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ABSTRACT,  

The aim of this research is to determine the extent to which social media impacts 

the food adaptation among international students in the Netherlands. This study 

investigates the role of social media as an agent in terms of how it influences 

acculturation and dietary acculturation, which consequently impacts the level of 

food adaptation. Within this study, the are four constructs: Food identity in social 

media, and impact of social media on acculturation, dietary acculturation, and 

food adaptation. These constructs were analyzed through data that was collected 

through an online survey that was conducted and distributed to 70 international 

students that are or used to study in the Netherlands. The results of this analysis 

show a positive influence on the food adaptation of international students based 

on their level of dietary acculturation but not their level of acculturation. 
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1. INTRODUCTION 
With the heavy globalization of our current time, culture is the 

most direct way in which we experience the growth of 

interconnections between worldwide societies (Rafael, 2002). In 

this modern day and age of the world, culture plays an important 

role in a lot of different situations. Individuals, organizations, and 

even entire nations are influenced by the heavy globalization of 

today’s society which is driven by economic, financial, political, 

technological, and social factors (Naz, 2018). Due to this 

globalization, diversity and differences between parties will be 

present and in order to understand these differences we have to 

study the root of it, which is culture (Rafael, 2002). 

Another very prominent topic in this era is social media. Social 

media is a platform that facilitates the sharing of ideas, thoughts, 

and information through virtual networks and communities 

(Dollarhide, 2021). It is a platform where anyone can express 

themselves through any form they want. Social media’s wide 

reach towards everyone in this world can result in a lot of 

influences towards a lot of topics, one being the topic of 

acculturation (Kizgin et al., 2017). Nowadays, people use social 

media not simply just for entertainment reasons, but among other 

things, to create awareness about certain topics and in the context 

of culture, social media is being used to spread information 

regarding different cultures towards people around the world 

(Welzer et al., 2011). This use of social media in order to create 

awareness and understanding in regard to a specific culture, is 

also being used in certain groups such as international students, 

to adapt to the culture of their host country (Çömlekçi, 2020). 

With the increase in globalization, universities around the world 

have been receiving a large number of students from across the 

globe (Shields, 2013). This increase in international students is 

resulting in universities having an increased level of diversity and 

enrichment through different cultural perspectives 

(Inomics,2014; Ford, 2022). These are positive contributions 

towards the overall success of the educational institution, but in 

order for these international students to successfully contribute, 

they have to first adapt into the new environment. Home 

sickness, culture shock, and many other things, are all a part of 

the adaptation process (Lewthwaite, 1997) and in order to make 

sure that the adaptation process results in something positive, a 

certain level of understanding towards this topic has to be 

acknowledged. 

In the case of cultural adaptation of an international student, food 

is a big part of a country’s culture and image (Reddy et al., 2020); 

therefore, it has a degree of implication towards the overall 

adaptation process of an international student. This key 

expression of culture is an important part of the acculturation 

process (Choudhary et al.,2019) of an international student. 

Based on this information, a study regarding the impact that 

social media has towards the food adaptation of international 

students could be useful to add towards current research and 

knowledge within the topic of acculturation. 

2. RESEARCH AIM AND OBJECTIVE 
To start this section off, first, a brief insight into the research aim. 

The research topic of this paper is to create an understanding of 

the relationship between culture and social media, with a specific 

insight into the food domain within international students in the 

Netherlands. Creating an understanding of the impact that social 

media has on aiding international students to acculturate in a new 

food culture. Social media is a big part of modern society, and 

considering this, understanding how it can be utilized in order to 

create an effective and adaptable marketing strategy for 

organizations to be able to function and provide their products or 

services in any situation no matter the differences in culture, 

belief, and background. Food is a big part of a country’s culture 

and image (Reddy et al., 2020); therefore, it has a degree of 

implication towards the overall adaptation process of an 

international student. With this in mind, the research objectives 

will be given through several points below.  

1) Investigate the relationship between social media and food 

adaptation of international students in the Netherlands 

through a quantitative data analyses method.  

2) To identify how food identity in social media can impact the 

food adaptation process of international students. 

3) Examine the degree to which international students feel like 

social media helped them acculturate in the Netherlands. 

4) Examine the degree to which international students feel like 

social media helped them dietarily acculturate in the 

Netherlands. 

5) To identify the key factors that impact international students’ 

food adaptation process. 

