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The world society is aging with an increasing older population. In 2018, people aged 65 and above
outnumbered children aged under five years old for the first time in history (United Nations, Department of
Economic and Social Affairs, Population Division, 2019). In 2050, aged population countries, where at least
20% of their population are persons whose age is 60 years or over, are expected to represent 44% of the
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world’s population (United Nations, Department of Economic and Social Affairs, Population Division, 2015). In
major areas, the projection of older adult numbers in 2050 predicts 35% in Europe, 28% in North America,
25% in Latin America and the Caribbean, 24% in Asia, and 23% in Oceania (United Nations, Department of
Economic and Social Affairs, Population Division, 2017). Today, only Japan, Germany, and Italy fall into this
category of aged society (O’Connor, 2014). In Thailand, the 2018 population was 66.4 million, with 16.06% of
people aged 60 years and older (National Statistical Office, 2018). Since 2005, Thailand has entered the era of
an aging society where at least 10% of the population is 60 years and over and is on course to become an aged
society in 2021 (Thairath, 2018).

In the near future, when the world turns to aging and aged societies, a significant concern is raised
around the question of how to prepare people of aged society for their living. The answer to this question is
twofold: to promote an interdependent society, where people of different generations help each other more,
or to build an independent society in which older people rely more on themselves and technologies in daily
living. Some societies seem to support interdependence for older people, but others may facilitate
independent living for them. About 70% of older persons in Europe and North America live independently -
living alone or with spouse only - compared to 50-66% of those in Africa, Asia, Latin America, and the
Caribbean, where elderly are likely to co-reside with their children (United Nations, Department of Economic
and Social Affairs, Population Division, 2017). Older people in Thailand and other Asian societies are
typically living with their adult children. Cultural values define the age-related roles and expectations that
influence perceptions about seniority and practices towards older persons. For example, filial piety is
considered a major value for some cultures where people closely look after their parents; respect guides the
younger generation to speak and interact with older persons in a certain way.

This study underlines that successful aging seems to call for interdependent rather than
independent society. As an older population is increasing, especially in Thailand where birth rate has
declined continuously since 1959 (Thailand Birth Rate 1950-2019, n.d.), communication and interaction
with older adults become more important. Evidently, communicating with older adults is inevitable.
Extensive research has studied aging and communication since the 1980s to better understand
communicative practices that lead to successful aging (Giles and Dorjee, 2004). However, the major finding
shows that communication with older adults is associated with negative stereotypes of aging, leading to
difficulties and ineffective outcomes such as over-accommodation and patronizing messages (Hummert et
al., 1998). Then, the challenge becomes intense for how people communicate across generations better.

Fortunately, advances in communication technologies bring in a global society where people are
connected more conveniently through social media. Possibly, this online communication can bring people of
different ages and generations closer and promote interdependence.

Specifically, this study investigated the influence of social media on intergenerational
communication through an intergenerational communication perspective based on the communication
predicament model of aging. Aging comes with various changes, including physical, mental, cognitive,
linguistic, and sociological deviations. Thus, older people are usually faced with “the communication
predicament of aging,” which occurs when their actual communicative competence is viewed inconsistently
and negatively in the perception of others (Ryan et al., 1986).

Ryan et al’s (1986) communication predicament model of aging offers a breakdown cycle
experienced by older persons. The cycle starts when aging cues, such as physical appearance, cognitive loss,
and hearing/speaking difficulties, are recognized and then activate negative judgment from other age
groups, perceiving that older persons’ competence declines. This negative judgement may stem from age -
stereotyped expectations which vary by society and culture. The negative perception of competence (e.g.,
weak, disabled, slow) leads to adjusted speech behavior towards the older persons, such as patronizing
speech, over-accommodation talk, and simplified topics. This speech modification causes the breakdown in
two ways: (1) limited conditions for older persons to communicate effectively as they may be directed by
social expectations of their lowered competence (e.g., to be dependent/assisted) and (2) reinforcement for
age stereotypes as they may re-evaluate own competence according to the negative perception and behavior
of others towards them. This breakdown cycle decreases personal control, self-esteem, and social
interactions of older persons.

Furthermore, the model indicates that the communication predicament can be lessened by
intervention that improves the older persons’ communication skills, their self-control and self-esteem, and
stereotyped and speech behaviors of other age groups. The intervention can be in various forms such as to
give training in communication skills, to provide communication assisted tools, and to promote appropriate
age-related expectations and behavior of others (Ryan et al., 1986). Some past research promoted a training
program as an effective intervention to reduce rest home staff’s elder speaking patterns that reinforced the
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older person’s dependence and incompetence and showed the staff’s control over residents at nursing
homes (Williams, 2006; Williams et al., 2003).

When the global society adopts social media as a necessity of daily living, it brings changes in various
aspects, especially the way people bond, relate, and communicate to each other across generations. With
social media, interactions between younger and older age groups are more convenient. Possibly, the negative
judgments related to age stereotypes may be altered, viewing older persons who use it in a more positive
light - media savvy, competent, interactive. Previous studies have shown that attitudes towards older
persons are mostly associated with negative age stereotypes and then tend to be unfavorable about them
(Giles et al., 2008). Compared to the younger persons, being incompetent in communication and technologies
is one of the negative age stereotypes towards older persons. However, as evidenced in past research, social
media may serve as another intervention to interrupt the communication predicament guided by age
stereotypes. A 79-year-old YouTuber, Peter, with the pseudonym of “Geriatric1927,” posted 66 videos about
his life and view on news and gained positive responses from younger fellows who interacted with his video
posts. The academic analysis of “Geriatric1927” showed that social media was an online platform to support
healthy aging; YouTube could improve intergenerational connection and the older person’s self-esteem
(Harley and Fitzpatrick, 2009). Also, prior to the prevalence of social media, traditional media (i.e,
telephone, email, letters, and cards) were found positively related to relational quality between
grandparents and grandchildren (Harwood, 2000).

