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 This study examines the transformation of audience behavior within convergent 

media environments and its implications for contemporary information 

consumption culture. The research aims to analyze how media convergence 

reshapes audience interaction patterns, information selection behavior, and 

participatory communication practices across digital platforms. The study employs 

a qualitative research method using a case study design because this approach 

enables an in-depth exploration of audience experiences and socio-cultural 

communication dynamics in real-life contexts. The research was conducted in 

Jakarta, Indonesia, selected due to its high level of digital media penetration, active 

communication ecosystems, and rapid technological adaptation. The study involved 

twelve informants consisting of university students, digital content creators, online 

journalists, communication academics, and social media practitioners who were 

purposively selected based on their active engagement with convergent media 

platforms. The findings reveal that audiences increasingly consume information 

through multiple digital channels characterized by personalization, interactivity, and 

algorithmic mediation. The research also demonstrates that participatory 

communication culture has strengthened audience involvement in content 

production and information dissemination. The study recommends strengthening 

digital literacy education, ethical communication governance, and adaptive cross-

platform communication strategies to address challenges related to misinformation 

and audience fragmentation within contemporary digital communication 

ecosystems. 
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INTRODUCTION  

The rapid expansion of digital communication technologies has fundamentally transformed the 

structure of global media ecosystems and altered the ways audiences access, interpret, and disseminate 

information (Cattaneo & Sun, 2024). Media convergence, understood as the integration of conventional 

and digital communication platforms into interconnected systems of content production and 

distribution, has become one of the most influential phenomena shaping contemporary communication 

studies (Amoako et al., 2023). The convergence process is not limited to technological integration; it 

also encompasses institutional adaptation, participatory culture, algorithmic mediation, and changes in 

audience interaction patterns. In the contemporary communication environment, audiences no longer 

function solely as passive consumers of information. Instead, they actively participate in selecting, 

reproducing, commenting on, and redistributing media content across multiple digital platforms such 

as social media, streaming services, online news portals, podcasts, and interactive applications (Sadiq 

et al., 2023). This transformation has generated a new information consumption culture characterized 

by immediacy, personalization, interactivity, and continuous connectivity. 

The state of the art in contemporary communication research demonstrates that media 

convergence has significantly influenced audience behavior in political communication, digital 

journalism, entertainment industries, and social interaction (Aprilliani et al., 2025). Previous studies 

have emphasized the emergence of participatory audiences, the decline of traditional mass media 
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authority, and the increasing role of algorithm-driven recommendation systems in shaping public 

attention (Alsalloum & Gainous, 2025). Scholars have also investigated how digital convergence 

accelerates information circulation while simultaneously increasing the risks of misinformation, echo 

chambers, media fragmentation, and declining critical literacy (Huang, 2025). Research in 

communication and cultural studies further highlights that audiences today experience information 

overload due to the abundance of accessible digital content (Rodriguez, 2023). As a result, media users 

often rely on algorithmic curation and platform-based personalization to navigate complex information 

environments. While existing studies have contributed substantially to understanding digital media 

transformation, many of them remain focused on technological dimensions or isolated platform 

analyses without sufficiently examining the broader cultural implications of changing audience 

behavior within convergent media ecosystems. 

The primary research problem addressed in this study concerns the transformation of audience 

behavior in the context of media convergence and its implications for contemporary information 

consumption culture. Despite the widespread integration of digital media platforms, there remains 

limited understanding regarding how audiences negotiate credibility, engagement, emotional 

attachment, and information trustworthiness in highly convergent communication environments (Lollia, 

2024). The increasing dependence on digital platforms has reshaped patterns of news exposure, 

entertainment preferences, and interpersonal communication practices. However, audiences are 

simultaneously confronted with challenges related to information authenticity, digital fatigue, selective 

exposure, and reduced attention spans (Alawadh, 2025). These conditions indicate that media 

convergence does not merely create technological efficiency but also produces profound cultural and 

behavioral consequences that require deeper academic investigation. 

The research gap identified in this study emerges from the limited integration between 

technological convergence theory and audience behavior analysis within the broader framework of 

communication culture. Existing literature frequently separates media technology discussions from 

socio-cultural interpretations of audience practices (Berry, 2024). Some studies concentrate on platform 

innovation and digital infrastructure, whereas others focus primarily on audience participation without 

examining how convergent systems structurally influence consumption habits, emotional engagement, 

and cognitive responses. Furthermore, many previous investigations were conducted within Western 

communication contexts, thereby limiting the applicability of findings to more diverse socio-cultural 

environments characterized by varying levels of digital literacy, media accessibility, and cultural 

adaptation. Consequently, there is a need for a more comprehensive analytical framework capable of 

connecting media convergence processes with transformations in audience behavior and evolving 

information consumption culture in contemporary society. 

The novelty of this research lies in its interdisciplinary approach that combines media 

convergence theory, audience behavior analysis, and cultural communication perspectives to explain 

the transformation of information consumption practices in digital society. Unlike previous studies that 

focus exclusively on technological integration or media effects, this research seeks to explore how 

convergent media ecosystems reshape audience identities, communication habits, and cultural 

interaction patterns simultaneously (Tam & Thai, 2025). The study also introduces a critical perspective 

regarding the relationship between algorithmic media systems and audience autonomy in selecting and 

interpreting information (Lind & Wickström, 2023). By examining convergence not merely as a 

technological process but as a cultural phenomenon influencing social behavior and communication 

ethics, this research contributes a more holistic understanding of digital media transformation in 

contemporary communication scholarship. 

