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ABSTRACT 
 
Social media platforms or Social Network Sites (SNSs) are platforms we incorporate into our daily lives. They connect 
individuals from around the globe, present us with information, and provide content tailored to our interests. However, 
social media addiction in certain communities like the youth has become widespread. In order to understand where 
social media addiction stems from, we must first explore the motivations behind its use and the design features that 
social media companies incorporate into their platforms to make them addictive. 

In this review, we will discuss how motivations for social media use are not homogeneous and differ by 
culture. As risks for social media addiction differ based on use cases and design, this review serves to see how social 
media design in China differs from those in the US based on their cultural differences. It will be seen that collectivist 
communities tend to have higher rates of social media addiction; however, this is amplified through social media 
platforms’ employment of certain design features that play to these cultural features. As a result, these companies have 
increased the likelihood of social media addiction in already susceptible communities. 
 

Introduction 
 
Social media platforms or Social Network Sites (SNSs), like Facebook, Instagram, Wechat, and Tiktok are platforms 
that we are not only familiar with but use daily, with over 2.93 billion users on Facebook every month(Dixon, 2022). 
WeChat, the largest Chinese social media platform, doesn’t fall far behind with over a billion monthly active users 
(Montag et al., 2018). Social media platforms are used to keep people connected and integrate services like games, 
personalized news and recommendations, and even mobile payment services in the case of WeChat (Montag et al., 
2018). However, with an exponential rise in the usage of social media, there has also been an increase in the misuse 
of and addiction to social media.  

Although the Diagnostic and Statistical Manual of Mental Disorders does not include social media addiction 
as a disorder, there have been many attempts to measure it. The most popular method being the Bergen Facebook 
Addiction Scale (BFAS), despite not being developed with all types of social media platforms in mind. The BFAS 
was developed by Andreassen and colleagues, determining the level of addiction using a 5-point Likert scale with 
questions based on the six criteria: salience, tolerance, mood modification, relapse, withdrawal, and conflict. A version 
was then modified to pertain to all social media platforms BSMAS (The Bergen Social Media Addiction Scale). In 
which, social media addiction was defined as “being overly concerned about social media, to be driven by a solid 
motivation to log on or to use social media, and to devote so much time and effort to social media that it impairs other 
social activities, studies/job, interpersonal relationships, and/or psychological health and well-being (Andreassen, 
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2015). The psychometric robustness of the BSMAS was tested in Chinese studies, displaying good transitional prop-
erties (Chen et al., 2020; Leung et al., 2020). 

China was chosen as the country for comparison due to the differences in their social media markets as 
compared to that of other countries. Few traditional western media enter the Chinese market due to restrictions by the 
Chinese government, thus many large Chinese social media platforms are created for the Chinese market instead of 
adapted to fit it. Although certain countries have their own locally favoured social media platforms like Kakaotalk in 
Korea, they do not have the clear distinction that is present with Chinese social media markets, as western social media 
platforms are still in competition with these apps and influence them. As a result, China was chosen as it allows for a 
larger contrast in platform design and model, making for a more reliable comparison.  

In this literature review, we will be utilizing Hofstede’s definition of culture, “Culture is the collective pro-
gramming of the mind that distinguishes the members of one group or category of people from other” (Hofstede, 
2011).  
 

Analysis 
 
General Addictive Features of Social Media  
 
When examining the causes of social media addiction and identifying high-risk communities, both the reasons for 
usage and the addictive features of social media platforms should be considered. A study conducted on Malaysian 
students revealed that they used Facebook for information, maintaining relationships, academic learning, product in-
quiry, and meeting people. In contrast, Youtube was used for entertainment, information, academic learning, and 
product inquiry showing that different social media platforms are tailored to certain usage patterns (Moghavvemi et 
al., 2017).  