Major social media were first released after the year 2005 - Facebook in 2004, YouTube in 2005,
Instagram in 2010, and LINE in 2011 - and have gained popularity during the past 10 years. However, only
a limited number of studies have investigated the role of new media, especially social media, in
intergenerational communication. This study was expected to provide theoretical and practical
contributions - the role of social media as an intervention to trigger changes in age stereotypes and minimize
difficulties in intergenerational communication. Based on previous research, intergenerational talk seems
to be dissatisfying from the perspective of both younger and older sides (Giles et al., 2008). Reducing age
stereotypes could be one way to bring positive outcomes to both groups (Chen et al,, 2017).

Accordingly, this study explored whether social media in intergenerational communication could
serve as a means of intervention to interrupt the communication breakdown cycle experienced by older
persons. Particularly, the purposes of this study were (1) to examine whether the use of social media among
older generation influenced age stereotypes perceived by younger generation and (2) to analyze
generational perceptions as a result of intergenerational communication via social media. Social media
behavior (i.e., types and minutes of intergenerational communication) and intergenerational communication
were investigated as independent variables; age stereotypes and generation perceptions were dependent
variables. Four research questions were proposed.

RQ1 How were types and minutes of intergenerational communication via social media related to
age stereotypes?

RQ2 How was intergenerational communication satisfaction from social media related to age
stereotypes?

RQ3 What generational perceptions emerged from intergenerational communication via social
media?

RQ4 Did intergenerational communication via social media influence generational perceptions?

Research design

This study consisted of two phases. The first phase was to answer Research Questions 1 and 2 by using
quantitative methods. Also, open-ended questions were included in the first data collection to develop a rating
scale of generational perceptions through content analysis. This scale was used in the second phase to answer
Research Questions 3 and 4.

The two phases used a cross-sectional design. Each data collection in Phase 1 and Phase 2 was
completed during a two-week period, using purposive sampling for younger and middle age groups and
snowball sampling for the older group. Participants were users of selected social media that are popular
platforms in Thailand. The top-four social media were LINE, Facebook, Instagram, and You Tube (Electronic
Transactions Development Agency, 2017). Twitter was also added as its use is common in Thailand. The
protocols used in this study were approved by the Committee of Human Subjects Protection of the author’s
institution.
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Two teams of research assistants were instructed to approach participants at public places such as
universities, parks, shopping malls, and grocery stores in Bangkok, Thailand. Participants were recruited based
on three categories of generation: younger (between 20 - early 30s), middle age (35-59), and older adult (60
and over) (Whitley and Kite, 2006, p. 374). Those who did not communicate with people of a different
generation were excluded.

Phase 1
Sample

The goal of the first phase served the first objective of this study - to examine whether the use of social
media among the older generation influenced age stereotypes perceived by the younger generation.
Participants (N = 531) were volunteers and provided with an informed consent option. They answered a
screening question asking if they used the five specified social media and then completed a self-administered
questionnaire that consisted of three parts: demographics and social media daily use, intergenerational
communication and satisfaction, and age stereotypes. When reaching the second part, they answered another
screening question checking if they had experience in using social media to interact with people from a
different generation. They skipped to the last part if their response was “no.” About 93.6% of participants used
social media to communicate with other generations.

Participants were 173 males (32.6%), 348 females (65.5%), and 6 persons of alternative gender
(1.1%), with ages ranged from 18-79 years old (M = 41.22 years old, SD = 13.78), representing age categories
of under 20 years old (1.5%), younger (34.5.0%), middle age (48.9%), and older adult (15.1%). About 29.4%
worked in government organizations, 28.8% in the private sector, 8.1% in their own business, and 5.8% in
state enterprise, while 10.2% and 7.7% were retired or students, respectively. Those who reported their
occupation as freelance (9.6%) were lawyers, researchers, cleaning and driving service providers. The majority
of them were university graduates (87.2%). Participants reported their monthly income between 10,000-
40,000 baht (65.4%), over 40,000 baht (25.4%), and less than 10,000 baht (9.2%).

Almost all participants were users of LINE (98.7%), followed by Facebook (89.3%), YouTube (81.1%),
Instagram (42.7%), and Twitter (19.7%). Overall, among the users of each social media platform, about 94.1%
reported minutes spent daily on LINE between 30-300 minutes, 78.9% on Facebook between 30-300 minutes,
87.3% on YouTube between 10-240 minutes, 67.1% on Instagram between 30-180 minutes, and 47.1% on
Twitter between 30-60 minutes. Average use of social media by age categories is presented in Table 1.