Based on these considerations, the research formulates several central questions. The first 

question concerns how media convergence transforms audience behavior in the process of consuming 

information across digital platforms. The second question examines the cultural implications of 

convergent media systems on information consumption habits and audience interaction patterns. The 

third question investigates how audiences negotiate credibility, trust, and participation within 

algorithmically mediated communication environments. The fourth question explores the extent to 

which media convergence influences the formation of digital communication culture characterized by 
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personalization, immediacy, and participatory engagement (Gunišová & Štarchoň, 2025). These 

research questions are designed to provide systematic analytical directions for understanding the 

dynamic relationship between convergent media structures and changing audience practices in 

contemporary society. 

The objective of this research is to analyze the transformation of audience behavior within 

convergent media environments and to examine its implications for contemporary information 

consumption culture. Specifically, the study aims to identify the characteristics of audience interaction 

in digital communication systems, evaluate the influence of media convergence on information 

credibility and engagement, and explain the socio-cultural consequences of algorithmic communication 

practices. The research also intends to contribute to the theoretical development of communication 

studies by integrating technological, behavioral, and cultural perspectives into a unified analytical 

framework capable of explaining contemporary media transformation comprehensively. 

The theoretical significance of this study lies in its contribution to the advancement of 

communication and cultural studies literature related to digital media transformation. By integrating 

media convergence theory with audience behavior and participatory culture approaches, the research 

enriches interdisciplinary discussions concerning the relationship between technology, communication 

practices, and social change (Góraj, 2024). Academically, the study provides empirical and conceptual 

insights that may support future scholarly investigations on digital communication culture, media 

literacy, algorithmic communication, and audience engagement. The findings are expected to serve as 

relevant academic references for researchers, students, and communication scholars examining the 

evolving dynamics of media ecosystems in the digital era. 

Practically, this research offers valuable implications for media industries, communication 

practitioners, policymakers, and educational institutions. For media organizations, understanding 

audience transformation can support the development of adaptive communication strategies capable of 

maintaining audience engagement while promoting credible information dissemination. For 

policymakers, the study provides insights regarding the importance of digital literacy and ethical 

communication governance in response to the increasing complexity of convergent media systems 

(Festus & Emmanuel, 2024). Educational institutions may also utilize the findings to strengthen media 

literacy education and critical communication competencies among digital audiences. In broader 

societal contexts, the research contributes to enhancing public awareness regarding responsible 

information consumption and critical engagement with digital media content. 

Nevertheless, this research acknowledges several limitations. The study primarily focuses on 

the relationship between media convergence and audience behavior within contemporary digital 

communication environments, which may limit the exploration of broader political economy 

dimensions influencing media systems. In addition, audience behavior is highly dynamic and context-

dependent, making it difficult to generalize findings across all demographic and cultural groups. The 

rapid evolution of digital platforms and communication technologies may also affect the long-term 

relevance of certain analytical observations. Therefore, the findings should be interpreted within the 

contextual boundaries of the study’s theoretical and methodological scope. 

Future research is encouraged to expand comparative analyses across different cultural regions, 

demographic categories, and communication platforms to generate more comprehensive 

understandings of convergent media practices. Subsequent studies may also investigate the role of 

artificial intelligence, immersive communication technologies, and digital governance systems in 

shaping future audience behavior and information cultures (Ahmad et al., 2024). Additionally, 

interdisciplinary collaboration involving communication studies, sociology, psychology, and data 

science would provide richer analytical perspectives regarding the ongoing transformation of media 

ecosystems in the digital age. 

LITERATUR REVIEW 

The study of media convergence and audience behavior has become increasingly significant 

within contemporary communication scholarship due to the rapid transformation of digital media 

ecosystems and the emergence of participatory information cultures (Pfender & Devlin, 2023). The 
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convergence of traditional and digital media technologies has altered the mechanisms through which 

information is produced, distributed, consumed, and interpreted by audiences across global 

communication environments (Jannat & Ahmed, 2025). Contemporary audiences no longer function 

solely as passive recipients of mediated messages but actively engage in content selection, interaction, 

interpretation, and redistribution through interconnected digital platforms (Kumar, 2025). 

Consequently, the transformation of information consumption culture requires a comprehensive 

theoretical framework capable of explaining the complex relationship between technological 

integration, audience participation, and communication behavior. This literature review employs three 

major theoretical perspectives to analyze the phenomenon of media convergence and audience 

transformation, namely Media Convergence Theory, Uses and Gratifications Theory, and Participatory 

Culture Theory. 

Media Convergence Theory was popularized by Henry Jenkins in 2006 through his influential 

work Convergence Culture: Where Old and New Media Collide (Nafees et al., 2025). Henry Jenkins, a 

communication and media scholar affiliated with the Massachusetts Institute of Technology (MIT), 

United States, explained that convergence is not merely a technological process but also a cultural shift 

in which media consumers actively seek information across multiple platforms and participate in 

content circulation. Jenkins emphasized that media convergence involves the interaction between old 

media institutions and emerging digital communication technologies that reshape audience participation 

and media production practices. According to Jenkins, audiences are no longer passive spectators but 

become active participants within convergent media environments characterized by interactivity, 

collective intelligence, and transmedia communication. 

The conceptual framework developed by Jenkins explains that convergence culture emerges 

through the integration of technological innovation, participatory audiences, and networked 

communication systems (Nielsen et al., 2025). In this perspective, audiences possess greater autonomy 

in selecting and distributing information, although digital platforms simultaneously influence audience 

behavior through algorithmic systems and commercial interests (Dorta-Preen & Santana-Talavera, 

2025). The development of Media Convergence Theory has expanded significantly in contemporary 

communication research, particularly concerning social media platforms, streaming services, digital 

journalism, and algorithmic communication environments. Current developments of the theory indicate 

that convergence is increasingly shaped by artificial intelligence, platform capitalism, and data-driven 

personalization systems that influence audience engagement and information visibility (BAGORIA, 

2025). Scholars have also highlighted that media convergence creates both opportunities for democratic 

participation and challenges related to misinformation, media fragmentation, and declining information 

credibility (MAKI, 2024). 