6) Determine whether food consumption choice changes when 

an international student is exposed to social media. 

3. RESEARCH QUESTION 
The main research question for this bachelor thesis is: how does 

social media impact the food adaptation process of 

international students in the Netherlands? This research topic 

will also be accompanied by two sub-questions which are: 

Sub-Questions: 

1) To what degree does social media aid the process of food 

adaptation for international students in the Netherlands? 

2) What are the specific factors of social media that has an 

impact towards the food adaptation process of international 

students?  

4. LITERATURE REVIEW 

4.1 Research Gap 
Based on the field of social media and acculturation, in this 

modern day, there has been an increase in the amount of research 

(Hofhuis et al., 2019; Kizgin et al., 2019) done in regard to the 

social and psychological context in the effect of social media 

towards acculturation. Although, the topic of how social media 

can shape the food consumption behaviour specifically within 

international students, is still underexplored. Consumer 

acculturation research (Kizgin et al., 2018; Kizgin et al., 2017; 

Mukhiar et al., 2015) have been done, but the studies are based 

on a specific ethnic group and some of them explore the case 

through a qualitative analysis method. Therefore, research 

regarding the influence of social media on the consumer 

acculturation of international students based on a quantitative 

analysis can be beneficial in adding to the existing knowledge 

within the consumer acculturation domain. 

Furthermore, research given by Satia-Abouta et al., 2002, 

indicates a suggestion towards future research regarding dietary 

acculturation. They suggested to conduct a quantitative method 

of analysis in order to determine the relative importance of 

various determinants in influencing acculturation-associated 

dietary changes. Even though their research paper was directed 

towards applications in nutrition research, the ideas and theories 

included in the research provides a relevant understanding 

towards the overall topic of consumer acculturation. Therefore, 

suggestions made in regard to the topic of dietary acculturation 

can also be linked with other possible determinants such as social 

media. Considering the research gap indicated above, this 

research paper will provide an additional point of view and 

understanding towards the topic of consumer acculturation. It 



explores the implications of the effect of social media towards 

international students and their level of food adaptation in a new 

host country. 

4.2 Social Media 
Social media are internet-based channels that allow users to 

opportunistically interact and selectively self-present, either in 

real-time or asynchronously, with both broad and narrow 

audiences who derive value from user-generated content and the 

perception of interaction with others (Caleb et al., 2015). 

Furthermore, social media can facilitate social change, the 

internet connects people from different parts of the world and 

enable them to engage and interact with one another (Kapoor et 

al., 2017), learning and endorsing various phenomena (Dessart et 

al., 2017) and helping them diffuse their ideas across societies. 

Social media provides people with the opportunity to share their 

knowledge, and this can be a major driver of social learning, 

networking, and building communal relationships based on 

mutual trust, altruism, and support (Rolls et al., 2016).  

In this modern day and age, social media plays an important role 

in transforming people’s lifestyle. With social networking sites 

like Twitter and Facebook, these sites have become a day-to-day 

routine for people (Siddiqui & Singh, 2016). Considering this, 

social media has created an enormous impact on our society 

(Neelamalar & Chitra, 2009). One of social media’s greatest 

impact on our society, is within the marketing domain (Appel et 

al., 2019). Nowadays, companies make use of social media for 

the purpose of marketing. Since there is an exponential growth 

in social media use, companies utilize this for advertising their 

products (Husain et al., 2016). This use of social media as a 

marketing tool provides companies with the necessary publicity 

that they require in order to promote their brand, discuss features, 

and create awareness (Amedie, 2015). 

4.3 Acculturation 
Acculturation is the process of learning a new culture, it refers to 

the culture change that takes place as a result of contact with 

other cultures (Laroche & Jamal, 2015; Berry 1992). 

Acculturation takes place at the group level and at the individual 

level (Berry et al., 2010). In the context of individuals, 

acculturation refers to changes that take place as a result of 

contact with culturally dissimilar people, groups, and social 

influences (Gibson, 2001). While in the context of a group, 

acculturation refers to changes that happen when groups of 

individuals with different cultures come into continuous first-

hand contact (Redfield et al., 1936).  

