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DIGITAL BROADCASTING AND THE VIEWING
PRACTICES OF GENERATION Z:

A STUDY IN THE CONTEXT OF CULTURAL
INDUSTRY AND HABITUS
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Zibeyde Gamze Sahin
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Generation Z, born after 2000, has significantly shaped digital publishing through their distinct perspectives on life
and media consumption. The accessibility of digital content regardless of time and space increases its popularity,
transforming not only the production and circulation of media but also the way artworks are consumed. This study
focuses on Generation Z’s media viewing habits and how these habits influence their interpersonal communication
skills. Unlimited access to digital environments enables artworks to be rapidly circulated, consumed, and reproduced,
which aligns with the Critical Theory perspective that art becomes commodified within the “culture industry.”
Additionally, using Bourdieu’s “habitus” theory and the Uses and Gratifications Approach, the study examines young
people’s motivations for digital media use, showing that art is increasingly seen as a tool for identity construction
and social interaction rather than solely an aesthetic object. The research employs a qualitative method through
structured interviews with 50 Generation Z participants aged 18 and over. The findings indicate that personal
preferences and socio-demographic factors such as age, gender, and family structure shape digital media and art
consumption. Furthermore, while digital art circulation facilitates communication and connection, it may also create
limitations by standardizing artistic experience. Thus, the study demonstrates how culture industry dynamics and
habitus collectively influence Generation Z’s perception and engagement with art.

Introduction

to digital broadcasting. Television functioned
as a medium for socialization, entertainment,
motivation, and manipulation, functions that have
now been passed on to digital broadcasting. The
particular perspectives on life and ways of evaluat-
ing events of those born after 2000, which is known
as Generation Z, have had a great impact on this
situation. Digital broadcasting has become so main-
stream because it is “accessible” anywhere and un-
der any circumstances.
In this changing world, the attitudes of Genera-

T elevision and television culture has given way
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tion Z in the digital sphere is an area of great socio-
logical and cultural interest, despite their life choic-
es being yet to be defined. This study is especially
important in terms of shedding light on the changing
viewing habits of Generation Z as they enter ado-
lescence and how parents are overwhelmed by the
proliferation of digital platforms.

The aim of the research is to examine the effect
of digital broadcasting on generations within the
context of the “culture industry” concept put for-
ward by Critical Theory and Bourdieu’s “habitus”
concept. Both conceptualizations emphasize the
consumption habits of the masses. In the capitalist
social order, the intense use of media and its vari-
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ties of consumption differ across generations and,
therefore, by age group. The purpose of this study is
to investigate the media use habits of Generation Z
youth, looking at how correctly and effectively they
use the media. First, the research will investigate
how young people use media and provide important
clues about the position and effect of digitalization
in their lives. Second, the research examines the or-
ganization and attitudes of families regarding the
use of digital platforms by young people.

Anticipating that Generation Z’s digital media
use is influenced by popularity among young people,
this study seeks to answer to the following ques-
tions:

In what respects do the viewing habits of Gener-

ation Z differ from previous generations?

In what respects does the consumption of digital

platforms affect popular culture?

How does broadcasting via social media tools af-

fect the viewing habits of young people?

The rise of digital broadcasting has meant televi-
sion studies have given way to digital platform stud-
ies in academic media and communication debate.
The newness of the phenomenon necessarily means
there are insufficient studies in this area and, there-
fore, this study is important in terms of shedding
light on the subject matter. The research reveals the
similarities and differences in digital media usage
across generations. The research methods used will
explain the perspectives and attitudes of Generation
/ students towards digital broadcasting.