The second theoretical perspective employed in this study is Uses and Gratifications Theory, 

which was developed by Elihu Katz, Jay G. Blumler, and Michael Gurevitch in 1973 (Jones, 2024). 

Elihu Katz was associated with the Hebrew University of Jerusalem in Israel, Jay G. Blumler was 

affiliated with the University of Leeds in the United Kingdom, and Michael Gurevitch contributed 

extensively to communication studies at the University of Leicester, United Kingdom. This theory 

explains that audiences actively select media content based on their psychological and social needs. 

Unlike traditional mass communication theories that position audiences as passive recipients of media 

influence, Uses and Gratifications Theory emphasizes audience agency in choosing media platforms 

capable of fulfilling specific motivations such as information seeking, entertainment, social interaction, 

personal identity, and escapism. 

According to Katz, Blumler, and Gurevitch, audiences are rational actors who consciously 

determine their media preferences according to their individual expectations and communication needs 

(Kerley, 2024). The theoretical framework highlights that media consumption patterns are shaped not 

only by media structures but also by audience motivations and contextual factors. In the context of 

convergent digital media environments, Uses and Gratifications Theory has evolved substantially to 

explain audience behavior within social networking platforms, streaming applications, and interactive 

communication systems (Yoon, 2023a). Contemporary developments of the theory demonstrate that 

audiences now consume information simultaneously across multiple platforms while seeking 
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personalized experiences, instant accessibility, and participatory engagement. Current communication 

research also indicates that algorithmic recommendation systems increasingly influence audience 

gratification processes by directing attention toward specific content categories based on behavioral 

data and consumption patterns (Agrawal & Barahate-Paikane, 2025). 

The third theoretical framework utilized in this study is Participatory Culture Theory, which 

was also extensively developed by Henry Jenkins alongside contributions from contemporary digital 

culture scholars (Yazıcıoğlu, 2023). Participatory Culture Theory explains that digital communication 

environments encourage audiences to become active contributors within media ecosystems through 

collaboration, interaction, and content creation. Jenkins argued that participatory culture is 

characterized by low barriers to artistic expression and civic participation, strong support for creating 

and sharing content, and informal mentorship systems among media users. This theory highlights the 

transformation of audiences from consumers into prosumers who simultaneously produce and consume 

media content. 

The conceptual framework of Participatory Culture Theory emphasizes collective intelligence, 

social collaboration, digital networking, and audience empowerment within communication systems 

(Aldamen, 2025). Contemporary scholars such as Axel Bruns from Queensland University of 

Technology, Australia, further developed the concept through the theory of “produsage,” which 

explains collaborative content production within digital communities (Oaikhena, 2023). Similarly, 

Manuel Castells from the University of Southern California, United States, expanded the understanding 

of participatory communication through his theory of network society, emphasizing how digital 

connectivity restructures social interaction and information exchange globally (Xu et al., 2023). The 

contemporary development of Participatory Culture Theory demonstrates that digital audiences 

increasingly engage in user-generated content practices, online activism, social influence networks, and 

collaborative information dissemination. However, recent scholarship also recognizes the existence of 

digital inequalities, platform surveillance, and algorithmic control that may limit genuine audience 

participation despite the appearance of communication openness (Ariouat & Karim, 2024). 

The integration of these three theories provides a comprehensive analytical framework for 

understanding the relationship between media convergence and transformations in audience behavior. 

Media Convergence Theory explains the structural and technological integration of communication 

systems, Uses and Gratifications Theory analyzes audience motivations and media selection behavior, 

while Participatory Culture Theory examines active audience engagement within digital 

communication ecosystems. Collectively, these theories help explain the primary research problem 

concerning how convergent media environments reshape information consumption culture, audience 

participation, and communication practices in contemporary society. 

The theoretical framework is closely connected to the research gap identified in this study. 

Previous communication studies often examine technological convergence separately from audience 

motivation and participatory practices, resulting in fragmented analytical perspectives regarding digital 

communication transformation (Kausar, 2025). Some studies prioritize technological innovation 

without adequately exploring audience cultural adaptation, while others focus primarily on audience 

engagement without critically analyzing the structural influence of convergent media systems. By 

integrating the three theoretical approaches, this research addresses the gap between technological 

determinism and socio-cultural interpretations of audience behavior within contemporary 

communication environments. 

The three theories are also directly related to the formulation of the research questions. Media 

Convergence Theory supports the investigation of how digital communication systems integrate 

multiple platforms and reshape information circulation. Uses and Gratifications Theory assists in 

analyzing why audiences select certain media platforms and how they fulfill communication needs in 

convergent environments. Participatory Culture Theory explains how audiences interact, collaborate, 

and negotiate meaning within digital communication ecosystems. Consequently, the integration of these 

theoretical perspectives enables a multidimensional understanding of audience transformation and 

information consumption culture. 
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The theoretical contribution of this study lies in its effort to synthesize technological, 

behavioral, and participatory perspectives into a unified communication framework capable of 

explaining contemporary media transformation comprehensively (Lee et al., 2025). Academically, the 

research enriches interdisciplinary communication scholarship concerning digital culture, media 

literacy, audience engagement, and participatory communication practices. Practically, the study 

provides insights for media industries, communication practitioners, educators, and policymakers 

regarding audience adaptation within convergent media environments. Understanding audience 

motivations, participation patterns, and information consumption behavior can support the development 

of ethical communication strategies, digital literacy programs, and responsible media governance 

frameworks (Raaper, 2024). 

