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Abstract

In an era of rapid digital transformation, government agencies struggle to engage
Generation Z, Indonesia’s largest demographic with public science information.
Drawing on Stuart Hall’s reception theory, this study uses in-depth interviews
and focus group discussions to examine how 42 Generation Z social media users
(aged 15-24) in Indonesia, Central Java province interpret and respond to official
government content. Three decoding positions emerge: dominant readings, i.e.
professionally produced, clear, and relevant posts fostering positive engagement
and trust; negotiated readings, i.e. appreciation for substance alongside critiques
of design, tone, and timeliness; and oppositional readings, i.e. static, unresponsive
messaging leading to disengagement. We extend reception analysis into digital
science communication by integrating “affective publics” and refine Hall’s model by
showing how intrinsic values and extrinsic platform cues jointly shape interpretation.
From these insights, we propose a six-pillar framework: concise narratives; high-
impact visuals; local influencer partnerships; judicious humor; rapid feedback loops;
and consistent branding. Implementing these strategies can boost Generation Z’s
science literacy, content shareability, and trust in government initiatives.
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Introduction

Effective government communication is critical in the digital age for cultivating
public understanding and trust, particularly among younger cohorts. Generation
Z (born 1997-2012) constitutes nearly 28% of Indonesia’s population and
exhibits distinct digital media practices and expectations (Fisu et al., 2025;
Lestari, 2019; Suziantietal.,2023). Generation Zdemonstrates a clear preference
for content that is readily accessible, visually sophisticated, and attuned to
contemporary cultural and social dynamics. Despite increased efforts to engage
this demographic through official social media platforms, government agencies
frequently encounter obstacles in fostering meaningful engagement. These
challenges are largely attributable to the difficulty of sustaining Generation Z’s
attention and the necessity of adapting strategies to a rapidly evolving digital
media landscape (Davis, & Beck, 2023; Van Grunsven, & Marin, 2024; Wang et
al., 2019).

Although the essential of Generation Z, systematic academic studies of
government communication strategies tailored to their perspectives remain
limited. This study addresses that gap by examining how Generation Z in Central
Java interprets and responds to science-related information disseminated
through government social media. By integrating Stuart Hall’s reception theory
with contemporary reception frameworks, the research proposes an analytical
model that accounts for the context-dependent and dynamic processes of
audience meaning-making in digital environments. This study is guided by
three research questions. First, how Generation Z interprets government
information disseminated through social media; second, which decoding
positions (dominant/hegemonic, negotiated, or oppositional) characterize
these interpretations; and third, what is a relevant approach to government
social media based on Generation Z expectations?

Theoretical framework

Government communication

Government communication is conceived as an instrument for informing,
advocating, and engaging citizens. Early contributions by Cutlip and Center
(2006) and later works (Broom M. Glen, & Sha Bey-Ling, 2013; Lattimore
et al., 2012) emphasize that effective government communication requires
responsiveness and accountability. Effective messaging builds trust (Essary,
2024) and legitimacy for government initiatives, especially among younger
audiences.
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Generation Z’s media consumption and expectations

Empirical investigations reveal that Generation Z exhibits unique media habits
characterized by a strong preference for digital platforms such as Instagram? and
TikTok. This cohort values content that is clear, visually appealing, and reflective
of local cultural contexts (Jenkins, 2017; Tulgan, 2013). Research has also shown
that Genenation Z’s responsiveness to government messages is influenced by
factors such as interactivity, timeliness, and the use of contemporary language
and humor (Dreyer, & Stojanovd, 2022; Opat et al., 2024). Although government
agencies have begun to adopt these practices, the literature indicates persistent
gaps in meeting the specific expectations of this demographic.