Table 1: Summary of Social Media Use (Average Minutes per Day)

All Age Groups Younger Middle Age Older Age
Mean D (ZS-Séig(sz.) (32-53&/;5.) (60 yr;. :r’l;;OVer)
LINE 213.30 203.13 231.24 198.08 147.75
Facebook 149.93 163.74 169.36 161.80 119.53
YouTube 96.56 110.50 136.10 86.59 56.13
Instagram 52.31 118.52 168.82 65.44 26.00
Twitter 17.65 58.72 81.88 29.18 17.84

Notes: N = 523. Other social media (e.g., LinkedIn, WeChat, skype, Tumblr, Twitch, online games) were reported, with
average use ranged from 6.60-12.34 minutes per day for all age groups (M = 7.78; SD = 43.99).

Instrument

Intergenerational Communication Measures

Intergenerational communication was operationalized as an interaction through social media with
others who were at least 10 years older or younger than the participant. The interaction was analyzed in three
dimensions: (1) social media use and relationship, (2) generational perceptions, and (3) intergenerational
communication satisfaction. The first measure had two items to specify social media that was mostly used in
intergenerational interaction, recording minutes per day, (see Table 2) and the relationships with the person
being communicated with. Participants reported that they mostly used LINE (81.4%) and Facebook (19.0%)
to communicate with other generations who were colleagues (60.1%), friends (40.3%), acquaintances (35.6%),
family members (6.5%), romantic partners (17.5%), and others (2.3%).
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Table 2: Summary of Social Media Mostly Used in Intergenerational Communication (Average Minutes per Day)

Social Media Mean SD
LINE 74.07 119.04
Facebook 21.66 78.22
Instagram - -
Twitter - -

Notes: N = 531. Instagram and Twitter were not reported as less than 10 of participants indicated each as their choice for
social media mostly used to interact with different generations. Also, a few of the participants (2.3%) used other social
media such as WeChat to communicate with others of a different generation (M =0.21; SD = 3.06). About 5.8% of participants
(n = 31) reported that they did not use social media in intergenerational communication.

The second measure was generational perceptions, which referred to first impressions of people of
different generations as a result of interaction with them through social media. The measure consisted of two
open-ended questions asking “When interacting with the persons who are at least 10 years older than you, what
do you think about them?” and “When interacting with the persons who are at least 10 years younger than you,
what do you think about them?” Participants were instructed to write the first word that came to mind. The
responses of these questions were analyzed by using content analysis to develop a rating scale for Phase 2.

The third measure was communication satisfaction in intergenerational interaction (Cronbach’s a =
.68; M =18.90; SD = 4.41). Four items, adapted from Giles et al. (2012) and McCann et al. (2005), were rated on
a 7-point Likert scale from Strongly disagree (1) to Strongly agree (7). The items were: “I enjoyed my
conversation with the persons who are at least 10 years older than me,” “I enjoyed my conversation with the
persons who are at least 10 years younger than me,” I was not satisfied with my conversation with the persons
who are at least 10 years older than me,” and “I was not satisfied with my conversation with the persons who are
at least 10 years younger than me.”

Age Stereotypes

Age stereotypes towards each age category: younger 20-34 years old (Cronbach’s a =.91; M = 41.20;
SD = 10.35), middle age 35-59 years old (Cronbach’s a =.93; M = 40.27; SD = 10.24), and older 60 years and
over (Cronbach’s a=.90; M =37.09; SD = 11.19) were assessed using nine items on a semantic differential scale
rated on the 7-point Likert format from the least agreement with item (1) to the most agreement with the item
(7). This scale measures two dimensions of age stereotypes, namely personal vitality 6 items (i.e., attractive-
unattractive, strong-weak, active-inactive, liberal-conservative, healthy-unhealthy, flexible-inflexible) and
benevolence 3 items (i.e., generous-ungenerous, kind-unkind, and wise-unwise) (Giles et al., 2012; McCann et
al,, 2005). The higher scores indicated positive stereotypes; the lower scores reflected negative perceptions.

Data Analysis

In Phase 1, data analysis involved both statistical and content analyses. The responses about
intergenerational communication - minutes of social media use per day and intergenerational communication
satisfaction - and age stereotypes were computed in regression analyses to examine responses for Research
Questions 1 and 2. Also, the open-ended responses regarding generation perceptions were categorized using
content analysis. Two coders independently looked through the responses until they agreed on the final
categorization and reached acceptable reliability. The content analysis is explained in the following section.

Content Analysis

Generational perceptions scale items were developed from the participants’ responses to the two
open-ended questions asking what they thought about those who were at least 10 years older or 10 years
younger when interacting with them via social media. About 82.7% of all participants (n = 440) reported their
first thought of people in the different generation during their online communication. A total of 430 first
perceptions of older generation, with 10 participants not giving responses, and 421 first perceptions of younger
generation, with 19 missing responses, were reported. They were analyzed by two coders to develop categories
of generational perceptions emerging from the qualitative data. The content analysis procedure involved
several steps: selecting texts, determining the unit of analysis, developing content categories, coding units into
categories, and analyzing data (Frey et al., 2000).

Firstly, selecting appropriate texts to examine, all reported perceptions were included in the content
analysis. Secondly, determining the unit of analysis to code, a systematic sampling was used to select texts from
all reported responses. Every fifth response was chosen as a representative to develop a coding scheme,
resulting in 86 and 84 selected responses about perceptions of older and younger generations, respectively. To
identify the appropriate unit to be coded, these responses were further analyzed for thematic units embedded
in the messages.
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Next, developing categories, two coders were trained and separately looked at the selected responses to
identify categories. The two coders discussed and mutually resolved their disagreement on those emerged
categories that were not consistent. Then, three descriptive categories of perceptions of older and younger
generations were finalized: (1) positive characteristics, (2) negative characteristics, and (3) social media
behaviors. Positive characteristics referred to responses indicating personalities that were admired by the
participants. Negative characteristics were responses reflecting personalities that were not valued or appreciated
by the participants. Social media behaviors were responses describing actions or habits that were perceived as
inappropriate or problematic when using media technologies.