In conclusion, the literature review demonstrates that Media Convergence Theory, Uses and 

Gratifications Theory, and Participatory Culture Theory collectively provide a strong conceptual 

foundation for analyzing transformations in audience behavior and information consumption culture. 

Henry Jenkins, Elihu Katz, Jay G. Blumler, Michael Gurevitch, Axel Bruns, and Manuel Castells 

contributed significantly to the development of communication theories capable of explaining the 

dynamic interaction between media technology and audience practices (Sun & Yu, 2023). The 

integration of these theoretical perspectives addresses the primary research problem regarding changing 

audience behavior within convergent media ecosystems while simultaneously filling existing research 

gaps related to fragmented communication analyses. Furthermore, the theories support the identification 

of the study’s novelty, the formulation of research questions, and the achievement of theoretical, 

academic, and practical research objectives. Through this comprehensive theoretical approach, the 

study contributes to a deeper understanding of how media convergence reshapes communication culture 

and audience participation in the contemporary digital era. 

RESEARCH METHODS 

This study employs a qualitative research method to examine the relationship between media 

convergence and audience behavior in the transformation of contemporary information consumption 

culture (Mahfoodh et al., 2025). The qualitative approach is considered the most appropriate method 

because the research seeks to understand complex social realities, interpret audience experiences, and 

explore cultural meanings embedded within digital communication practices (Yoon, 2023b). Media 

convergence is not merely a technological phenomenon but also a socio-cultural process that influences 

communication behavior, media interaction, and audience participation in everyday life (Reveilhac, 

2025). Therefore, qualitative research enables the researcher to investigate the subjective experiences, 

perceptions, motivations, and interpretative processes of audiences within convergent media 

environments in greater depth. The qualitative paradigm also allows the study to capture contextual 

realities related to digital communication culture that cannot be fully explained through statistical 

measurement or quantitative generalization. 

The research design applied in this study is a qualitative case study design (LeBouef & 

Dworkin, 2023). The case study approach is selected because it facilitates comprehensive exploration 

of a contemporary phenomenon within its real-life context, particularly when the boundaries between 

the phenomenon and the social environment are not clearly separated. In the context of this research, 

the case study design allows the researcher to analyze how audiences experience media convergence 

through digital communication platforms such as social media, streaming services, online news portals, 

and interactive applications. The design also supports the investigation of behavioral transformation, 

information selection patterns, participatory communication, and audience interaction practices across 

interconnected media systems. The use of a case study design is appropriate because the research 

focuses on understanding audience experiences holistically rather than testing causal relationships or 

producing statistical generalizations. Through this design, the researcher can analyze communication 

phenomena in a more interpretative, contextual, and culturally sensitive manner. 

The research was conducted in Jakarta, Indonesia, particularly within urban digital 

communication environments involving university students, media practitioners, and active social 

media users. Jakarta was selected as the research location because it represents one of the largest digital 

communication centers in Indonesia with high internet penetration, extensive social media usage, and 



Novyanto Widadi 1, Mustafa Aydin 2 (2026).   
Journal of Communicatio et Cultura Vol. 2 No. 2 2026 

E-ISSN : 3124-2626 
 

7 
 

rapid technological adaptation (Yến-Khanh, 2023). As a metropolitan city characterized by intensive 

media interaction and diverse communication practices, Jakarta provides a relevant context for 

examining media convergence and transformations in audience behavior. The city also reflects 

contemporary patterns of information consumption in which individuals engage simultaneously with 

conventional media and digital platforms. The selection of Jakarta as the research site is further justified 

by the existence of active digital communities, creative industries, online journalism institutions, and 

participatory communication cultures that support the exploration of convergent media practices within 

everyday social life. 

This study utilizes purposive sampling as the primary sampling technique (Jagani, 2024). 

Purposive sampling is employed because the research requires participants who possess direct 

experience and active involvement in digital media consumption and communication practices. The 

selection of participants is based on specific criteria related to the objectives of the study, including 

active engagement with multiple media platforms, familiarity with digital communication technologies, 

and regular participation in online information consumption activities. The purposive sampling 

technique enables the researcher to obtain rich and relevant data from participants capable of providing 

comprehensive insights into audience behavior within convergent media ecosystems. 

The research involved twelve informants consisting of university students, digital content 

creators, online media practitioners, and communication academics. The use of informants rather than 

respondents is consistent with the qualitative nature of the study, where participants are expected to 

provide in-depth narratives and interpretative experiences (Qi, 2024). To maintain ethical 

confidentiality and research integrity, pseudonyms are applied to all informants (Dinh et al., 2025). The 

first informant, identified as “AR,” is a university student majoring in communication studies who 

actively consumes information through social media and streaming platforms. AR was selected because 

of extensive engagement with digital communication environments and familiarity with participatory 

media practices. The second informant, “DN,” works as a digital journalist in an online news 

organization and was selected to provide insights regarding changes in news consumption patterns and 

audience interaction within convergent media systems. 

The third informant, “LS,” is a social media content creator with significant experience in 

producing and distributing information across multiple digital platforms. LS was chosen because of 

active participation in audience engagement and digital communication culture. The fourth informant, 

“MF,” is a communication lecturer specializing in digital media studies and was included to provide 

academic perspectives concerning media convergence and audience transformation. The fifth 

informant, “RA,” is a podcast producer involved in digital broadcasting practices, while the sixth 

informant, “AY,” is a public relations practitioner responsible for managing online communication 

strategies. Both informants were selected because their professional experiences reflect contemporary 

changes in media communication and audience interaction. 