Based on research that Berry (1974; 1980) has done, he identified 

two issues to acculturation by groups and individuals. The first is 

the degree to where an individual wishes to maintain their 

heritage culture, and the second is the degree to which an 

individual wishes to have contact and participate with other 

groups in their daily lives. Based on these preferences, Berry 

created a framework for acculturation which explains four 

acculturation strategies with respect to these two issues: 

assimilation, integration, separation, and marginalization (Berry, 

1980). These acculturation strategies are fundamental in 

understanding the preference for and orientation of identification 

with the dominant culture (Cleveland and Laroche, 2007). It also 

signifies the level to which an immigrant maintains the cultural 

identity and characteristics of his or her home culture (Kim et al., 

2001).  

4.4 Dietary Acculturation 
A significant aspect of the acculturation process is the adaptation 

of the dietary practices of the host country (Satia-Abouta et al., 

2002). Food is an important component of cultural identity; 

hence, cultural pattern changes are directly linked to changes in 

an individual’s food patterns (Ramirez et al., 2018). Dietary 

acculturation refers to the process that occurs when members of 

a minority group adopt the eating patterns/food choices of the 

host country (Satia-Abouta et al., 2002). This adaptation of a 

cultural property of a host country based on food consumption 

patterns, is what dietary acculturation seeks to describe.  

Dietary acculturation is multidimensional, dynamic, and 

complex and is not just a simple process where a person linearly 

moves from one end of the acculturation continuum to the other 

(acculturated) (Berry, 1980; Szapocznik and Kurtines, 1980; 

Sodowsky and Plake, 1991; Negy and Woods, 1992; Satia-

Abouta et al., 2001). Based on several studies, the longer a person 

resides in a host country other than their own, results in the 

exposure to mainstream culture (Satia-Abouta et al., 2000; Yang 

and Fox, 1979; Lee et al., 1999). This exposure towards the 

culture of the host country, may lead to changes in values 

ascribed to traditional eating patterns; and/or taste preferences 

(Satia-Abouta et al., 2002). In the context of immigrants, they 

may find new ways to use traditional food, exclude other food 

and/or consume new food (Vargas et al., 2015). Another 

consequence of immigration is the exposure to a new food 

supply, which can lead to changes in food procurement and 

preparation. This unavailability of food and ingredients from 

one’s native culture, will most likely result in an increase in 

consumption of the foods of host country (Satia-Abouta et al., 

2000). 

5. THEORETICAL FRAMEWORK 

5.1 Social Media and Acculturation 
Based on a definition by Penaloza, (1989), consumer 

acculturation is defined as the acquisition of skills and 

knowledge relevant to engaging in consumer behaviour in one 

culture by members of another culture (Penaloza, 1989). In the 

case of international students, consumer acculturation would 

mean how the individual functions in the consumer market of the 

new host country (Yu et al., 2019). This way of functioning 

derives from within their multicultural context and their 

consumer culture. Consumer culture is defined as a system 

composed of individuals who share specific values, skills, and 

knowledge relevant to engaging in consumer behaviour 

(Penaloza, 1989). This culture can be characterized by several 

dimensions such as: age, occupation, social class, family 

position, ethnic group, and geographical area of residence 

(Penaloza, 1989). Studies have also shown that the preference of 

language when engaging in social media activities, have an 

impact in their preferences related to acculturation (Kizgin et al., 

2017).  

Social media influences the process of acculturation through the 

formation of communal identities. When an international student 

is frequently exposed to other cultural groups via social media, 

they can construct and reinforce multiple ethnicities in an online 

context (Lindridge et al., 2015). In this modern day, social media 

has become more than just a platform for entertainment, social 

media has become a vehicle for the process of acculturation 

which is influenced by multidimensional and multifaceted 

cultural orientations (Forbush and Foucault-Welles, 2016). 

Based on this information, the first hypothesis is presented as 

follows:  

H1. Social media has a positive relationship with acculturation 

of host culture. 



5.2 Social Media and Dietary Acculturation 
In the context of international students, dietary acculturation 

would be one of the main things that they would have to adapt to 

when going to a new country. According to a study by Satia-

Abouta et al., 2002, based on their proposed model, there is a 

complex and dynamic relationship of socioeconomic, 

demographic, and cultural factors with exposure to host culture. 