Theoretical Framework (Literature Review)

This study takes as its basis the sociology of
Bourdieu and the concept of “culture industry”, pro-
pounded by the Frankfurt School. For Bourdieu, the
concept of habitus refers to the predispositions de-
veloped when encountering new situations in daily
life. Habitus can be seen neither as a feature en-
tirely specific to the individual nor as a factor that
solely determines behaviors. It is rather a structur-
ing mechanism that operates within individuals and
helps them produce strategies to cope with various
situations." Although, according to many commenta-

1 Bourdieu & Wacquant, Answers, 2003, p. 121-125.
2 Palabiyik., On “Habitus”, 2011, p. 129.
3 Kulak, Theodor Adorno, 2017, p. 88.

tors, the concept of habitus seems to be connected
with the concept of habit, for Bourdieu it is some-
thing acquired and embodied in the body. Thus, hab-
itus is linked to an individual and collective history
belonging to a specific way of thinking. Habitus is
a principle that generates strategies based on past
experiences and gives temperament and inclination
to the action the person will perform. According to
Palabiyik, habitus is the sum of tendencies that nour-
ish a person’s expectations about what they want
and what they can achieve in their relationships.?
In this framework, habitus expresses the habits an
individual develops towards a newly emerging sit-
uation. The fact that individuals who use digital
broadcasting make this process a habit and an in-
dispensable part of their daily life practices will be
associated with this concept.

The concept of culture industry, put forward by
the theorists of the Frankfurt School, can be defined
as a product of a profit motive that has developed
within a certain ideology, which deceives individuals
and standardizes them by making cultural products
a commodity within the capitalist social system.
As Kulak states, according to Adorno, the Culture
Industry is a process in which all kinds of cultural
elements are commodified and transformed into
something that can be bought and sold like objects.?
The Culture Industry seriously speculates on the
consciousness level of the masses while address-
ing millions of people. In this context, the masses
are not in the primary, but in the secondary position;
they are calculated in advance and made a part of
the system. The customer, as presented by the cul-
ture industry, is not “king”; in this system. They are
passive objects not active subjects. What is decisive
here is neither the masses nor the means of com-
munication. The decisive factor is the ideas instilled
in them, that is, the voice of the dominant powers.
According to Adorno, instead of really trying to un-
derstand the masses, the Culture Industry reinforces
their existing and supposedly unchanging mentality
and uses it for its own benefit. The question of how
this mentality can be transformed has been com-
pletely ignored. Consequently, the masses are not
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the measure of the culture industry, but its ideolog-
ical basis.!

The object of consumption in the viewing habits
of the culture industry is primarily television. Watch-
ing television is not simply an activity; it is the pro-
cess of the viewer receiving messages created with
a certain purpose within the framework of a certain
ideology. According to Fiske, the audience preserves
and strengthens social relations in order to “engage”
with television.® As Postman states in his work On
Television, the primary function of television is en-
tertainment. Entertainment is the meta-ideology of
all discourse on television. It does not matter what
is shown or what perspective is reflected; above all
else, the assumption that everything is presented
with our entertainment and enjoyment in mind pre-
vails.® However, in recent years, television has given
way to the use of digital broadcasting.

Acoording to Sari and Tirker, the freedom to
choose content that the internet has given to the in-
dividual also shows its effect on viewing behavior
today. Individuals can access the content they want
to watch regardless of place and time. The desire to
access and watch desired content has led media ex-
ecutives to develop a new environment that serves
this desire through various functions: Digital plat-
forms.” With the transition to digital broadcasting,
the television format has also changed, and TV se-
ries and movies that were previously broadcast only
on traditional television are now being broadcast on
digital TV platforms. As Burg and Mazici point out,
digital streaming platforms such as Netflix, Ama-
zon Prime, and BIuTV, which have become extreme-
ly popular in recent years, are watched by a large
number of people around the world and in Tirkiye.
The reason for this is that audiences believe digital
technology offers higher quality and richer content
in terms of meeting their viewing, entertainment,
and consumption needs.®

With the development of mass communication

Adorno, Culture Industry, 2014, p. 110.

Fiske, Understanding Popular Culture, 2012, p. 186.
Postman, Television, 2014, p. 102.