Previous studies confirm the highly attractive position of social media among
young people in Russia, as the primary media and communication platform for
the modern young generation (Tolokonnikova et al., 2020). Although young
audiences are often portrayed as apolitical, social media has substantially
transformed forms of political participation, thus encouraging interactions
between the government and young people in Russia. Their social and political
media activism and their interest in communicating with the government are
growing through social media (Gureeva et al., 2021; Gureeva, & Kireeva, 2023).
For example, national values and priorities have become important issues in
the publications of online youth communities in Russia (Dunas et al., 2024);
despite the challenge that young people worldwide use social media primarily
for socializing rather than for obtaining scientific information (Aduloju, 2020).

Science communications in the digital era

Science communication involves sharing and raising awareness about
science-related topics with non-expert audiences to inform and engage them
(Illingworth, & Grant, 2020). This study examines government social media
within the framework of digital science communication, focusing on issues in
public health, climate change, disaster mitigation, and technological innovation
(Shipman, 2014), also explores how Generation Z perceives and accepts these
accounts. Digital science communication has evolved from traditional one-way
informationdisseminationtointeractive,audience-centered approaches (Bucchi,
& Trench, 2021; Davies, & Horst, 2016). Effective online science communication
requires storytelling, visual engagement, and audience responsiveness (Kappel,
& Holmen, 2019; Metcalfe, 2019). However, government-initiated science
communication faces unique challenges, including trust deficits and perceived
institutional distance (Wynne, 2006).

2 Belongs to Meta company, banned at the territory of the Russian Federation.
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Generation Z prefers interactive, visually rich content over traditional
formats. Limited research explores how audiences receive and interpret
government science communication (Corner et al., 2015). Previous research
found that the Central Java provincial government’s Instagram® account, @
kominfo.jateng, uploaded 39 public appeal contents out of 298 within a year
to raise awareness about diseases, natural disasters, extreme weather, drought,
and fraud, including voice phishing, m-banking notifications, counterfeit money.
This type of information is one of the government’s core duties to prevent harm
and maintain public safety and health (Hansson & De Paula, 2025).

Refining decoding positions in government science communication

Drawing on Stuart Hall’s encoding/decoding framework (Hall, 1980),
this study understands government social media content as the result of an
encoding process aimed at reaching diverse publics, particularly Generation
Z, whose preferences and expectations differ from those of earlier generations.
Conversely, Generation Z’s interpretations of government social media reflect
decoding processes shaped by age, education, socio-cultural background, and
ideological orientations.

In order to prevent categorical reductionism within reception analysis,
Hall’s three decoding positions are regarded as a continuum, acknowledging the
dynamic and overlapping nature of audience responses observed in empirical
research. In this study, these three positions are described as follows: The
dominant or hegemonic position is when audiences embrace the intended
meaning embedded in the text and interpret messages according to the
producer’s framework, showing complete agreement and viewing the content
as typical or obvious.

The negotiated position emerges when audiences generally accept the message
but reinterpret it based on personal experiences, local contexts, or specific values,
often accompanied by qualifications or conditions. The oppositional position arises
when audiences understand the dominant meaning but consciously reject it,
constructing alternative and critical interpretations.

To further refine this analysis, Hall’s decoding positions are complemented by
Michelle’s modes of reception (Michelle, 2007), which identify four interpretive
modes: transparent (reading the text as a direct reflection of reality), referential
(relating the text to personal experience), mediated (recognizing the text as a
media construction), and discursive (interpreting the text critically inideological
or political terms).

* Belongs to Meta company, banned at the territory of the Russian Federation.
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Method