Additional informants include “SP,” an online community administrator; “NN,” a university 

student actively involved in digital activism; “FI,” a freelance video editor and streaming platform user; 

“HT,” an online marketing specialist; “VK,” a social networking platform moderator; and “BM,” a 

media researcher focusing on digital literacy studies. These informants were selected because they 

represent diverse experiences and professional backgrounds associated with convergent media practices 

and information consumption behavior. The inclusion of participants from different communication 

sectors enables the study to obtain multidimensional perspectives regarding audience adaptation, digital 

participation, and communication culture transformation. 

Data collection techniques employed in this study consist of in-depth interviews, participant 

observation, and document analysis (Haumer et al., 2023). In-depth interviews were conducted semi-

structurally to provide flexibility for participants to explain their experiences, perceptions, and 

communication practices related to media convergence (Liu & Zhu, 2025). This technique enables the 

researcher to explore audience motivations, information preferences, media trust, and digital interaction 

patterns comprehensively. Participant observation was also conducted to examine audience behavior 

within digital communication environments, including social media interaction, online discussion 

practices, and information-sharing activities (Harahap et al., 2025). Through observation, the researcher 
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gained contextual understanding regarding communication habits and participatory engagement in 

convergent media ecosystems. 

Document analysis was utilized to strengthen data triangulation by examining digital 

communication materials such as online news content, social media posts, audience comments, platform 

interaction records, and communication policy documents (Nie, 2023). The use of multiple data 

collection techniques enhances research credibility and ensures comprehensive interpretation of 

communication phenomena. Data triangulation was further applied to compare findings obtained from 

interviews, observations, and documents to increase the validity and reliability of the study (Ebben & 

Bull, 2023). 

The data analysis process employed thematic analysis based on interpretative qualitative 

procedures (Lobo et al., 2025). The researcher first conducted data reduction by organizing interview 

transcripts, observation notes, and supporting documents into thematic categories related to media 

convergence, audience participation, information trust, and communication culture (Lev-On, 2025). 

The data were subsequently coded systematically to identify recurring patterns, similarities, differences, 

and emerging themes relevant to the research objectives. The thematic interpretation process enabled 

the researcher to connect empirical findings with theoretical perspectives such as Media Convergence 

Theory, Uses and Gratifications Theory, and Participatory Culture Theory. Through this analytical 

approach, the researcher was able to construct comprehensive interpretations regarding the 

transformation of audience behavior within convergent communication environments. 

The technique of drawing conclusions in this study follows an inductive reasoning process 

characteristic of qualitative research (Chan et al., 2025). Conclusions were developed gradually through 

continuous interaction between empirical findings and theoretical interpretation. The researcher 

identified dominant themes and conceptual relationships emerging from participant narratives, 

observational findings, and documentary evidence. Subsequently, the findings were interpreted within 

broader communication and cultural contexts to generate analytical conclusions concerning 

transformations in information consumption culture. The inductive conclusion process allows the 

research to produce contextually grounded interpretations capable of explaining contemporary audience 

behavior in convergent media ecosystems comprehensively. 

To ensure research trustworthiness, the study employed credibility, transferability, 

dependability, and confirmability criteria (Jacobson & Harrison, 2024). Credibility was strengthened 

through triangulation, prolonged engagement with participants, and member checking procedures. 

Transferability was supported by providing detailed contextual descriptions regarding research settings 

and participant characteristics. Dependability was achieved through systematic documentation of 

research procedures, while confirmability was maintained through reflexive interpretation and 

transparent analytical processes. These methodological strategies ensure that the research findings 

possess academic rigor consistent with the standards of internationally indexed communication journals 

such as the Journal of Communication Et Cultura (JCC). 

RESULTS AND DISCUSSION 

The findings of this study demonstrate that media convergence has significantly transformed 

audience behavior and reshaped contemporary information consumption culture within digital 

communication environments (Lee & Chung, 2024). The integration of traditional media and digital 

platforms has altered how audiences access information, evaluate credibility, participate in 

communication processes, and construct social interaction patterns ( 2024محمد,   ). The results indicate 

that audiences increasingly rely on interconnected media ecosystems consisting of social media 

platforms, online news portals, streaming services, podcasts, and interactive communication 

applications to fulfill their informational and social needs. This transformation confirms that media 

convergence is not merely a technological phenomenon but also a cultural process influencing 

communication behavior, audience participation, and digital interaction practices. 

The research findings reveal that audiences no longer consume information through a single 

communication channel. Instead, participants actively combine multiple platforms simultaneously to 

obtain faster, more personalized, and interactive information experiences (Mananda et al., 2025). 
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Informants explained that they frequently navigate between online news websites, social networking 

platforms, streaming content, and messaging applications within short periods of time. Such behavior 

reflects the emergence of multitasking communication habits characterized by immediacy, accessibility, 

and continuous connectivity. This condition supports Henry Jenkins’ Media Convergence Theory, 

which explains that audiences actively move across media platforms to seek integrated communication 

experiences. The findings indicate that audiences are no longer passive recipients of information but 

become active navigators within convergent communication systems. 

The study further found that algorithmic personalization strongly influences audience behavior 

and information selection practices (Rudzika, 2024). Most informants acknowledged that digital 

platforms continuously recommend content based on previous interaction histories, viewing patterns, 

and social preferences. As a consequence, audiences increasingly consume information aligned with 

their personal interests and ideological tendencies. This phenomenon demonstrates that audience 

autonomy within convergent media ecosystems is simultaneously facilitated and constrained by 

algorithmic systems (Wilczyński et al., 2025). From the perspective of Uses and Gratifications Theory 

developed by Elihu Katz, Jay G. Blumler, and Michael Gurevitch, audiences intentionally select media 

capable of satisfying psychological and social needs (D’Amelio, 2025). However, the research findings 

reveal that gratification processes in contemporary digital environments are increasingly shaped by 

platform algorithms that influence audience attention and communication behavior. 