Sar & Tiirker, A Study on the Level, 2011, p. 61.
Burg & Mazici, Digital Broadcasting, 2023, p. 138.
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theories, the audience analysis based on the ef-
fect of mass communication tools on the audience
gained a new dimension with the uses and gratifi-
cations approach. Looking at this issue within com-
munication studies, it is necessary to include the
Uses and Gratifications Approach here. According
to Karaduman and Unli Karatas, the problematic of
what the media does to individuals as an audience
has evolved into the problematic of what individuals
do with the media, transforming into a dimension
centered on the audience.® According to the Uses
and Gratifications approach, as described by Ozmen,
individuals in society use the media according to
their own needs. Katz, Blumer, and Gurevitch have
pointed out that the needs met by the media have
social origins. According to them, the foundations
of Uses and Gratifications studies are based on five
principles:™
- The audience is active. They are not passive re-
cipients of everything the media broadcasts. They
choose and use the program content themselves.
Viewers and listeners freely choose the media
and programs that will best satisfy their own
needs.
The media producer may not be aware of the
ways the program is used, and different viewers
can use the same program to satisfy different
needs.
Media is not the only source of gratification. Va-
cation, dancing, and sports can also be sources
of gratification.
People are aware, or can be made aware, of their
own interests and motives in some situations.
Value judgments about the cultural importance of
the media must be ignored”
Generation Z, described as true digital natives, is
a generation born into the digital world and is insep-
arable from technology. Toguslu defines Generation
Z as follows: “What distinguishes this generation
from other generations, including their families and

9 Karaduman & Unlii Karatas, Digital Broadcasting and Viewing, 2022, p. 986.

10 Fiske, Understanding Popular Culture, 1996, p. 199-200.
11 0zmen, Reception of Digital Platforms, 2020, p.15-16.
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educators, is not only that they learn differently, but
that they work differently, play differently, have fun
differently, socialize differently, and digital media
takes up a significant place in their daily lives while
doing these”.” Therefore, Generation Z individuals
constitute an important place among the masses
who use digital tools. According to Yardimci, the
generation that maintains its activity in digital plat-
forms reflects its personal relationship to the media,
interacts with other individuals and communities
in the media, and finds the opportunity to express
themselves.”

As Oyman and Akinci state, Generation Z indi-
viduals were born into a life intertwined with tech-
nology, so they do not know a world without tech-
nology/the internet; Generation Z individuals who
spend their time online turn to the digital world as
a problem solver when they encounter a problem.
These solutions sometimes take the form of educa-
tional videos on YouTube, which is why they spend
hours watching vloggers on YouTube." According to
Coskun, Generation Z, which uses developing tech-
nology in every sense, is always together with the
convenience of communication and transportation.
Even if they are far apart, they can communicate
with each other verbally and visually at any moment
with communication tools that fit in their pockets.
Thus, insurmountable distances become surmount-
able with a single click.”®

According to 2021 research, the internet use
rate of the 16-24 age group in Tirkiye is 97.1%;
making voice or video calls over the internet (us-
ing WhatsApp, Facetime, Viber, Messenger, Skype,
Snapchat, etc.) is 87.6%; creating a profile, sending
messages, or sharing content such as photos on
social media (Facebook, Twitter, Instagram, Snap-
chat, etc.) is 81.5%; messaging (WhatsApp, Mes-
senger, Skype, BIP, Viber, Snapchat, etc.) is 92.19%;
and searching for information about goods and ser-
vices is 59.9% (TUIK, 2022). According to research
conducted in the 16-74 age group, watching videos
from video streaming services (Netflix, Exxen, Am-
azon Prime, Blu TV, puhutv, Gain, etc.) is 23.8%, and