This research was conducted from August to October 2023 in Indonesia,
Central Java province, specifically in the cities of Solo and Semarang, using
in-depth interviews and focus group discussions (FGD) on members of
Generation Z. Participants were selected using purposive sampling based on
predefined criteria: belonging to Generation Z, being active social media users,
and having experience accessing information from the Central Java provincial
government’s digital platforms. Recruitment was conducted through the
dissemination of study invitations via campus and community networks, as
well as direct personal contact with individuals who met the criteria. Potential
participants were approached individually, informed about the study objectives,
and invited to participate. Only those who provided voluntary consent were
included in the study. This study involved 42 informants aged 15-24 years,
in line with the Generation Z category. The informants came from various
educational backgrounds, including six universities: Diponegoro University,
Satya Wacana Christian University, Sultan Agung Islamic University, Dian
Nuswantoro University, Jendral Sudirman University and Sebelas Maret
University. Additionally, the informants also include five high schools: State
Senior High School 3 Semarang, State Senior High School 1 Semarang, State
Senior High School 6 Semarang, State Senior High School 8 Semarang, and
Al Azhar Senior High School, State Senior High School 15 Semarang. We use
reception analysis to examines how audience environment influences media
message interpretation (Ademolu, 2023).

The interviews were conducted in a semi-structured format, lasting
approximately 45-60 minutes per participant, to allow for an in-depth
exploration of participants’ experiences and perspectives. All interviews were
audio-recorded using a smartphone. Prior to the interviews, the researcher
explained the purpose of the study, assured data confidentiality, and obtained
informed consent from each participant.

The interview guide was designed to explore the level of exposure and
intensity of Generation Z’s engagement with the Central Java provincial
government’s social media platforms, to assess the quality and effectiveness of
the content (including visual elements, captions, and interaction responses),
to understand their reception of the public information disseminated, and to
identify preferred communication approaches that could enhance relevance
and engagement among Generation Z. Prior to data collection, all participants
were informed about the research objectives, interview procedures, data use,
confidentiality, and their right to withdraw at any time without consequence.
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Verbal consent was obtained before the interviews. The study adhered to
established principles of social research ethics, including the protection of
participants’ identities and anonymity.

Results

The study reveals a negative reception of communications from the Central
Java Communication and Information Office, with low engagement on official
accounts. Generation Z prefers informative and interactive government
communications.

The information needs of Generation Z in Central Java

Generation Z in Central Java demandsrelevant, applicable publicinformation
for their daily lives, preferring social media platforms like Instagram* and TikTok
over official government websites.

Figure 1
The information needs of Generation Z in Central Java
Community Impact
Information should be
Target Group shareable with peers, Prefered
family, and the wider public Platforms
Generation Z in Central Social Media (Especially
Java Instagram, TikTok) over
Government Websites

Primary Information Needs

- Education: scholarships, assistance programs
- Health: services and mental well-being
- Economy & Employment: job vacancies, SMEs updates
- Tourism: destinations, activities to support mental health
- Digital Literacy: online scam awareness, cybercrime education
- Administrative Services: population documents, licenses, etc.

Information Relevance to Current
Characteristic Issues

- Relevant and Practical
- Easy to Understand
- Structured and Accesible

Government Role

Cultural & Regional
Promotion

Source: Authors.

Expected to deliver info
consistently in formats
aligned with Gen Z's digital
behavior

Information on local arts,

culinary specialties, and

tourism to boost regional
identity

Desire for factual info about
current social and political
phenomena (e.g.,
international conflicts

* Belongs to Meta company, banned at the territory of the Russian Federation.
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According to Figure 1, Generation Z requires consistent information from
the Government about education, health, the economy, and tourism, as these
are relevant to their lives, such as scholarship opportunities and healthcare
services, as shared by informers 34 and 35 in the interviews:

“I need information about government programs and policies, as well as
population and administrative matters, such as extending my driver’s license or
dealing with lost documents. Besides that, information about the economy, health,
education, and tourism is also important.

Generation Z seeks information on social issues, economic development,
SMEs, job opportunities, scholarships, digital literacy, and scams. They also
value information on tourist destinations, arts, and regional culinary offerings
as noted by informer 36 in the interview:

Moreover, information on the economic development and SMEs in Central
Java, job opportunities, scholarships, and digital literacy concerning scams will be
shared with family and close friends. Additionally, information regarding tourist
destinations, arts, and culinary specialties is also very much needed.

Generation Z in Central Java seeks relevant, practical, and easily accessible
public information through social media. They require up-to-date information
on education, health, employment, digital literacy, and tourism.