The findings also demonstrate the emergence of participatory communication culture among 

digital audiences (Tsimpoukis, 2025). Informants actively engage in commenting, sharing, reposting, 

creating content, and participating in online discussions related to social, political, entertainment, and 

cultural issues. This result aligns with Participatory Culture Theory proposed by Henry Jenkins, which 

emphasizes the transformation of audiences into active contributors within media ecosystems. The 

research indicates that digital audiences increasingly function as “prosumers,” simultaneously 

producing and consuming information content across multiple communication platforms (Li & Hao, 

2024). Audience participation is no longer limited to content reception but extends toward collaborative 

communication practices and collective information dissemination. 

The following table summarizes the main findings of the research regarding transformations in 

audience behavior within convergent media environments. 

Table 

Table 1 Transformations in Audience Behavior within Media Convergence Environments 

Research Findings Explanation Related Theory Practical Implication 

Multi-platform 

information 

consumption 

Audiences access multiple 

media platforms 

simultaneously 

Media 

Convergence 

Theory 

Media organizations must 

integrate cross-platform 

communication strategies 

Algorithmic 

information selection 

Digital systems personalize 

content visibility 

Uses and 

Gratifications 

Theory 

Need for digital literacy 

regarding algorithmic 

influence 

Participatory 

communication 

behavior 

Audiences actively create 

and distribute content 

Participatory 

Culture Theory 

Increased importance of 

audience engagement 

management 

Declining attention 

span 

Audiences consume shorter 

and faster content formats 

Uses and 

Gratifications 

Theory 

Media adaptation toward 

concise communication 

formats 

Information 

credibility challenges 

Audiences experience 

confusion regarding 

trustworthy information 

Media 

Convergence 

Theory 

Strengthening fact-checking 

and communication ethics 
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Research Findings Explanation Related Theory Practical Implication 

Expansion of digital 

interaction culture 

Social interaction 

increasingly occurs through 

online communication 

Participatory 

Culture Theory 

Development of ethical online 

communication practices 

The results related to the primary research problem indicate that media convergence has 

transformed audience behavior from passive consumption into participatory and algorithmically 

mediated communication practices (Ghafar et al., 2025). Previous communication studies often focused 

primarily on technological innovation without comprehensively examining socio-cultural consequences 

for audiences. The present findings demonstrate that convergent media systems reshape not only 

communication infrastructure but also audience cognition, emotional engagement, and social 

interaction patterns. This finding expands prior studies conducted by Jenkins, Castells, and Bruns, who 

emphasized participatory communication but did not fully examine the psychological implications of 

algorithmic personalization within contemporary information environments. 

The implementation of Media Convergence Theory is evident in the integration of 

communication platforms and audience navigation across digital ecosystems (Firose et al., 2024). 

Audiences increasingly perceive information consumption as a continuous process occurring across 

interconnected media channels rather than isolated communication spaces. The implementation of Uses 

and Gratifications Theory appears through audience motivations in selecting personalized media 

content capable of satisfying informational, emotional, and social needs (Peng, 2025). Meanwhile, 

Participatory Culture Theory is reflected in audience engagement through collaborative communication 

practices, content creation, and social participation within digital communities (Feasey, 2024). 

The study also addresses the research gap identified in previous communication scholarship. 

Earlier studies frequently separated technological convergence from audience behavior analysis, 

resulting in fragmented understandings of digital communication transformation (Wasike, 2023). The 

findings of this research demonstrate that technological systems, audience motivations, and 

participatory practices are interconnected dimensions shaping contemporary information consumption 

culture. This integrated analytical perspective represents one of the main contributions and novelties of 

the study. The research confirms that audience behavior cannot be understood solely through 

technological determinism because social interaction, cultural adaptation, and participatory engagement 

significantly influence communication practices within convergent media ecosystems. 

The findings related to the research gap further reveal that audiences experience contradictory 

conditions within convergent communication environments. On one hand, digital convergence provides 

greater access to information diversity and participatory opportunities. On the other hand, audiences 

face challenges related to misinformation, selective exposure, digital fatigue, and declining critical 

literacy (Lipschultz, 2025). Informants explained that excessive information availability often creates 

difficulties in identifying credible sources and maintaining focused communication engagement. This 

condition supports recent developments in Media Convergence Theory emphasizing the dual nature of 

digital convergence as both empowering and problematic for contemporary audiences. 

The following table presents the relationship between research findings, theoretical 

perspectives, and identified research gaps. 

Table 

Table 2. Relationship between Research Findings, Theories, and Research Gaps 

Research Gap Research Findings Supporting Theory Interpretation 

Limited integration 

between technology and 

Audience behavior is 

shaped simultaneously by 

Media Convergence 

Theory 

Convergence influences 

communication structure 

and audience practices 
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Research Gap Research Findings Supporting Theory Interpretation 

audience behavior 

analysis 

technology and social 

interaction 

Lack of cultural 

perspective in digital 

communication studies 

Information consumption 

becomes a cultural 

lifestyle 

Participatory Culture 

Theory 

Digital participation 

reshapes communication 

culture 

Insufficient analysis of 

audience motivation in 

convergent media 

Audiences seek 

personalized and 

immediate 

communication 

experiences 

Uses and 

Gratifications Theory 

Audience needs 

influence media 

selection behavior 

Limited examination of 

algorithmic 

communication effects 

Algorithms influence 

information visibility and 

audience engagement 

Media Convergence 

Theory and Uses and 

Gratifications Theory 

Audience autonomy is 

partially mediated by 

digital systems 

The findings also directly answer the research questions formulated in this study. Regarding 

how media convergence transforms audience behavior, the results demonstrate that audiences 

increasingly engage in multi-platform communication practices characterized by interactivity, 

personalization, and participatory engagement (Mansyur, 2024). In relation to the cultural implications 

of convergent media systems, the study found that information consumption has evolved into a social 

and cultural activity embedded within digital interaction practices. Audiences not only consume 

information for cognitive purposes but also use communication platforms for identity construction, 

social networking, emotional expression, and community participation (Mahendra, 2025). 

