution-centered process but a 

dynamic, cross-platform practice shaped by technological integration, user agency, and cultural context. 

Users actively navigate multiple media platforms to construct personalized information repertoires, 

reflecting a significant cultural shift in everyday media use. 

The results confirm that media convergence operates as a cultural process rather than merely a 

technological phenomenon. As shown in the findings, users engage in participatory practices such as 

content sharing, selective exposure, and cross-referencing information across platforms. These 

behaviors support the argument that convergence empowers users to become active curators of 

information, reinforcing the theoretical insights of Media Convergence Theory. The discussion 

highlights that this empowerment also introduces new challenges, including information overload and 

declining trust in traditional media authority, which users address through adaptive consumption 

strategies. 

From a behavioral perspective, the study concludes that user motivations play a central role in 

shaping information consumption patterns in converged media environments. The findings reveal that 

users strategically choose media platforms based on specific needs, such as immediacy, depth, and 

social interaction. This conclusion aligns with Uses and Gratifications Theory and demonstrates its 

continued relevance in explaining media use within contemporary digital contexts. The discussion 

further shows that convergence amplifies user choice while simultaneously increasing the complexity 

of media decision-making processes. 

The study also concludes that cultural factors significantly influence how users interpret and 

evaluate information in the new media ecosystem. The findings indicate that differences in cultural 

capital, educational background, and professional experience shape users’ ability to assess credibility 

and manage information abundance. This conclusion is consistent with Cultural Consumption Theory, 

which emphasizes that media consumption practices are embedded within broader social and cultural 

structures. The discussion underscores that while convergence expands access to information, it does 

not eliminate cultural inequalities but rather reconfigures them within digital environments. 
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In addressing the main research problem, this study concludes that changes in information 

consumption culture emerge from the interaction between converged media technologies, user 

motivations, and cultural contexts. The findings and discussion demonstrate that user behavior cannot 

be understood in isolation from these interconnected factors. This integrative conclusion responds 

directly to the research gap identified in previous studies, which often focus on technological or 

platform-specific aspects of media convergence without adequately considering cultural and behavioral 

dimensions. 

The study further concludes that its research objectives have been successfully achieved. By 

analyzing user behavior through an integrated theoretical framework, the research provides a 

comprehensive explanation of how media convergence reshapes information consumption culture. The 

discussion illustrates that the study contributes theoretical refinement, practical insight, and academic 

advancement by linking empirical findings to established communication theories. This alignment 

between objectives, findings, and discussion strengthens the study’s scholarly contribution. 

From a theoretical standpoint, the conclusion emphasizes that the integration of Media 

Convergence Theory, Uses and Gratifications Theory, and Cultural Consumption Theory offers a robust 

framework for understanding contemporary media use. The findings extend existing theoretical 

discussions by highlighting the cultural and behavioral implications of convergence at the user level. 

Academically, the study concludes that qualitative, user-centered research is essential for capturing the 

complexity of media practices in rapidly evolving digital ecosystems. 

In practical terms, the study concludes that insights into user behavior have important 

implications for media practitioners, educators, and policymakers. The discussion demonstrates that 

understanding how users navigate converged media environments can inform content strategies, media 

literacy initiatives, and regulatory approaches aimed at promoting credible and inclusive information 

consumption. These practical implications are grounded in empirical findings and supported by 

theoretical perspectives. 

Overall, this research concludes that media convergence has produced profound and lasting 

changes in information consumption culture by reshaping user behavior within the new media 

ecosystem. By synthesizing findings and discussion, the study offers a nuanced understanding of how 

convergence influences cultural practices, addresses existing research gaps, and contributes to 

communication scholarship. These conclusions reaffirm the study’s relevance for theoretical 

development, academic inquiry, and practical application in the field of communication studies. 
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