Generation Z’s acceptance of public information in Central Java province

The acceptance of messages in this study explicitly targets Generation
Z, which assumably has preferences, styles, values, beliefs, and distinctive
viewpoints that differ from previous generations. Figure 2 provides the detail
overview:
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Figure 2

Generation Z’s acceptance of government social media content
in Central Java province

Audlf.-r_'lce » Characteristic Preferences Critiques
Position
- N AEiE B o Mt Clear, structured, and
Dominant > and acce ptt informative content. None; Overall
Position %0::;:;: S Professional-quality Satisfaction
Appreciate clarity, Tphqto; antfll' videos.
message structure, :é’:\t:iezudiﬁital
and visuals. :
Wi sl £ literacy, tourism,
e ] education, health.
Instagram as
preferred platform.
¥ Understand and More modern and Videos often unclear
Negotiation value the content consistent design or boring. _
Position "|  but desire improved (color palette Designs inconsistent
delivery and design. templates, |0é05}. and less appealing.
Adjust interpretation Short, casual captions Captions too long or
basedon using local language formal. ]
personal/social or emoticons. Limited interaction
context. Faster upload of (few re_plies)._
current events. Delays in posting
Balance between relevant info.
entertainment and
formal content.
Reject or ignore Vo T Lack of interac_tion or
¥ STl govermment relatable accou;wts comment n?plles.
er messaging. Posts perceived as
Oppesition Prefi Etih J (e.g. formal and outdated.
Position reler other more @infoupdatejateng).

responsive and up-
to-date sources.
Rarely or never
engage with official
accounts.

Timely updates and
breaking news.
Clear and engaging
videos with context.

Unclear videos (e.qg.,
missing context).
Delayed content
sharing.

Source: Authors.
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According to Figure 2, in interpreting and understanding messages,
Generation Z in Central Java has three positions: the dominant position or
hegemony, the negotiation position, and the opposition position, which will be
explained in detail in this section.

Dominant position

Informants in the dominant position stress the importance of how the
provincial government of Central Java presents and structures information.
They find access to information about public services, reporting procedures,
and policies crucial, especially as residents of Semarang, as highlighted in the
following quote by informant 1:

“Because it contains various information, especially as a resident of Semarang,
it is important for me to know well what the community can access, how the
procedures or regulations are if someone wants to report something, or what is
happening in Semarang and Central Java.

Informants in the dominant position demonstrate a strong interest in how
information is presented and structured by the government, as highlighted in
the following quote by informant 34 and 35:

“I tend to agree with the information conveyed by the Central Java provincial
government through social media, especially Instagram?®. The contents reflect the
government’s social media quite well, for example, information related to digital
literacy concerning scams.

Digital literacy content informs the community about safe, ethical, and
productive technology use, while tourism content inspires travel decisions and
supports mental health, as indicated in the following quotes:

“The quality of the images is quite good. The clarity of the images and videos is
sufficient, thus creating a professional impression

“The way the message is conveyed is quite interesting and the information is
clear.

Informants in a dominant position showed high interest in the government’s
information, appreciating the quality, professionalism, and clarity of the content.

Negotiation position

Video content is often overlooked due to perceived clarity and boredom.
They suggest capturing attention, posts should follow current trends, maintain
a consistent design format, and incorporate logos and a specific color palette.

5 Belongs to Meta company, banned at the territory of the Russian Federation.
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“The images are clear enough, but sometimes the video content lacks clarity
and can be boring, causing it to often be overlooked. The design of the posts could
be made more contemporary. Looking at other government accounts, their designs
are consistent, and there is a specific format or color palette used. The use of
logos is also necessary for the identity of the government/Communications and
Information Office of Central Java itself.

Informants find the captions are too long and formal, preferring short,
straightforward, and contemporary captions with emoticons or regional languages
to create a personal connection, as mentioned by informants 35 and 36:

“The caption is okay, but the hope is that it should be made shorter but clear.
Regional language can be incorporated to make it more relatable, especially for the
audience in Central Java.