12 Toguslu, Evaluation of Audience, 2021, p. 12.

13 Yardimcl, The Importance of Media, 2021, p. 14.

14 QOyman & Akincl, Vloggers of Social Media, 2019, p. 449.
15 Coskun, Social Media, 2019, p. 49.

16 TUIK, 2022. https://data.tuik.gov.tr.

watching videos from sharing sites such as YouTube
is 84.39%.™

Method

Within the scope of the qualitative research
method, a semi-structured interview technique was
used with Generation Z students. The content analy-
sis method was used to explain the internal dynam-
ics of the study and to interpret the usage practices
of Generation Z individuals. Data was collected from
university students over the age of 18, and inter-
views were conducted with 50 students. Twenty of
the obtained data were included in the study. The in-
terviews conducted for the analysis of the data were
presented with the theme-sub-theme-codes model
using the content analysis method.

Findings and Conclusion

In this study, the overarching theme titled “The
Use of Digital Practices on Interpersonal Relations
and Art” reflects how Generation Z’s engagement
with digital media shapes both their social interac-
tions and their approaches to art consumption. The
theme is grounded in participants’ daily digital rou-
tines, highlighting that digital environments are not
separate from their social reality but embedded into
their lifestyles.

The theme, sub-themes, and codes that emerged
in the study using the content analysis method are
as follows (fig. 1).

The first sub-theme, “Digital platform use,” cen-
ters on the media habits of Generation Z. Findings
indicate a dominant reliance on popular social plat-
forms such as Instagram, YouTube, and TikTok. Par-
ticipants report spending between three to eight
hours per day on screens, showing high integration
of digital tools into daily life. Short-form content like
Reels and Shorts is highly preferred due to its fast
and accessible nature. The motivations behind con-
sumption are multifaceted, including entertainment,
passing time, escaping boredom, acquiring knowl-
edge, and cultural development. This suggests that
digital media serves both recreational and educa-
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The theme Sub-themes

Codes

Popular Social Platforms

Integration of digital media into daily life (3-8
hours of screen time per day)

Preference for Reels and Shorts formats

Digital platforms use

Desire to pass time and relieve boredom

Motivation for gaining knowledge and cultural
development

Tendency toward educational and
entertainment content

Reflection of

Similarity between real and virtual
communication

digital practices on
interpersonal relations

Strengthening of friendships through shared
content

Media and art consumption

Emotional and intellectual awareness

Digital art as a

Ease of access and time flexibility

facilitator

Technology as a tool for creative expression

Digital art as a source of inspiration

The Use of Digital Practices on Interpersonal Relations and Art

Ineffectiveness or neutral attitude

Digital art as a limiter

Perception of reduced artistic depth

fig. 1

tional purposes simultaneously. Sample participant
statements are as follows:

“l watch Reels more... | watch them because I’'m
bored.” (GZ-1)

This indicates that digital consumption is closely
linked to everyday motivations such as killing time
and escaping boredom.

“l often watch Shorts; they’re short and catchy,
and | like that they’re brief.” (GZ-20)

Together, these statements show a preference
for fast-access, instantly gratifying content.

The second sub-theme, “Reflection of digital
practices on interpersonal relations,” reveals that
online communication largely mirrors real-life in-
teractions. Participants express that friendships are
strengthened through shared digital content, mu-
tual interaction, and continuous connection. Social
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platforms are seen as spaces where relational ties
are maintained and extended, indicating that digital
communication complements rather than replac-
es face-to-face engagement. Sample participant
statements are as follows:

“l am the same on social media as | am in real
life.” (GZ-1)

“We are the same in real life and on social media,
alhamdulillah.” (GZ-19)

This perceived authenticity supports the mainte-
nance of social bonds. Digital content thus creates
shared cultural touchpoints that facilitate commu-
nication.

“When we see something funny or nice, we im-
mediately send it to each other, and everyone sees it
—even if we’re not together. Even if we don’t share
it, if a video is funny, beautiful, or interesting, almost
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all of Tlirkiye sees it. So we can even talk about that
video with a stranger on the street.” (GZ-3)

“The content on digital platforms creates shared
interests with my friends, diversifies our conversa-
tions, and strengthens our communication.” (GZ-1)

Therefore, digital communication complements
rather than replaces face-to-face interaction.