These set of factors play a big role in an individual’s dietary 

acculturation. In their proposed model of dietary acculturation, 

they provide a set of characteristics that predicts the extent to 

which an individual shapes their dietary intake in the new host 

country based on different factors. In the case of dietary 

acculturation, based on traditional acculturation studies, food is 

associated with a big part of an individual’s culture and ethnic 

identity (Cleveland et al., 2009; Penaloza, 1994; Ustuner and 

Holt, 2007). This key expression of culture is an important part 

of the acculturation process (Choudhary et al.,2019), and thus, 

social media can influence dietary acculturation through the 

same way that it affects traditional acculturation. Therefore, the 

second hypothesis is presented as follows: 

H2. Social media has a positive relationship with dietary 

acculturation of host culture. 

5.3 Acculturation, Dietary Acculturation, 

and Social Media 
Culture is a learned experience which is acquired by individuals 

in the course of interacting with others in their daily lives. A 

particular key expression of culture can be derived within food 

(Penaloza, 1994). Food consumption can serve as a means of 

adapting to the host culture, while at the same time honoring the 

traditions of the home culture (Oswald, 1999). Food choice 

behaviour is a construct that is influenced by multiple variables 

such as learning and memory, motivation and emotions, decision 

making, cognition, social behaviour, and perception (Köster & 

Mojet, 2006). In the context of this research, food consumption 

is a part of an individual’s food adaptation process, and it is 

culturally sensitive and highly dependent on the socio-cultural 

settings in which an individual lives (Halkier and Jensen, 2011). 

Therefore, based on the theoretical framework of this research 

and this information, it can be said that food adaptation is 

influenced by acculturation and dietary acculturation. These two 

acculturation categories with the influence of social media, 

consequently, will result in the overall food adaptation of an 

international student. Based on this information, the third 

hypothesis is presented as follows: 

H3. Acculturation of host culture positively impacts the food 

adaptation of host culture. 

H4. Dietary acculturation of host culture positively impacts the 

food adaptation of host culture. 

5.4 Conceptual Model 

Based on the stated theories, concepts, and hypotheses within this 

theoretical framework, the following model illustrated within 

figure 1 will guide this research paper. The model illustrates the 

influence of social media towards the two relevant acculturation 

categories within this research, which are acculturation and 

dietary acculturation. Figure 1, which presents the conceptual 

model of what influences the food adaptation of an international 

student, suggests that social media has a positive relationship 

with acculturation and dietary acculturation. Consequently, 

acculturation and dietary acculturation has a positive relationship 

with food adaptation. The proposed relationships are derived 

from the hypotheses given in the theoretical framework of this 

research paper.  

 

 

FIG 1: Conceptual model for research paper 

6. RESEARCH METHOD 

6.1 Design and Sample  
The proposed research model investigates the relationship 

between the constructs of social media on acculturation and 

dietary acculturation. The social media construct will be 

measured by an individual’s food identity on social media which 

in the end will be the base of measurement of the effect that social 

media has on food adaptation.  

The data to answer the research question was obtained through a 

quantitative research method. This method was in the form of a 

survey which was used for collecting data from a set of 

international students from Dutch universities. The survey 

constitutes of a set of closed-ended items with the use of a five-

point Likert scale answering format (ranging from 1-strongly 

disagree, to 5-strongly agree). The survey was given in the 

language of English and was separated into five constructs which 

are: a set of screening questions, food identity in social media, 

social media impact on acculturation, social media impact on 

enculturation, social media impact on dietary acculturation, and 

food adaptation.  

Food identity in social media was measured via five items and 

adapted from Kinard, 2016. The measurement for acculturation, 

dietary acculturation, and food adaptation were measured via 

four, five, and three items construct, respectively. These three 

constructs were based on questions by Choudhary et al., 2019. 

The measurement for enculturation were measured via a five-

item construct and were based on questions by Kizgin et al., 

2018.  A preview of how the survey was constructed can be 

found in the appendix.  

The data used in this study consists of the large international 

student community in the Netherlands. The survey respondents 

were acquired from social media groups consisting of 

international students studying in the Netherlands. This research 

makes use of a sample of 70 people who are or used to be 

international students studying in Dutch universities. Of the 

respondents, 67.1% were female, 30.0% were male, and 2.9% 

preferred not to say. In terms of nationality, the respondents 

showed a big variation consisting of nationalities from the 

continents of Asia, Europe, Africa, and South America. The 

biggest nationality sample is of German descent with a majority 

45.7% of the total sample. The second majority nationality is 

Italy and Luxembourg with both having a much lower percentage 

of only 5.7%. In terms of age of respondents, the top three age 

groups are 20, 21, 22 with the age group of 20 being the majority 

sample with a percentage of 21.4% while the other two both have 

a lower percentage of 17.1% (Table 1). 