“For certain content, it would be more interesting to use a more casual
language choice to be more relatable to Gen Z. Additionally, emoticons are also
very important to make it more appealing to read.

Generation Z appreciates the quality of responses from government’s
account managers but notes that replies are often lacking. They suggest several
strategies as noted by informants 34 and 36:

“It has been quite effective; the intent and purpose of the information conveyed by
the Central Java provincial government have reached me as an audience. However,
there are several elements that need to be increased. For example, important formal
information that the government wishes to communicate through social media to
the public.

“Overall, it is quite complete; it just needs improvement in terms of the speed of
current information. If information happening on the same day is uploaded late,
it becomes outdated.

Generation Z finds the Government’s social media communication effective
but suggests improvements in message relevance, visual content, captions,
posting speed, interaction, and content balance.

Opposition position

Informants claim they have never interacted with the government’s social
media accounts and are not interested in following the official account. However,
some occasionally visit the website for specific information, particularly during
the COVID-19 pandemic, population data, or data on MSMEs, as expressed by
informant 36:

“The reason for not following the official government account is that I feel
there are other accounts that provide more up-to-date information, for example,

14
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regarding health, tourism, events, and so on. One example is the account @
infoupdatejateng. I follow that account because what I need is daily information/
breaking news

Central Java provincial government account posts receive minimal comments
and lack responsiveness from account managers. The content is perceived
as overly formal and less appealing to Generation Z. This was conveyed by
informants 12, 13, and 14:

On the posts, there are very rarely any comments. Only 1-3 comments on
some posts that I know of. Responses to comments are nearly non-existent, as the
comments are mostly just words of encouragement and congratulations.

In terms of social media management, they are less responsive in answering
comments. In several contents where the comments come from only one account,
they are not responded to by the social media manager

“In my experience, comments go unanswered. So, I look for information on
other accounts. I think interaction is important. I would be happy if the admin
replied to my comments. It gives a sense of satisfaction and makes me feel noticed

Informants criticize the government for slow updates, unclear video content,
and lack of audience engagement, favoring more interactive accounts:

“The quality of video content is not clear. Additionally, it is somewhat confusing
because there is no information/text presented in the video. The videos can also be
boring, causing them to often be overlooked.

“Regarding posts, especially reels, several contents are less appealing because
the information is not effectively conveyed without a cover displayed.

Informantsin the opposition show alack of interest due to low responsiveness,
interactivity, and slow updates. They prefer timely information from accounts
like @infoupdatejateng. Despite valuing the information for understanding
government programs, they desire improvements in visuals, interaction,
relevance, and speed of delivery. Recommendations include enhancing visual
consistency, increasing engagement, providing relevant content, and adopting a
more appealing language style for young audiences.

Relevant approaches for Generation Z

The right approach can determine whether a message will successfully
capture attention, be easily understood, and influence the recipient according to
the intended goals. Each audience group, including Generation Z, has different
needs, interests, and backgrounds. Figure 3 displays the relevant approaches for
Generation Z:
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Figure 3
The relevant approaches for Generation Z

The right communication approach
" determines how effectively a message
Main Idea captures Gen Z’s attention, is understood,

and achieves its purpose.

Gen Z has unique preferences, interests,
Audi Consideration L Jand medig consumption patterns. Tailored

make government content
more relatable and impactful.

1) Storytelling
- Preferred for its engaging and memorable nature.
- Gen Z responds well to narrative formats with strong visuals and voiceovers.
- Example: narrative video about a tourist spot, featuring cultural and local uniqueness.

2) Collaboration with or Local
- Gen Z trusts content from relatable figures like local influencers, tourism/language ambassadors.
Relevant Approaches } - Enhances appeal and relatability.

- Example: viogs/social media collabs presenting government programs.