In the last two final steps of coding into categories and analyzing data, two coders independently coded
about half of the responses, for both older and younger generational perceptions, into the three categories,
except for about 20% of the responses that were coded by both coders to examine internal reliability of the
coding. The intercoder reliability assessed by Scott’s (1955) pi was .92 for older generation perceptions and
.95 for younger generation perceptions. The raw percentage of agreement was 93% and 95% for older and
younger generation perceptions, respectively.

Approximately, about 66% of the entire reported perceptions, which were 65.81% of the reported
older generation perceptions (n = 430) and 65.56% of the reported younger generation perceptions (n = 421),
could be classified into the three categories (see Table 3). The responses that were unclear, incomplete, or not
related to the question were excluded. Those that were unable to be categorized were varied, such as “feeling
normal,” “good,” “important,” “happy,” and “love nature.”

Then, the coded responses with words or statements that were frequently used were selected and
developed into items rated on a 7-point Likert scale, ranging from Strongly disagree (1) to Strongly agree (7).
The examples of the selected responses were “I think the person is up-to-date to technologies,” “I think the person
has high experiences,” I think the person is not keen on using social media,” “I think the person is a quick learner,”
and “I think the person uses incorrect words in texting,”

Table 3: A Coding Scheme: Descriptive Categories for Content Analysis

Reported Older Reported Younger
Generation Perceptions Generation Perceptions
Emerged Description Coded Coded
Categories
Responses Response Examples Responses Response Examples
(%) (%)
Positive Personalities that 39.30 Up-to-date, experienced, 43.94 Up-to-date, fast learner,
Characteristics were admired credible, sensible, warm creative, interactive,
open-minded

Negative Personalities that 9.77 Conservative, boring, 13.30 Careless, immature,
Characteristics were not valued demanding emotional
Social Media Use of social 16.74 Using media and 8.31 Using improper language,
Behaviors media in an applications with overuse of social media

inappropriate difficulties, over sharing

way of pictures and

information

The older generation perceptions scale consisted of 28 items, including 19 items of positive
characteristics, four items of negative characteristics, and five items of social media behaviors. The younger
generation perceptions scale comprised 22 items, including 13 items of positive characteristics, four items of
negative characteristics, and five items of social media behaviors.

These scales were used in Phase 2 to answer Research Question 3 - what were the generational
perceptions emerging from interaction with someone from a different generation? The existence of the emerged
three categories of generational perceptions was tested via factor analysis. Also, the scales were to answer
Research Question 4 - to examine whether the use of social media in intergenerational communication affected a
generation’s perceptions.

Phase 2
Sample

The goal of the second phase served the second objective of this study - to analyze generational
perceptions that resulted from the use of social media in intergenerational communication. Participants (N = 326)
completed the self-administered questionnaire after volunteering and completing an informed consent. They
answered two screening questions asking if they used the specified social media (i.e., Line, Facebook, Instagram,
YouTube, and Twitter), and used them to communicate with others who were in a different generation. The term
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“different generation” was also described as someone with an age gap of 10 years or more. Those who did not use
the social media for intergenerational communication were excluded. The questionnaire consisted of two parts:
(1) demographics and social media daily use and (2) social media daily use for intergenerational communication
and generational perceptions.

Participants were 125 males (38.3%), 194 females (59.6%), and 7 persons of other gender (2.1%), with
ages ranged from 18-71 years old (M = 33.33 years old, SD = 12.97), representing age categories of younger
(55.8%), middle age (41.1%), and older adult (3.1%). About 36.2% worked in the private sector, 14.7% in
government organizations, 5.2% in their own business, while 30.7% and 1.2% were students or retired,
respectively. Those who reported other occupations (12.0%) stated these to be freelance, housewife, staff in non-
profit organizations or in small shops, and unemployed. In terms of educational background, the largest group
were graduates from university (51.6%), with others mostly from high school (32.4%), and vocational school
(16.0%). Participants reported their monthly income as less than 10,000 baht (24.3%), between 10,000-40,000
baht (61.6%), and over 40,000 baht (14.1%).

Instrument

Social Media Use

Participants provided details of how many minutes they spent daily on social media using LINE,
Facebook, Instagram, and You Tube. The first question asked how much time they spent on each social media
for general use. Again, most of the participants were users of LINE (99.1%), followed by Facebook (92.6%),
YouTube (89.6%), Instagram (57.9%), and Twitter (29.8%). Overall, about 95.1% of participants reported
minutes spent daily on LINE between 30-360 minutes, 97.5% on Facebook between 30-360 minutes, 94.6% on
YouTube between 30-360 minutes, 91.0% on Instagram between 30-360 minutes, and 85.6% on Twitter
between 10-240 minutes. Average use of social media is presented in Table 4.