Despite differences in usage patterns, many social media platforms have overlapping structural attributes that 
reinforce addictive behaviour(Andreassen, 2015). This includes but isn’t limited to design features like intermittent 
variable rewards, social rewards, infinite scrolling, and user investment. Intermittent variable rewards are often asso-
ciated with casino slot machines, but are also heavily seen in notifications and when scrolling through content (Eyal, 
2012). Whereas social rewards (Montag et al., 2019), such as the ‘thumbs up’, ‘like’, or comments are featured on 
social media platforms universally. Many likes on a post have been shown to result in stronger activity in the ventral 
striatum, an area of the brain involved with processing rewards (Sherman et al., 2016). Infinite scrolling occurs when 
users don’t naturally reach a stop in the flow of content, instead content is constantly loading providing seemingly 
infinite content. This results in people scrolling more than they typically would before they notice, with users spending 
10.5 minutes more per week on Facebook when the feature was in place (Neyman, 2017). User investment also plays 
a major role in why users do not leave the app for alternatives. As humans put a higher value on the things they have 
constructed themselves, the longer a user has remained on the app and the larger the base that has been built whether 
it’s in terms of followers or image, the less likely they are to leave even when a better alternative is presented (Neyman, 
2017). 

All of these features are incorporated into social media platforms universally, even if not specifically pro-
grammed onto the platform, for example, “following someone back” is commonplace on social media platforms like 
Instagram and Twitter, thus inducing social reciprocity. This can also be seen with “blue ticks” and “read” features in 
Whatsapp and Instagram, as both parties understand the meaning of these functions, there is a social pressure to reply 
fast as the message has been read. (Montag et al., 2019)  

Of the overlapping addictive features, the feature that contributes the most to causing social media addiction, 
as well as other problems associated with social media (political polarisation and filter bubbles)(Pariser, 2011), is the 
advertising business model in place. Social media platforms utilize user data to present information and content tai-
lored to the user’s liking (Montag et al., 2019), this results in users spending more time on the platform(Montag & 
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Hegelich, 2020), allowing for more advertisement showings and accumulating more user data, making advertisements 
more personable and targeted. Although social media platforms in China have popularised the usage of tokens and the 
purchase of virtual currency as a means of monetization, many social media platforms still heavily rely on the adver-
tising business model, resulting in a large incentive to create addictive platforms.  
 
Social Media Addiction Impacts and Likelihood 
 
A survey conducted on 100 university students, showed that 10% lost count of how many times they tweeted per day. 
(Saaid et al., 2014) With such high usage, many studies have tried to categorise the impacts of social media addiction. 
Many overlapping problems presented include social comparisons (Boer et al., 2021), negative impacts on self-identity 
(Zhou, 2020), impaired sleep (Andreassen, 2015),  and loneliness(Arora & Okunbor, 2015), all leading to lower mental 
health and life satisfaction(Boer et al., 2021). Social media addiction can also feed into a loop, with people using it to 
reduce the effects of loneliness, but instead feeling lonelier as a result of it(Arora & Okunbor, 2015).  

Throughout the years, there have been many papers identifying classes of people that would be at higher risk 
of being affected by social media addiction. This is typically done by comparing reasons for usage between groups or 
users’ personalities, notably the big 5 personality traits (extraversion, agreeableness, openness, conscientiousness, and 
neuroticism)(McCrae & John, 1992). Extraversion, the level of sociability of a person, is typically seen by how talk-
ative they are. Agreeableness, how collaborative an individual is, is tied in with how concerned they are for others' 
well-being and feelings. Conscientiousness is viewed as how self-disciplined the individual is, the responsibility they 
can carry, their stability, and how organized and reliable they are. Neuroticism is the likelihood of an individual being 
anxious, worried, and just unstable emotionally. Lastly, openness is how open they are to trying new things, and the 
level of curiosity they have. 