The third sub-theme, “Media and art consump-
tion,” is divided into two contrasting dimensions:
digital art as a facilitator and digital art as a limit-
er. On one hand, digital art is perceived as a source
of emotional and intellectual awareness. The ease
of access, time flexibility, and technological affor-
dances promote creativity and enable individuals to
express themselves artistically. On the other hand,
some participants exhibit neutral or indifferent at-
titudes, noting a perceived decline in artistic depth
due to rapid consumption and standardization. This
indicates that while digital platforms democratize
access to art, they may also contribute to its com-
modification and reduced originality. Sample partic-
ipant statements are as follows:

“The artistic content | consume helps me

experience many emotions that were previ-
ously unfelt or forgotten, while also offer-
ing different intellectual perspectives.” (GZ-9)

“It brings out my emotions, makes me feel different
things, and | enjoy that.” (GZ-11)

The ease of access to art enables more people to
participate in the production processes. As Wands
also states, the emergence of the concept of “digi-
tal art” has expanded the boundaries of art and en-
abled the development of new forms of expression
through technological advancements. This digital
transformation continuously enriches and diversifies
not only the creative practices of artists but also the
experiential realms of audiences.”

“Everything that is hard to access in traditional
art can be easily found by the audience on digital
platforms. Thanks to this accessibility, producers
who couldn’t realize their dreams in traditional art
can easily do so in digital art environments.” (GZ-18)

As Paul emphasizes, preserving digital artworks
as a significant component of our cultural heritage

17 Wands, 2006, Art of the Digital Age, p.10
18 Paul, 2015, Digital Art, p. 22.
19 Dellaloglu, 2014, Art and Society, p. 117.

is crucial for ensuring the continuity and integrity of
art in an era where technology is rapidly evolving
and transforming.® Yet, the rapid pace of consump-
tion may contribute to commodification and reduced
artistic depth.

Overall, the findings indicate that Generation Z
enriches its social and artistic experiences through
digital practices, yet also encounters certain lim-
itations in this process. In this regard, digitalization
redefines communication styles and transforms the
way art is perceived. However, the rapid consump-
tion of artistic content may lead young individuals to
move away from artistic depth, resulting in a more
superficial engagement with art. The study also re-
veals that while the abundance of digital content
facilitates choice, it may simultaneously cause dis-
tractions and concentration difficulties. Therefore,
digital practices serve as a significant resource that
enhances the cultural capital of Generation Z, but
they also involve risks and challenges in terms of fos-
tering critical thinking and artistic evaluation skills.
In line with the concept of the “culture industry,” the
findings suggest that art is increasingly shaped by
commodification and standardization within digital
platforms. As Dellaloglu points out, in this era domi-
nated by the culture industry, power grants physical
freedom while exerting its real pressure on minds.
The system no longer explicitly demands “think like
me,” but rather conveys the message: “You can think
differently; you can continue your life and keep what
you have, but from that moment on, you will no lon-
ger be one of us.”™ In this context, within the shared
life practices defined by cultural production and con-
sumption processes, it can be said that Generation
/ is also homogenized around similar tastes, behav-
ioral patterns, and digital habits. Additionally, from
a habitus perspective, the choices and preferences
of young individuals are influenced by the socio-cul-
tural structures they are embedded in, which guide
their digital media practices. As Bayram states, the
Uses and Gratifications Theory questions whether
viewers are truly satisfied with their choices. This
satisfaction, or gratification, refers to the viewer’s
enjoyment of the content and medium they have
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chosen.?? Data obtained from Generation Z supports to meet personal needs such as entertainment, in-

the

satisfaction achieved by viewers. As a result, formation, identity formation, and social interaction,

according to the Usage and Satisfaction Approach, thereby establishing their roles as selective and
Generation Z actively engages with digital content goal-oriented media users.
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