Table 4: Summary of Social Media Use (Average Minutes per Day)

General Use Use for Intergenerational

Social Media Communication*

Mean SD Mean SD
LINE 164.70 152.04 129.21 111.39
Facebook 149.85 127.74 154.35 106.70
YouTube 155.46 100.31
Instagram 132.55 144.97
Twitter 130.84 123.49

Notes: N = 326. *About 64.1% of participants reported LINE (n = 209) as the social media mostly used for interacting with
others from a different generation, followed by Facebook (32.8%; n = 107). Less than 5% of participants used Instagram
and Twitter for intergenerational communication.

The second question was to collect data on time spent talking with others from a different generation,
which was defined in the questionnaire as someone who had an age difference of 10 years and above, on the
mostly used social media. Similar to Phase 1, over 60% of participants mostly used LINE for intergenerational
communication, followed by Facebook (32.8%). However, they spent more time on Facebook than on LINE by
average (see Table 5). Next, the third question asked participants to specify the relationship of the person with
whom they had intergenerational communication. They communicated with others of different generations
who were family members (84.4%), romantic partners (29.0%), friends (57.6%), colleagues (47.8%),
acquaintances (38.9%), and others (i.e., clients) (4.0%).

Generational Perceptions

The perceptions of the targeted generations were operationalized as overall characteristics attributed
by a participant towards others of different generations whom they interacted with via social media. Two
measures, derived from Phase 1, were older generational perceptions, with 28 items (Cronbach’s a =.85; M =
130.14; SD = 17.94), and younger generational perceptions with 22 items (Cronbach’s a =.84; M = 101.12; SD
= 15.56) on a 7-point Likert scale. All items reflected the three categories of positive characteristics, negative
characteristics, and social media behaviors.

Data Analysis

In Phase 2, the responses about social media use (i.e., minutes spent daily) and generation perceptions
were analyzed through regression analysis and factor analysis to answer Research Questions 3 and 4. The
results are reported in the next section.
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The two objectives of this study were (1) to investigate whether the use of social media influenced age
stereotypes, which were reflected in Research Questions 1 and 2; and (2) to explore different generation’s
perceptions emerging from intergenerational communication via social media, which were addressed in
Research Questions 3 and 4. The findings showed that social media use for intergenerational communication
affected age stereotypes of a certain age group. Additionally, generation perceptions were classified into five
factors for both older and younger generations. Next, the results of each research question are reported.

Intergenerational Communication via Social Media and Age Stereotypes

Research Question 1 asked how types and minutes of social media use for intergenerational
communication were related to age stereotypes. Linear regression analyses were computed between minutes
of use for each type of social media and age stereotypes towards each age category. Each age category was
excluded when running an analysis of the age stereotypes towards participants’ own group. For instance, when
running age stereotypes towards younger, participants in younger group were omitted. The results indicated
that intergenerational interaction via social media significantly predicted age stereotypes for middle age only;
it did not predict age stereotypes towards the other two age groups. The regression analyses specified that use
of LINE (r* = 0.2, F(1,252) = 4.34, p <.05) and Facebook (r* = 0.2, F(1,252) = 3.93, p <.05) slightly affected age
stereotypes. Each explained about 2% of the variance in age stereotypes towards participants of middle age
(M =4.44, SD = 1.12). In other words, when engaging in intergenerational interaction, people who are older or
younger by 10 years and above tend to perceive those with age 35-59 in a positive light - attractive, strong,
active, liberal, healthy, flexible, generous, kind, and wise.

Research Question 2 asked how intergenerational communication satisfaction from social media use
was related to age stereotypes. Multiple regression analyses were computed between intergenerational
communication satisfaction with the older generation or younger generation and age stereotypes for each age
category. Again, each age category was excluded when running an analysis of the age stereotypes towards their
own group. The findings showed that overall intergenerational communication satisfaction was a significant
predictor of age stereotypes towards all age categories, and accounted for 8.0% of the variance in age
stereotypes towards younger (R? = .08, adjusted R* = .08, F(2, 278) = 12.58, p <.001); 8.0% of the variance in
age stereotypes towards middle age (R? = .09, adjusted R? = .08, F(2, 171) = 8.16, p <.001); and 8.0% of the
variance in age stereotypes towards older (R? = .09, adjusted R* =.08, F(2, 336) = 15.74, p <.001).

Satisfaction in communication with the younger generation was a stronger predictor of age
stereotypes about younger (B = .17, p < .05) and middle age (B = .20, p < .05), whereas satisfaction in
communication with the older generation strongly predicted age stereotypes about the older group (f§ =.32,
p < .001) (see Table 5). In other words, age stereotypes towards younger and middle age are affected by
communication satisfaction of other age groups who are older. On the other hand, age stereotypes of older
persons are influenced by the communication satisfaction of the other age groups who are younger.

Table 5: Multiple Regression Analysis for Intergenerational Communication Satisfaction Predicting Age Stereotypes

Communication Satisfaction

Dependent Variable Older Generation Younger Generation
B B
Age stereotypes towards younger age A2 .19*
Age stereotypes towards middle age .07 .24*
Age stereotypes towards older age 33%* -.06

Notes: *p <.05, **p <.001.

Intergenerational Communication via Social Media and Age Perceptions

Research Question 3 asked what were the generational perceptions resulting from intergenerational
communication through social media. Exploratory factor analysis was conducted separately for perceptions of
older generation and younger generation to explore a structure of the three generation perception categories:
positive characteristics, negative characteristics, and social media behaviors. Firstly, all negative items were
recoded, and then the KMO and Bartlett’s tests were computed to determine sampling adequacy for conducting
factor analysis and item correlation matrix, respectively. The KMO values of .88 for older generation
perceptions and .90 for younger generation perceptions indicated the sufficient sample for exploratory factor
analysis (Taherdoost et al., 2014). The Bartlett’s tests for both generation perceptions were significant (p =
.000), showing that the correlation matrix was not an identity matrix and suitable for further factor analysis.