3) Humor Approach
- Light, humorous content helps retain attention and avoids boredom.
- Popular on platforms like TikTok and Instagram.
- Must remain ethical and respectful.

- Example: memes or humorous skits about public services.

- Use of popular music and viral trends
T —— T - Contemporary, Gen Z-friendly
Additional Techniques I language
- Visually attractive and consistent
content design

- Create stronger emotional connection
with Gen Z
- Enhance engagement, relevance, and
content shareability
- Make government information more
accessible and trusted among the
younger generation

Outcome Goals |

Source: Authors.

According to Figure 3, Generation Z finds storytelling, influencer collaboration,
humor, trending music, contemporary language, and appealing visuals engaging
for government content, enhancing public information delivery and building an
emotional connection with the younger generation. They recommend involving
local influencers or tourism ambassadors and using humor and light content on
platforms like TikTok and Instagram®. It is suggested that collaboration with local
influencers or tourism ambassadors, along with the strategic use of humor content
on platforms such as TikTok and Instagram’, can enhance audience engagement
and extend the reach of communication initiatives.

Discussion
The findings indicate that, in the transparent mode, Generation Z tends to
regard government information as factual and authoritative, exhibiting limited

¢ Belongs to Meta company, banned at the territory of the Russian Federation.
7 Ibid.
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critical reflection on framing or communication strategies. Such content is
chiefly valued for its practical function, including public service schedules,
official announcements, and emergency information. In the referential mode,
interpretations are shaped by personal relevance and everyday needs, particularly
in relation to education, employment, social assistance, and public facilities;
meaning is determined by perceived usefulness rather than textual form
alone. In the mediated mode, Generation Z demonstrates awareness of media
construction, including framing, editing, and branding strategies, and articulates
clear expectations regarding content quality and presentation, reflecting their
immersion in digital and branding cultures. By contrast, the discursive mode is
largely absent. Rather than engaging with government information through
ideological or political critique, Generation Z prioritizes immediate practical
benefits, often seeking politically sensitive content from non-official sources.

Therefore, the findings indicate that Generation Z predominantly operates within
acombination of referential and mediated modes. This consolidated reception framework
reveals the dynamic processes underlying Hall’s decoding positions and explains
why acceptance or negotiation of government messages is more strongly influenced
by content presentation and engagement strategies than by message substance itself.

Generation Z thrivesin a fast-paced digital era, prioritizing relevant and practical
information in areas like education, health, economy, and tourism to support their
needs and well-being (Turner, 2018; Seemiller, & Grace, 2018). Interviews reveal a
critical need for digital literacy to address issues like online fraud and cybersecurity
(Glorya et al., 2021; Hu et al., 2022). The government can use popular social
media platforms like Instagram® and TikTok to disseminate educational content
and provide current, factual information on social issues, government policies, and
local opportunities in Central Java (Szymkowiak et al., 2021).

Dominantly, Generation Z perceive these messages as relevant, informative,
and beneficial, especially concerning public services, digital literacy, tourism,
and educational and health initiatives. These findings align with Stuart Hall’s
theory, which posits that audiences actively interpret messages based on their
social, cultural, and contextual backgrounds (Ademolu, 2023). This view is
further supported by Wirawan and Munjid (2022), who suggest that media
messages function as catalysts for positive change.

Respondents identify digital literacy content, especially on safe technology use
and data protection, as particularly valuable (Sugiono, & Salamah, 2021). The
visual quality and clarity of government-generated photos and videos are likewise
recognized as enhancing message credibility (Livingstone, 1998). As suggested

8 Belongs to Meta company, banned at the territory of the Russian Federation.
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by scholars (Xie et al., 2022), audiences make sense of information through
interpretive frameworks established by communicators, often accepting messages
consistent with dominant ideological positions. Moreover, research by Xie-Carson
et al. (2023) suggests that clear imagery and well-structured captions significantly
improve audience comprehension, while studies by other scholars (Opatetal., 2024;
Pandey et al., 2022) affirm that social media play a vital role in the communication
of scientific information. These dynamics, highlighted by Hassoun et al. (2022)
ultimately shape public opinion, voter behavior, and trust in governance.