There have been western studies finding that social media addiction was inversely proportional to conscien-
tiousness(De Cock et al., 2013), this is also present in other general addiction studies. Correlation between users’ 
personalities and Chinese media was also found in a study on WeChat, which showed a positive correlation between 
neuroticism and WeChat usage, and a negative correlation between agreeableness and WeChat usage(Montag et al., 
2018).  

When it comes to reasons for usage, one model puts forth the theory of communication preferences(Caplan, 
2007), stating that individuals who prefer to communicate online as a way of alleviating negative moods or finding 
support are at a higher risk of the outcomes associated with social media addiction. Relationship maintenance also 
played a large role in social media use, with many studies featuring that it’s the main motivation for social media 
usage(Joinson, 2008; Kuss & Griffiths, 2011). The idea of utilizing social media for relationship maintenance is also 
reinforced through the concept of the fear of missing out(FOMO), as FOMO has been linked to higher social media 
use as well as higher levels of problematic usage(Elhai et al., 2020).   

But as the features of each social media platform and their user base differs, it is not surprising that studies 
focusing on other media feature different results for usage, such as impression management for Bebo(Dunne et al., 
2010), self-expression for Pinterest(Mull & Lee, 2014) and Youtube(Gülnar et al., 2010), and informational needs for 
Twitter(Johnson, 2009). As social media platforms and motivations for use aren’t homogenous, this review serves to 
see how social media usage in China differs from those in the US based on cultural differences and compare the 
addictive design features in place as a result of this.  
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Cultural Theories and Their Links 
 
Hofstede’s Cultural Theory and its Link with Social Media Usage 
 
Many studies regarding cross-cultural differences both offline and online are based on Hofstede’s cultural dimensions 
featuring power distance, related to the different solutions to the problem of human inequality; individualism/collec-
tivism, related to the integration of individuals into primary groups; masculinity/femininity, related to the division of 
emotional roles between women and men; uncertainty avoidance, related to the level of stress in a society in the face 
of an unknown future; long term/short term orientation, related to the choice of focus for people’s efforts: the future, 
present or past; and indulgence/restraint, related to the gratification versus control of basic human desires related to 
enjoying life(Hofstede, 2011).  

The U.S and China show significant differences in cultural characteristics(Luo et al., 2021), particularly in 
individualism versus collectivism with the scores being the furthest apart. The US scored 91 on the individualism/col-
lectivism scale, thus one of the most individualist cultures in the world. It’s commonplace to interact with people they 
aren’t familiar with however, it’s harder to develop deep friendships, making them more self-reliant(‘Country Com-
parison’, n.d.). China, inversely, had a score of 20, where people act in the interest of the group rather than them-
selves(‘Country Comparison’, 2021). The power distance between the two countries is also large, with China scoring 
80 and the US scoring 40(‘Country Comparison’, 2021). This large power distance in China has resulted in a social 
hierarchy(Hofstede & Bond, 1984) and respect for authority, which itself has a large impact on interactions. This will 
be further explored in Guanxi.  

In terms of how these cultural differences affect social media platforms, individualism/collectivism seems to 
be the most relevant dimension(Chau, 2008), thus we will be going more in-depth on that sector. Members of individ-
ualist societies tend to view themselves as separate and different from others. However, this doesn’t mean that they 
just take care of themselves, they also extend this care to immediate family members typically. On the other hand, 
members of collectivist societies view themselves as an important and integral part of their social network, placing a 
strong emphasis on maintaining this network. Although this network is also placed on immediate family members, 
like in the case of individualist societies, they also include extended families. Additionally, the groups that collectivists 
are in are super strong, highly protective, and will oppose other groups(Mesquita & Janxin, 2007).  