69



Intergenerational communication

Older Generation Perceptions

All 28 items were computed in principal component analysis with varimax rotation. A factor was
retained when an eigenvalue was greater than 1.0 (Taherdoost et al., 2014). Another criterion was the Scree
test, which was the plot of the eigenvalues, to determine the number of factors to retain. Those with eigenvalues
in the sharp part of the plot before the eigenvalues started to become flat were retained. Also, a factor was valid
when at least three items loaded at .50 or higher on the factor with no cross loadings over .30 on other factors.

The factor analysis generated three categories of generation perceptions with five items excluded due
to cross loadings on other factors. The remaining 23 items loaded on three meaningful factors that accounted
for 60.67% of the total variance. The three factors were different from the expected categories of generation
perceptions: positive characteristics were separated into two constructs while negative characteristics and
social media behaviors were combined into one factor. Thus, the new generation perceptions represented
three dimensions: (1) adaptation to changes (a =.89), accounted for 28.31% of the item variance; (2) abilities
and personalities (a =.94), accounted for 18.83% of the variance; and (3) worldview and media skills (a =.91),
accounted for 13.53% of the variance (see Table 6).

Adaptation to changes consist of four items measuring a person’s worldview of modern society and
his/her adjustment to innovations and new technologies. Those in the older generation using social media to
talk with younger ones are seen as persons who continue to learn new things. Abilities and personalities
comprise 12 items reflecting characteristics and capabilities that are expected in older persons. People in the
older generation are seen as persons with high expertise, logic, credibility, and generosity. On the other hand,
worldview and media skills consisting of seven items represent the perceptions that the older generation has
a strict view about ways of life and limited skills for new media and technologies.

Table 6: Factor Loadings for Older Generation Perceptions

Factor Loading

Scale Items

1 2 3

Factor 1: Adaptation to Changes (« =.89)
[ think the person is up-to-date. .79 17 .19
[ think the person keeps up with the times .83 24 .09
[ think the person keeps up with technologies. .89 .08 .08
[ think the person has modern views. .82 .07 .06
Factor 2: Abilities and Personalities (o = .94)
[ think the person is highly experienced. 24 71 -11
[ think the person is talented. .26 .74 -.07
[ think the person is rational. .23 .63 -14
[ think the person is respectable. 21 .76 -16
[ think the person thinks thoroughly. 13 .70 -24
[ think the person is credible. -.00 .81 -16
[ think the person is very mature. -.05 .79 -.20
I think the person is friendly. 11 .76 .08
[ think the person is kind and warm. .06 .79 .03
I think the person is fun to talk with. .23 71 -12
I think the person is cheerful. .08 .79 -12
I think the person concerns for others. .02 .82 -21
Factor 3: Worldview and Media Skills (a = .91)
[ think the person is boring. .06 -.01 .73
[ think the person is conservative. 14 -.02 .82
[ think the person is lagging behind when using new media technologies. .10 -13 .85
I think the person is not skillful when using new media technologies. .08 -21 .85
I think the person is difficult to understand when using new media technologies. 14 -.05 .81
I think the person is not skillful when using programs and applications. .09 -15 .84
I think the person overshares pictures and information. -22 -.09 .61

Mean 5.03 4.90 4.08

SD 1.19 .99 1.39

Notes: N = 326. Means were computed from a 7-point scale ranging from Strongly disagree (1) to Strongly agree (7) with
the perceptions of the older generation.

Younger Generation Perceptions

Again, all 22 items were computed in principal component analysis with varimax rotation. A factor
was retained based on the eigenvalue over 1.0, the Scree test, the factor loadings at .50 of at least three items
with no cross loadings on other factors (Taherdoost et al,, 2014). Different from what expected, the factor
analysis yielded two dimensions of generation perceptions with nine items excluded due to loadings on
multiple factors. The remaining 13 items represented two meaningful factors that accounted for 68.01% of the
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total variance. Negative characteristics and social media behaviors were incorporated into one construct.
Therefore, the new generation perceptions were: (1) interactive abilities (« =.93), accounted for 35.49% of the
variance and (2) media use and personalities (a = .89), accounted for 32.52% of the item variance (see Table
7).

Interactive abilities comprise of six items representing a person’s skills to react to and learn new things
quickly. Those in the younger generation are viewed as active self-learners with independent minds and fast
learning to develop themselves continuously. Media use and personalities consist of seven items on two
dimensions: (1) personalities, which refer to characteristics that indicate immature thinking and action and
(2) media use, which reflects inappropriate ways of using new media in terms of language and communication
skills.