The findings regarding credibility negotiation indicate that audiences continuously evaluate 

information authenticity through comparative platform analysis, peer recommendations, and digital 

verification practices. However, the study also found that algorithmic filtering and emotional 

communication often influence audience judgment, creating vulnerabilities toward misinformation and 

selective exposure (Collias, 2025). This finding confirms recent scholarly arguments that convergent 

media systems simultaneously facilitate information accessibility and communication manipulation. 

The research objectives were successfully achieved through comprehensive analysis of 

audience behavior within convergent media ecosystems. The first objective, namely analyzing 

transformations in audience communication practices, was fulfilled through findings demonstrating 

changes in information consumption patterns, participatory engagement, and platform navigation 

behavior. The second objective concerning the socio-cultural implications of media convergence was 

addressed through findings showing the emergence of digital communication culture characterized by 

immediacy, interactivity, and algorithmic personalization. The third objective related to communication 

theory development was achieved through the integration of Media Convergence Theory, Uses and 

Gratifications Theory, and Participatory Culture Theory into a unified analytical framework capable of 

explaining contemporary audience transformation comprehensively. 

The theoretical benefits of this research are reflected in its contribution toward interdisciplinary 

communication scholarship. The findings strengthen Media Convergence Theory by demonstrating that 

convergence processes influence not only technological systems but also cultural and behavioral 

communication dimensions (Castro, 2023). The study also expands Uses and Gratifications Theory by 

showing that audience gratification in digital environments is increasingly shaped by algorithmic 

mediation and platform personalization (Jones, 2024). Furthermore, the research enriches Participatory 

Culture Theory by explaining how participatory communication practices develop within complex 

digital ecosystems characterized by collaborative interaction and information sharing. 

Academically, the research contributes empirical insights concerning audience transformation 

within convergent communication systems. The findings provide relevant references for future 
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communication studies focusing on digital culture, participatory media, communication ethics, and 

audience literacy. The study also offers conceptual integration capable of supporting interdisciplinary 

investigations involving communication studies, sociology, media studies, and digital culture research. 

Practically, the findings possess significant implications for media organizations, 

communication practitioners, educators, and policymakers. Media industries are encouraged to develop 

adaptive cross-platform communication strategies capable of maintaining audience engagement while 

promoting credible information dissemination. Educational institutions should strengthen digital 

literacy education to improve audience critical thinking regarding algorithmic communication and 

misinformation (Young et al., 2024). Policymakers may utilize the findings to formulate ethical digital 

communication regulations and audience protection frameworks within convergent media 

environments. 

The discussion of the research findings is strongly connected with previous communication 

studies. Earlier studies conducted by Jenkins emphasized participatory communication and transmedia 

interaction within convergent media systems (Aljahdali, 2024). The present findings support Jenkins’ 

argument by demonstrating that audiences actively participate in information circulation and digital 

interaction. Similarly, Castells’ theory of network society is reflected in the finding that audiences 

increasingly construct social relationships and communication identities through interconnected digital 

platforms (Pabian et al., 2025). 

Previous studies based on Uses and Gratifications Theory explained that audiences select media 

according to psychological needs and social expectations (Kostadinov, 2025). The present research 

confirms this perspective while simultaneously extending it through findings related to algorithmic 

personalization and digital recommendation systems. Unlike earlier communication environments 

characterized by audience autonomy in media selection, contemporary digital ecosystems increasingly 

shape audience preferences through automated communication structures (González-Mohíno et al., 

2025). 

The findings also address the previously identified research gap concerning the lack of 

integrated analysis between technology, culture, and audience behavior. Earlier research frequently 

examined media convergence from technological or institutional perspectives without adequately 

analyzing its cultural implications for audiences. The current study demonstrates that convergent media 

systems significantly influence communication ethics, social interaction, emotional engagement, and 

information trust. Consequently, the research contributes a more holistic understanding of 

contemporary communication transformation. 

The practical implementation of the findings indicates that communication stakeholders must 

recognize audiences as active participants rather than passive consumers within digital media 

ecosystems. Communication strategies should therefore prioritize interactivity, transparency, 

credibility, and participatory engagement to maintain audience trust and communication effectiveness. 

Moreover, the findings emphasize the importance of strengthening media literacy and critical 

communication competencies to address challenges associated with misinformation, algorithmic bias, 

and digital communication fragmentation (Harris & Willis, 2025). 