The impact of individualism and collectivism on social media addiction was explored in a meta-analysis 
where the estimated addiction prevalence was 31% for collectivist counties but only 14% for individualist coun-
tries(Cheng et al., 2021). This large difference can be explained by the fact that people raised in collectivist countries 
place the connection between themselves and others as most important, increasing the need to attend to and fit in with 
others(Markus & Kitayama, 1991), making them more likely to have interdependent self-construal. Studies have 
shown that individuals with interdependent self-perception tend to be more susceptible to FOMO(Dogan, 2019) - 
which as mentioned above is linked to higher levels of problematic social media usage. This could be a factor in the 
2.5-hour increase in social media usage time for Chinese users in comparison to their American counterparts(Chu & 
Choi, 2010). 

Another reason for their higher usage times and vulnerability to addiction could be attributed to the fact that 
individualists tend to use social media to mainly satisfy internal demands like mood modification, on the other hand, 
collectivists use social media due to both internal and external demands, such as seeking peer approval or sup-
port(Chan & Cheng, 2016; Kim et al., 2011), increasing the motivations for usage even further(Cheng et al., 2021).  

72.2% of Chinese users mainly use social media to interact with friends(CNNIC, 2016), coupled with the 
fact that they spend more time on social media and are at a higher risk of social media addiction, it’s expected for 
them to have more connections. However, Chinese users have reported having an average number of 194 friends, 
whereas American users have 477 friends on average(Chu & Choi, 2010). This difference might be attributed to qual-
ity vs quantity, as collectivists typically have closer relationships with other individuals on social media(Choi et al., 
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2014). Conversely, this can also be attributed to guanxi, and the hurdles need to build and maintain relationships in 
Chinese culture, thus resulting in lower numbers of connections.  

 
Guanxi and its Link with Social Media Usage 
 
It has been seen that some of the differences in social media usage patterns can be attributed to cultural differences, 
as presented by the Hofstede model. However, to fully understand social media usage in Chinese individuals, we must 
delve into constructs closely linked to Chinese culture. One such construct is Guanxi(Lisha et al., 2017), a Confucian 
concept which composes of ganging(affection), renqing(favor, composing of goods but also providing opportunity or 
affection)(Zhang & Hong, 2017), and xinren(trust)(Jukka et al., 2017). Mianzi(face), is also closely related to Guanxi, 
referring to someone’s social image, mainly in regards to preserving their social image(saving of face). People can 
build face “by following the norms or society”(Romeo, 2016), which in turn aids in building new guanxi with others.  

Guanxi is the process of getting connected and entering exclusive social circles(Lisha et al., 2017), after 
which members obtain support from others to satisfy their needs(Lee et al., 2001). There are many different types of 
social connections and circles, such as family, neighbors, friends, and others. Some are related by birth and others are 
due to them sharing commonalities like schools, neighbourhoods, or companies(Zhang & Hong, 2017). But as a whole, 
it refers to the development and maintenance of relationships that form through bonds and common grounds(Romeo, 
2016).  

As maintaining good guanxi can help to strengthen social ties and group dynamics(Vodanovich et al., n.d.) 
as well as provide social support and gain which is crucial in a highly collectivist country like China(Lisha et al., 
2017), there is a focus on building and maintaining guanxi. Chinese individuals do this through forming dyadic rela-
tionships(Michailova & Worm, 2003) and building trust(Yen et al., 2011). As WeChat is the primary social media 
platform for Chinese people to build dyadic relationships with others3, guanxi is significant to social media, despite 
being initially developed as a business networking concept. Chinese interactions in social situations and dyadic social 
interactions are often guided by guanxi as well, thus guanxi can be used to better explain the social media usage 
patterns of the Chinese population(Hwang, 2015).  

In the components of guanxi, renqing and mianzi help form guanxi, whereas ganqing helps to build and 
maintain the guanxi(Lisha et al., 2017). As a result of mianzi, norms of social reciprocity in Chinese communities are 
intense(Hwang, 2015), benefiting social media platforms as there is added pressure to remain on the app to reciprocate 
others’ actions such as following back or replying fast.  