Furthermore, in their negotiating stance, Generation Z in Central Java regards the
provincial government’s social media content as generally beneficial but recognizes
several shortcomings in its delivery. They prefer content that is quick to consume,
easy to understand, and visually engaging, but have concerns about poor video
quality and lengthy captions (Doloi 2024; Firamadhina, & Krisnani 2021; Siregar et
al., 2024). Generation Z values direct and interactive communication (Sikumbang
et al., 2024), timely information (Mallodya, 2024), and a balance between formal
government messaging and relatable language (Apriyanti et al., 2024).

Generation Z actively rejects the provincial government of Central Java’s social
media narratives, preferring more current and engaging alternative channels. Many
Generation Z users avoid engaging with the official government account due to their
perception that alternative channels are more current and engaging, prioritizing
rapid and responsive communication. The lack of timely, personalized responses from
account administrators creates a sense of neglect, eroding trust and engagement,
leading Generation Z to prefer more interactive sources that meet their expectations for
rapid and responsive communication. The absence of timely, personalized responses
from account administrators evidenced by minimal interaction in the comments
creates a sense of neglect and erodes trust and engagement (Blanchett et al., 2023).

This research suggests that several techniques can effectively capture
Generation Z’s attention towards government content, as evidenced by mass
communication literature and reception theory. This demographic favors a
storytelling approach, appreciating its narrative depth and emotional resonance
(Papacharissi, 2016; Nicoli et al., 2022). Furthermore, they value collaborations
with influential figures, such as local influencers, tourism ambassadors, or
language ambassadors, since these partnerships enhance the credibility and
effectiveness of the messaging (Eunjin et al., 2024).

Inaddition, Generation Z responds positively to humor; presenting information
about public services or social programs in the form of memes or lighthearted
content encourages engagement and simplifies complex topics. Nevertheless,
while humor possesses the potential to enhance political engagement, its
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application necessitates cautious deliberation to mitigate risks associated
with misinformation, heightened political polarization, and discordance with
established cultural values. Figure 4 presents a synthesis of these core findings:

Figure 4
The significant finding of Generation Z preferences
STRAATEGIC
ASPECT FINFINGS DESCRIPTION IMPLICATION
Gen Z is aclive an Each platform has
platforms like unigue algorithms. Use short videas, Reels,
Platferm-specific TikTok and and Stories
strategies and Instagram, trends; native tailored to each platform's
favering short and content formats are format
wvisual content more affactive
3 Asense of [Produce public information|
?:: “ ':::E connection with local
Personal and local ﬁbenl L [xioen Tepins
content reflecting their content feels language, and issues
identity and local geographically and closely related o GenZ's
text culturally relevant everyday
e life in Central Java
GenZ valles Institutional Facilitate comments, Q&A
Two-way dialogue, P L) St i
lication interactivity, and ~ feedback palls, and live interactions
diract engagement |mmsbr£st and on digital platforms
Gen Z enjoys Co-creator
paricpeting b At Invelve Gen Z through
User-generated t 2 content competitions,
content (UGC) creation and reach and enhances| mm‘ﬁﬁ‘:l
sharing through emational ublicnlnformaﬂm
their natworks engagemaent P
Aftractive design
Gen Z has high and visualized Use infographics, molion
Visual appeal and expectations for i ion graphics, and
design aesthetics enhance subtitles to improve
and visual quality comprehension and appeal and readability
attention
The Public comir
There is dominant, : " pproaches must be
Theoretical wguhl?umdm::d LT a?iupﬁvs—an?uipaMg
framework (Stuart itional B iy multiple audlence
Hall) decading of public u"ﬂezt‘:ﬂdxe&" |interpretations rather than
information interpretations simply
delivering messages
Gen Z's Develop data-driven
prefarences Conventional communication
Policy direction demand a approaches are strategies, audience
and public i i loss relavant sagmentation, and cross-
communication in government to digital-native platform collaborations
communication generations with influencers
styles or Gen Z communities