Table 7: Factor Loadings for Younger Generation Perceptions

Factor Loading

Scale Items

1 2

Factor 1: Interactive Abilities (o = .93)
I think the person is able to learn new things quickly. .83 .04
I think the person thinks and acts fast. .85 -15
I think the person thinks and acts in an independent way. .86 -.19
I think the person has creative thinking. .88 -14
I think the person is open and eager to learn. .92 -.00
I think the person learns new things and technologies for self-development. 85 -.05
Factor 2: Media Use and Personalities (o = .89)
I think the person is immature and thinks carelessly. -11 .75
I think the person is nonsensical. -.00 .67
I think the person lacks experience. -22 .81
I think the person is impatient. =27 .78
I think the person uses social media inappropriately. -.04 77
I think the person uses incorrect language in new media. .02 .81
I think the person is not skillful when communicating in writing/texting. 04 79

Mean 5.24 3.70

SD 1.20 1.25

Notes: N = 326. Means were computed from a 7-point scale ranging from Strongly disagree (1) to Strongly agree (7) with
the perceptions of the younger generation.

Research Question 4 asked whether intergenerational communication via social media influenced a
generation’s perceptions. Multiple regression analysis was performed between types of social media use for
intergenerational communication and perceptions of older and younger generations separately. LINE and
Facebook significantly predicted perceptions of older and younger generations on all factors, with an exception
for adaptation to changes (R? =.00, F(2,323) = .23, p =.79) (see Table 8).

Table 8: Multiple Regression Analysis for Intergenerational Communication via Social Media Predicting Generation
Perceptions

Intergenerational Communication

Dependent Variable LINE Facebook
B B
Older generation perceptions
Adaptation to changes .03 -.02
Abilities and personalities 10* A1*
Worldview and media skills -.14* -13*

Younger generation perceptions
Interactive abilities .02 .15*
Media use and personalities -13* -11*
Notes: *p < .05

Use of LINE and Facebook in intergenerational interaction slightly influenced perceptions towards the
older generation, accounted for 2.0% of the variance in abilities and personalities (R* =.02, adjusted R* =.02,
F(2,323) = 3.58, p <.05) and 3.0% of the variance in worldview and media skills (R? = .04, adjusted R? = .03,
F(2,323) = 5.79, p < .01). In other words, use of social media does not affect the way the older generation is
perceived as being up-to-date with new things in the society, but rather makes them seen as people with high
abilities and admired personalities. Moreover, the negative relationships between LINE and Facebook with
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worldview and media skills imply that the more younger generation use social media talking with older ones,
the less negative they perceive those of older age - less boring, less conservative, and less unskillful in new
media.

Furthermore, use of LINE and Facebook for communicating with others in a different generation
significantly predicted how older people perceived younger ones; this accounted for 2% of variance in
interactive abilities (R? = .02, adjusted R? =.02, F(2,323) = 3.70, p <.05); and 2% of variance in media use and
personalities (R? = .03, adjusted R* = .02, F(2,323) = 4.75, p < .01). The younger generation is perceived as
people who are fast learners with abilities to learn, think, and act quickly. Again, the negative relationships
between LINE and Facebook with media use and personalities suggest that higher use of social media tends to
lower negative perceptions towards the younger generation for being immature, illogical, and improper in
media use.

In short, use of social media in intergenerational communication leads to both positive and negative
perceptions towards those in a different generation. They are viewed positively for abilities, but negatively for
media behavior.

This study served two purposes and answered four research questions to explore whether social
media use to communicate with people of different generation affected age stereotypes and generation
perceptions. Overall, the results showed that using social media, especially LINE and Facebook, made people
satisfied with communication across generations for all age groups, but social media use for intergenerational
communication influenced age stereotypes towards middle age only. Moreover, how younger and older
generations perceived each other was influenced by interactions via social media. They tend to see each other
positively in terms of abilities and personalities, but negatively in media behaviors and skills. Significantly,
those negative perceptions decreased when the use of social media was increased.

Theoretical Implications

Theoretically, the communication predicament resulting from age stereotyping is possibly decreased
by intervention. This study suggests that social media interaction with the older generation seems to serve as
an effective intervention to change age stereotypes towards older persons. The content analysis revealed that
people in the older generation who used social media to interact with younger ones were viewed as keeping
up with the times and technologies. Consistently, the statistical analyses indicated that stereotyped perceptions
of the older generation related to media skills were minimized when they interacted more with younger people
via social media. Although people from different generations perceived each other as having improper social
media behaviors/skills, this generation gap could be reduced through online interactions. One of the key
motivators for older people to use social media was to stay in touch with their younger family members
(Griniute, n.d.). Thus, it is likely that their willingness to engage in online intergenerational communication
could increase the interactions and bridge the gap between the generations. Future studies may look more
closely at how motives are related to social media use, generational perceptions, and relational satisfaction in
intergenerational communication.

Moreover, other theoretical frameworks should be considered to expand the study of
intergenerational communication and social media. The current study uses a theoretical framework - the
communication predicament model of aging - that has a strong intergroup and moderate interpersonal view.
Additional interpersonal communication theories could provide a framework that shifts a focus from
intergroup boundaries and stereotypes to relationship maintenance and satisfaction. Certain types of
relationship such as grandparent-grandchildren and older-younger coworkers call for further investigation to
understand intergenerational communication in a more specific context. According to Anderson et al. (2005),
younger people had positive stereotype towards older acquaintances more than grandparents. Also, Barker
(2007) showed that communication between grandparents and grandchildren tended to be less problematic
when grandchildren perceived grandparents’ motives as to be role models rather than to gain control. Thus,
other factors, such as types of relationship and motives, affect communication across generations and should
be studied further through the lens of interpersonal communication. Additional theories that may incorporate
interpersonal analysis in the study of intergenerational communication through social media are family
patterns communication theory, expectancy violations theory, communication privacy management theory,
social presence theory, and media richness theory (Bernhold and Giles, 2017).
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Social Media Behaviors and Generational Perceptions