A study regarding guanxi and technology acceptance in the case of WeChat found that ganqing positively 
impacted the perceived usefulness of the platform and the intention to continue using it.  On the other hand, Mianzi 
harmed the intention to continue but increased the perceived usefulness of the platform to users(Lisha et al., 2017). 
The increase in perceived usefulness could show that WeChat was seen as a platform to gain mianzi by the Chinese 
audience, thus enabling them to further build guanxi with others. This decrease in the intention to continue could be 
the result of them fearing that they would lose mianzi(face) faster online(Wang, 2016).  
 
E.T Hall’s Concepts and its Link with Social Media Design 
 
Moving on to cultural concepts that offer an explanation for differences in UI design and how users interact with the 
platform, E.T Hall’s concepts of time, space, and context are frequently incorporated in studies exploring UI de-
sign(Caplan, 2007; Romeo, 2016).  

One of the variables in the concept, time is a spectrum comprised of two ends, polychronic and monochronic. 
Monochromatic cultures are associated with doing things one thing at a time, time planning, and are more focused on 
short-term relationships(Hall, 1990). On the other hand, people in polychronic cultures tend to do many things at once, 
change plans, and focus on building more long-term relationships(Hall, 1990). There’s also space, which represents 
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an individual’s boundaries like privacy, or individual ownership. The most important in the case of social media 
communications is context - how people communicate and obtain information. It refers to how information is being 
stated and relayed to others, either by explicitly stating the meaning of the message as seen in low context or relying 
on the context to convey the meaning as seen in high context (cannot reference, beyond culture). The US leans towards 
being a monochromatic, low-context culture, whereas China is the opposite, being a polychronic, high-context culture.  

This can be reflected in how Chinese users text their peers. As the Chinese community uses more high-
context communication, they utilize more icons and voice messages when communicating. This is likely to get more 
context and expression in conveying their message, to ensure smoother communication(Romeo, 2016). This supports 
the model proposed by Reinecke, in which he suggested that a high image-to-text ratio in UI was preferred by collec-
tivist societies(Reinecke & Bernstein, 2013).  
 

Overall Cultural Influences on Social Media Design  
 
Overall Design 
 
The motives and usage of social media tend to mirror the cultural background and values of the user(Chu & Choi, 
2010; Qiu et al., 2013; Reinecke & Bernstein, 2013), this can aid in explaining the differences in social media design 
and the difficulty of expanding social media platforms to users with different cultural backgrounds.  

The overall design of WeChat is that of high privacy measures, a closed community(Wang, 2016), illustrated 
by its “adding friends” feature, where users add friends typically by WeChat id or through their phone numbers instead 
of the ability to search them up by names like on Facebook or Instagram. The comment feature in WeChat also en-
forces privacy, as an individual can comment on a friend’s post, but other members wouldn’t be able to see this 
comment unless they are also friends with the individual, regardless if they are friends with the original poster(Vo-
danovich et al., n.d.). This was likely designed in mind with the low trust and familial collectivism within the Chinese 
community(Atuahene-Gima & Li, 2002; Gold et al.,  2002). This has been proven effective as, a study has now shown 
that Chinese individuals prefer WeChat because of its private social media features, this also resembles the exclusive 
circle of social connection present in Guanxi(Gan & Wang, 2015).  

 
UI Design 
 
When it comes to UI/UX design, it’s been shown that general user interfaces designed for Chinese communities tend 
to differ from the west(Marcus & Baradit, 2015). Certain UI designs adapt to a country’s culture based on Hofstede’s 
and E.T Hall’s concepts, in order to increase the success of localisation and adoption in the country(Reinecke & 
Bernstein, 2013). As a whole WeChat follows an “everything-in-one” system(Romeo, 2016), its main feature being 
arguably its “integrated user experience”, the jack-of-all-trades(Cheng & Nielson, 2016), even combining a digital 
payment service.  