Source: Authors.
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By synthesizing Stuart Hall’s reception theory (Hall, 1980) with Michelle’s
modes of reception framework (Michelle, 2007), this study provides two
significant contributions to the scholarly literature. First, it facilitates a nuanced
examination of audiences’ ideological positioning in relation to media messages,
while also accounting for the contextual and dynamic nature of meaning-
making processes. This integrative approach is especially pertinent to digital
environments, wherein audiences such as Generation Z interact with government
communication not solely through ideological acceptance or opposition but also
through practices characterized by reflection, reference, and media literacy.

This approach rise above traditional deployments of reception theory that
emphasize ideological decoding in isolation, illustrating that digital reception
in contemporary contexts is equally influenced by modes of presentation,
technological affordances of platforms, and the experiential significance of
content and political orientations as well. Rather than challenging Stuart Hall’s
framework, the findings confirm its continued relevance while extending it by
incorporating modes of reception that better account for digitally mediated
meaning-making processes.

Nevertheless, this study has several limitations. Its focus on the social
media of a single government institution in Indonesia, the limited attention
to social, cultural, and ideological diversity within Generation Z, and its
ontological emphasis on reception as textual decoding constrain the scope of
the findings. Future research should therefore adopt more recent perspectives
that conceptualize reception as an interactive, participatory, and multimedia
process shaped by digital structures such as algorithms, platforms, and
online communities(Schrgder, 2019), incorporating psychological and
phenomenological approaches, such as Frey’s experiential mode (Frey, 2018;
Frey, & Krdmer, 2020), would further enrich understanding of how Generation
Z engages with government information on social media.

Conclusion

To sum up, the findings indicate that Generation Z predominantly operates
within a combination of referential and mediated modes. The reception
framework formulated in this study refines the conceptualization of Hall’s
decoding positions by foregrounding their dynamic, evolved character
rather than treating them as static constructs. This nuanced perspective
elucidates Generation Z’s predominant acceptance of government social media
communication, demonstrating that negotiation primarily centers on the
modalities of message presentation, while substantive content remains largely
accepted.
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Furthermore, the findings indicate that frameworks centered especially
on ideology are inadequate for capturing the complexity of Generation Z’s
engagement with government information. Instead, the modes of reception
framework demonstrates that these generations interactions are primarily
motivated by practical concerns (referential mode), with distinctions across
decoding positions reflecting preferences for engaging presentation, two-way
communication, narrative techniques, and affective resonance (mediated
mode). Collectively, these results highlight the imperative for adaptive,
audience-oriented science communication strategies to cultivate trust and
sustained engagement among younger audiences.

Accordingly, this study advocates for the adoption of communication
paradigms by government institutions that are precisely accommodated to the
distinctive communicative preferences of Generation Z. Such paradigms should
emphasize expeditious dissemination of information, substantive interactive
engagement, and the considered application of advanced digital storytelling
methodologies responsive to contemporary media practices. Such science
communication practices can enhance Generation Z’s understanding of and
trust in scientific and public policy information.

This study has several limitations. First, the limited number of participants
and the use of purposive sampling mean that the findings are indicative rather
than generalizable, providing in-depth insights within a specific context. Second,
the focus on the social media of a single government institution in Indonesia
limits the transferability of the findings to other institutional contexts with
different communication strategies. Third, variations in Generation Z’s social,
cultural, and ideological backgrounds were not explicitly examined, despite
their potential influence on decoding processes and modes of reception. Finally,
the study remains conceptually centered on reception as textual decoding,
whereas reception in social media environments is increasingly understood as
a more complex and interactive process. Nevertheless, the detailed contextual
and participant descriptions allow for analytical generalization to comparable
settings.
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