Furthermore, owing to interactions via social media, younger and older generations admired each
other more for their abilities and personalities. Older people viewed younger ones as fast learners who were
very responsive to, and interactive with, new things around them for self-development. Younger persons
respected the older generation for their experience, credibility, and generosity. However, the statistical
analyses yield results that raise further questions. Firstly, use of LINE and Facebook predicted all generational
perceptions, excepting for adaptation to changes. Perhaps, as communication technologies have been advanced
continuously, it is common to perceive that people of all ages, including the older generation, need to adapt to
and learn new things around them regardless of their interactions via those new media technologies and
innovations. In other words, this perception seems to be a general worldview towards people in current
society. Secondly, another implication lies in perceived social media behaviors. Older and younger generations
viewed each other as having improper media behaviors. Older persons considered younger ones lacking
language and writing skills: they used incorrect words and had difficulties in written language. Then, some
questions arise: Does texting cause language decline? Is texting a new form of communication? Many believe
that texting lowers linguistic literacy of young adults, whereas some see texting as a way to expand the
linguistic repertoire with new invention of words, slang terms, abbreviations, and cyber language (De Jonge
and Kemp, 2012; Onanian, 2008; Plester at al, 2008). On the other hand, younger persons see the older
generation as lacking technological skills and not being keen on using new media technologies. Consistent with
previous research, young adults estimated success in helping others use social media to be lower when age
increased, especially among the 60-year-old learners (Ginsburg et al., 2016). The next question for future
research is whether this perception is age stereotyping or a reflection of needs for practical programs
accommodating the diversity of media users.

Additionally, these findings provide guidelines to a better use of social media for intergenerational
interactions in business context. This study shows that the barrier to effective intergenerational
communication tends to come from negative perceptions towards communicative behaviors of another
generation. Consistently, previous research found that older generation preferred face-to-face communication
when interacting with younger colleagues due to the perceptions that technology-based communication was
impersonal, vulnerable to digital trail, and improper for certain situations (Mehra and Nickerson, 2019; Singh,
2014). However, older employees were aware that technology-based channels were an efficient medium,
especially with shortage of time, and made younger generation more responsive. On the other hand, younger
generation in Thailand and the United States viewed communication with age-outgroups more problematic in
the workplace (McCann and Giles, 2006). To apply the findings to intergenerational communication in
organizations, this study suggests that companies may consider “intergenerational mentoring” to facilitate the
sharing of knowledge and skills between younger and older generations. Younger ones could transfer e-
language culture in which emoticons, abbreviations, and new terms are mastered in social media while older
colleagues could share their experiences in a way that makes both sides feel less formal and more personal
through the use of shared language. Perhaps, the perceptional gap could be reduced and leads to a more
satisfying and effective intergenerational communication.

Future Research Directions

In Research Question 1, time of social media use for intergenerational communication predicted age
stereotypes towards middle age only, whereas, in Research Question 2, satisfaction in communication across
generations was a significant predictor of age stereotypes towards all age groups. These findings imply that
time spent on talking with someone with an age gap of 10 years and over is not strong enough to influence
perceptions of all age categories, when compared to the quality of talk, which is overall satisfaction at the end.
Possibly, the talk has to pass through an evaluation of whether it is satisfying, then age perceptions could
be affected. A satisfying short interaction would be better to trigger changes in age stereotypes than a
dissatisfying long conversation. Thus, future studies may explore what factors could improve the quality of
intergenerational communication. Perhaps those factors could serve as a direct intervention to alter age
stereotypes. As the communication technology advancement forces people to meet less but use devices more,
older persons are pushed further to feel connected with other generations. With age stereotypes viewing older
persons incompetent in communication and technologies, another question arises, “How do we communicate
better when the global society is becoming aged?” This concern calls for multidisciplinary research in
communication, technology, psychology, and medical healthcare to facilitate the most desirable
intergenerational connection.

Furthermore, time spent on social media for intergenerational communication depends on types of
relationship. The findings provide an implication that people spend more time interacting with someone in
close relationships. The average minutes of social media use per day considerably increased from less than an
hour in Phase 1, in which 60% of the participants spent 74 minutes on LINE and 21 minutes on Facebook
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communicating with colleagues, to between 2-3 hours in Phase 2, where 84% of the participants spent 129
minutes on LINE and 154 minutes on Facebook talking with family members. Also, the majority of participants
indicated their use of social media to interact across generations with family members, friends, colleagues, and
acquaintances, but less use with their romantic partners. This might be due to the typical age gap in couples
that tends to be less than 10 years. On the other hand, social media might not be a common channel for couple
communication, or it could negatively affect their relationships. Facebook has been described as a cause of
negative impact on romantic relationships among college students (Fox et al., 2014). Future research may focus
on how social media is used in certain relationships such as between parents-children, romantic partners, or
with colleagues to understand intergenerational communication better.

Lastly, other recruitment methods are recommended. Perhaps recruitment of older adults through
government institutions, older adults associations, and non-profit organizations such as Thai Health Promotion
Foundation could ensure a higher proportion of older adult participants. Also, future studies may apply other
research methods such as interview, focus group, and experiment to gain in-depth information about

intergenerational communication via social media. These methods could provide a better understanding of
difficulties during the interactions between people of different generations and solutions to those problems.
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