 
Specific Design Features 
 
In January 2014, ‘hong bao’ became the new feature of WeChat(Montag et al., 2018). Inspired by the Chinese tradition 
for the elderly and married couples to give money in red packets to children or unmarried individuals during Chinese 
New Year to encourage prosperity, it enabled people to send virtual red packets to friends on WeChat. In addition, it 
gamified it by allowing people to “toss” a red packet to a chat group, and turn it into a lottery game for the people 
within the group, allocating the prize money in a randomized or identical amount(H. Sun, 2020), allowing users to 
obtain nothing as well. The addition of this gamification feature coupled with variable rewards increased the usage of 
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the ‘hong bao’, with 768 million users sending and receiving the red packets during the 2018 Chinese New Year(Mon-
tag et al., 2018). The feature also differed from the traditional red packets, as it wasn’t necessary for the elderly to gift 
to the younger, or the wedded to gift to the unwed, this not only allowed more people to take advantage of this feature 
but allowed for anyone and everyone to build social relationships(Vodanovich et al., n.d.).  

The feature incorporated guanxi(Holmes et al., 2021; Wang, 2016), more specifically renqing and ganqing, 
as users would be able to return renqing(favours) to others(Lisha et al., 2017), further building dyadic relationships. 
On the other hand, the feature also had its critics. Some Chinese elderly still view digital transfers of favours and 
renqing as inappropriate(Lisha et al., 2017), holding more traditional grounds. Certain users felt isolated by the feature, 
using it to virtually connect during the holiday, instead of connecting face-to-face during the live festival. Outside of 
China, western communities(Dutch) also feel slightly uncomfortable with this feature, stating that they didn’t “see the 
value of sending money for people to fun”, and would feel like they should send the same amount of money back(Ro-
meo, 2016). This could be due to the fact that they didn’t grow up with the red packet tradition and thus are unfamiliar 
and uncomfortable with this concept. All in all, this shows that this feature is rooted in Chinese Guanxi culture and 
can’t be replicated to produce the same results in western societies.  
 
Avoided Design Features 
 
Design features, notably the “blue ticks” present on platforms like Whatsapp, check when messages are sent, delivered, 
and read. This invokes social pressure to reply faster, as one can see when their messages are being ignored or have 
already been seen, thus causing pressure to reply fast and the expectation of fast replies as well(Montag et al., 2019).  

This has been quite effective on western platforms, expanding to the “seen” feature in Instagram, making 
users feel the need to stay on the site for longer to ensure a fast reply. Although at first, this feature seems like it would 
be well translated into the Chinese community with its community pressure to use social media, Chinese users actually 
did not like the feature as it confused them on the social cues that came with it, should they reply faster or wait some 
time? This resulted in Chinese users purposefully ignoring messages and not opening them until they have crafted a 
response. As ignoring messages typically goes against Guanxi and paints a bad Mianzi, by not opening the message 
until ready to reply, Chinese users, are trying to retain guanxi and save face(Romeo, 2016). Thus, it’s understandable 
that this feature isn’t on WeChat, as users will avoid opening the platform as they are scared that they might acci-
dentally open the messages, resulting in lower use time.  
 
Algorithmic Design 
 
In terms of algorithms, individualist-orientated social media platforms tend to prioritise individual events, the opposite 
is seen for collectivist social media platforms. This could be seen from a study comparing content on Tiktok and 
Douyin. Family events and indoor settings were widespread on Douyin, whereas outdoors and interactions with friends 
and strangers were more likely to show up as recommended videos on Tiktok(Sun et al., 2020). Although Douyin and 
Tiktok are both from the same company, ByteDance - their target audience is vastly different with Douyin being only 
available in China. However, this difference could be attributed to the different types of videos users upload and 
interact with, for example people from individualist cultures might choose to upload more individualist content and 
interact more with it due to cultural norms and vice versa, instead of biases in the algorithm. 
 