Overall, the results and discussion confirm that media convergence has fundamentally 

transformed information consumption culture through the integration of digital communication 

systems, participatory audience practices, and algorithmically mediated interaction patterns 

(Shahabuddin, 2024). The integration of Media Convergence Theory, Uses and Gratifications Theory, 

and Participatory Culture Theory provides a comprehensive analytical framework for understanding 

these transformations. The study successfully addresses the primary research problem, fills existing 

research gaps, answers the research questions, and achieves the theoretical, academic, and practical 

objectives of the research. Furthermore, the findings contribute a novel perspective regarding the 

interconnected relationship between technological convergence, audience motivation, and participatory 

communication culture within contemporary digital society. 
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CONCLUSION 

The findings of this research demonstrate that media convergence has fundamentally 

transformed audience behavior and reshaped contemporary information consumption culture within 

digital communication environments. The integration of traditional media systems with digital 

communication platforms has created a multidimensional communication ecosystem in which 

audiences actively navigate, select, distribute, and reinterpret information across interconnected media 

channels. Based on the results and discussion, the study concludes that audiences no longer function 

merely as passive recipients of communication messages but increasingly act as participatory actors 

involved in collaborative communication practices, digital interaction, and content circulation. This 

transformation reflects a significant cultural shift in communication behavior driven by technological 

convergence, algorithmic mediation, and participatory communication structures. 

The research concludes that audience information consumption patterns have become 

increasingly personalized, immediate, and platform-oriented. Audiences simultaneously access 

multiple communication platforms such as social media, online news portals, streaming services, 

podcasts, and messaging applications to fulfill informational, emotional, and social needs. This 

condition confirms that convergent media systems encourage multitasking communication behavior 

characterized by continuous connectivity and rapid information exchange. The study also demonstrates 

that audiences increasingly depend on digital recommendation systems and algorithmic personalization 

in determining information preferences and communication engagement. Consequently, audience 

autonomy in selecting information is influenced not only by personal motivations but also by 

technological structures embedded within digital communication platforms. 

The research further concludes that participatory communication culture has become one of the 

dominant characteristics of contemporary media convergence. Audiences actively engage in 

commenting, sharing, reproducing, and creating digital content within online communication 

environments. This participatory transformation indicates that communication practices in the digital 

era are no longer controlled exclusively by traditional media institutions but are increasingly shaped by 

interactive relationships between audiences, digital communities, and communication platforms. The 

emergence of participatory audiences also reflects the growing importance of collective interaction, 

social networking, and collaborative communication in constructing contemporary information culture. 

From a theoretical perspective, the findings confirm the relevance of Media Convergence 

Theory, Uses and Gratifications Theory, and Participatory Culture Theory in explaining transformations 

in audience behavior and information consumption culture. Media Convergence Theory successfully 

explains how technological integration reshapes communication systems and audience interaction 

patterns within digital ecosystems. Uses and Gratifications Theory remains relevant in understanding 

audience motivations for selecting media platforms capable of satisfying informational and social 

needs. However, the study also concludes that audience gratification processes are increasingly 

mediated by algorithmic communication systems that influence content visibility and communication 

preferences. Participatory Culture Theory effectively explains the transformation of audiences into 

active contributors within communication environments characterized by collaboration, interaction, and 

digital participation. 

The study also concludes that media convergence generates both opportunities and challenges 

for contemporary communication culture. On one hand, convergent media systems expand audience 

access to information, facilitate participatory communication, and strengthen digital interaction across 

social boundaries. Audiences benefit from communication flexibility, information accessibility, and 

opportunities for self-expression within interconnected communication networks. On the other hand, 

the research identifies significant challenges related to misinformation, selective exposure, declining 

attention spans, digital fatigue, and difficulties in evaluating information credibility. Excessive 

information circulation and algorithmic filtering mechanisms create conditions in which audiences may 

become vulnerable to communication manipulation, fragmented perspectives, and reduced critical 

literacy. 

Another important conclusion derived from the research findings concerns the existence of a 

substantial relationship between technological convergence and socio-cultural transformation. Media 
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convergence does not merely represent technological modernization but also reshapes communication 

ethics, audience identities, social interaction patterns, and cultural consumption practices. The findings 

indicate that digital communication has become embedded within everyday social life, influencing how 

individuals construct meaning, establish relationships, and participate in public discourse. Therefore, 

the study concludes that understanding media convergence requires interdisciplinary perspectives 

capable of integrating technological, behavioral, cultural, and participatory dimensions simultaneously. 

The research further confirms the existence of a research gap in previous communication 

studies, particularly regarding the limited integration between technological convergence analysis and 

socio-cultural interpretations of audience behavior. Earlier studies often focused separately on media 

technology, audience motivation, or participatory communication without comprehensively examining 

their interconnected relationships within convergent media ecosystems. This study contributes to 

addressing that gap by providing an integrated analytical framework capable of explaining the 

relationship between technological systems, audience participation, and information consumption 

culture comprehensively. Consequently, the research offers a novel contribution to communication 

scholarship by emphasizing that audience behavior transformation is shaped by the interaction between 

technological structures, communication motivations, and participatory practices. 

In practical terms, the study concludes that media organizations, educators, communication 

practitioners, and policymakers must adapt to the changing characteristics of digital audiences within 

convergent communication environments. Media institutions are encouraged to prioritize 

communication credibility, ethical information dissemination, and audience engagement strategies 

across multiple platforms. Educational institutions should strengthen digital literacy competencies to 

improve critical communication skills and responsible information consumption practices among 

audiences. Policymakers also need to formulate adaptive communication governance frameworks 

capable of addressing misinformation, algorithmic bias, and ethical challenges within digital 

communication ecosystems. 

Overall, this study concludes that media convergence has transformed information 

consumption culture into a dynamic, participatory, and technologically mediated communication 

process. Audience behavior in contemporary society is increasingly shaped by the interaction between 

digital platforms, algorithmic systems, social participation, and communication motivations. Through 

the integration of Media Convergence Theory, Uses and Gratifications Theory, and Participatory 

Culture Theory, the research successfully explains the complexity of audience transformation within 

contemporary digital communication environments. The findings provide significant theoretical, 

academic, and practical contributions to communication studies while simultaneously offering relevant 

insights regarding the future development of digital communication culture in the era of media 

convergence. 
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