Features that were not Compared  
 
It’s important to note that certain features were ignored when researching Chinese social media platforms, such as 
people nearby features for WeChat as similar western social media platforms also feature this or the general UI and 
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features provided for messaging as it’s fairly universal across all social media platforms. These features weren’t in-
cluded as it was likely that these features weren’t based on cultural theories or Guanxi, as they were able to be univer-
sally integrated.  
 

Conclusion 
 
As the use cases for social media platforms and the motivations for usage between cultures differ, with collectivists 
adhering to both group and personal motives and individualists focusing largely on personal motives, this can be used 
to explain the differences in the causes of social media addiction. Thus, more cross-cultural studies are needed to 
understand the underlying usage reasons and addictive designs between different countries’ social media platforms. 
A deeper understanding of these variables can manifest into the identification of different forms of social media ad-
diction, as to find a better, more inclusive remedy for it.  

To conclude, it can be seen that although similar in base nature, social media platforms are vastly different 
in their motivations, usage, audience, and design. Thus, social media platforms and social media addiction cannot be 
generalised to one major platform like Facebook, WeChat, or Tiktok. The same is said for platforms aimed towards a 
demographic that eventually expand out to global markets, like in the case of Western-targeted platforms. As although 
these platforms undergo localisation when entering new markets, many studies only focus on the base aspects of the 
platform instead of potential adaptive features, limiting the transitional properties of the research. 

Social media addiction is due to many factors, from the general addictive features, the business model at 
hand, and the individual themselves(their culture, their personality). As current social media companies have the in-
centive to increase usage times as well as the ability to see how specific features and designs perform through A/B 
testing. It’s unsure if developers had features in place that were designed to utilise cultural practices to increase use 
time and KPIs or if the feature was a result of better community responses seen through their A/B testing.  

Regardless of how these design features arose, companies are able to tailor their platform based on user 
preferences so that their target audience spends longer on the platform. This not only leads to negative effects like 
feedback loops but increases the likelihood of addiction as it plays into their culture as well as societal norms and 
concepts like Guanxi. It’s already been seen that China is a highly collectivist community, where maintaining ties is 
crucial. As a result, it’s not surprising that social media addiction rates are higher when compared to that of individu-
alist countries. However, by tweaking platforms to amplify these collectivist norms and strengthen motivations for 
usage, they further enhance the probability of social media addiction within these already susceptible, higher-risk 
communities.  
 

Limitations 
 
As there are many social media platforms with different niches and features, it was hard to provide a holistic picture 
of all the social media platforms in China and the US. More cross-cultural studies are needed to identify usage differ-
ences between social media apps of the same niche or feature, such as image-sharing and chat Instagram, mainly 
image-sharing Pinterest or largely chat-based platforms to their Chinese counterparts like XiaoHongShu, QQ, and 
Weibo. As these apps will likely have similar base features, they would serve as a more accurate comparison between 
different cultures. Especially when compared to studies solely comparing the largest platforms of their respective 
communities, like Facebook or Wechat. As they might attribute certain differences to culture, when it could be the 
result of different use cases due to their niche.  

Further research can also incorporate more usage of local cultural norms and concepts found in China and 
their respective country of research like Keqi in China or Blat in Russia. It will also be beneficial to see if there was a 
concept similar to Guanxi present in the western world, and how that might influence social media designs. 
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Although this review combines the comparison between cultures and social media usage and design through 
cross-cultural studies comparing design to usage, usage to culture, or design with culture and more. There is currently 
no physical studies tying all three components together, even though have an interdependent relationship, with usage 
affecting how the design features are created and vice versa and culture having an overarching influence on both.  

Lastly, even though companies are rare to disclose how their ranking algorithms work, it would of great 
resource if we could understand if the algorithms were truly ranking certain content higher based on the community 
they are targeting or if it’s more heavily shown because users upload more of a certain type of content on the platform 
or because they are interacting with that content more as a result of their cultural influences. This would enable us to 
classify content recommendation differences as either a design feature or a usage-based feature.  
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