 



 N % 

Age   

18 2 2.9 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

30 

33 

7 

15 

12 

12 

7 

3 

4 

3 

1 

2 

1 

1 

10.0 

21.4 

17.1 

17.1 

10.0 

4.3 

5.7 

4.3 

1.4 

2.9 

1.4 

1.4 

Gender 

Male 

Female 

Prefer not to say 

Ethnicity 

 

21 

47 

2 

 

 

30.0 

67.1 

2.9 

Aruba 

Austria 

Azerbaijan 

China 

Ecuador 

Finland 

France 

Germany 

Greece 

Guatemala 

India 

Indonesia 

Ireland 

Israel 

Italy 

Latvia 

Lithuania 

Luxembourg 

Mexico 

Moldova 

Nepal 

Pakistan 

Poland 

Portugal 

Romania 

Russia 

Spain 

Taiwan 

1 

1 

1 

1 

1 

1 

1 

32 

1 

1 

3 

2 

1 

1 

4 

1 

1 

4 

1 

1 

1 

1 

2 

1 

1 

1 

1 

2 

1.4 

1.4 

1.4 

1.4 

1.4 

1.4 

1.4 

45.7 

1.4 

1.4 

4.3 

2.9 

1.4 

1.4 

5.7 

1.4 

1.4 

5.7 

1.4 

1.4 

1.4 

1.4 

2.9 

1.4 

1.4 

1.4 

1.4 

2.9 

 

Table 1: Demographic profile of the participants (N=70). 

6.2 Data Collection 

The data collected for this research paper was conducted through 

an online survey on Qualtrics. The analysis of survey data was 

done through SPSS which provided a detailed statistical answer 

which was used to validate the hypothesis and answer the 

research question. In order to measure the effect of each variable 

on another, the data was analyzed using factor analysis, 

correlation, and multiple regression. Moreover, the Cronbach’s 

Alpha test was used in order to test and measure the reliability of 

the model within this research.  The online survey consists of a 

collective 29 items of which nine of them are a set of screening 

questions. These screening questions were used to determine 

whether the participants fit into the criteria of this research. 

Within the first part of this online survey, participants were asked 

whether they give consent to taking part in the study and whether 

they are or have been an international student (i.e., not Dutch) in 

the Netherlands. These two questions were the two main 

screening questions in order to make sure participants fit gave 

consent and fit into the specified sample. If a participant would 

answer no to any of the two questions, then their data would be 

excluded from the study. The rest of the screening questions were 

designed to find characteristics such as age, gender, nationality, 

length of stay in the Netherlands, if you speak Dutch, and most 

used social media platform. These questions were used to 

provide more clarity and to understand the respondents in a more 

specified manner.  

The respondents were acquired via social media channels and 

word of mouth which were directed towards international 

students in Dutch universities. In total, 90 respondents conducted 

the survey but 20 were excluded due to not fitting the criteria of 

the study or due to incomplete answers. Therefore, out of the 90 

respondents, 20 dropped out, making the total sample for this 

study being based on 70 respondents.   

7. ANALYSIS AND RESULTS 

7.1 Measure Validation 

The measurements that were used in the survey were primarily 

analyzed by factor tests as early indicators of their presentation 

within the sample. Initially, factor analysis was used to 

understand the interrelationships between the research variables. 

The first five items that measure the food identity in social media 

were subjected to factor analysis. After this analysis, all five 

items within the construct were accepted for further analysis 

because of a high factor loading value (i.e., > 0.5). This value 

successfully reaches the recommended minimum value for factor 

loadings which is 0.5 (Hair et al., 2010), therefore, the items 

within the food identity in social media construct were all 

accepted. Subsequent factor analysis of the remaining constructs 

all resulted in high factor loadings, greater than the 

recommended threshold of 0.5 (Table 2). This means that none 

of the items within the remaining construct were deleted. 

Cronbach’s alpha was examined for the consistency of each item 

within the factor component that was created due to factor 

analysis. The results showed that the items in each factor were 

internally consistent with a Cronbach’s alpha of 0.847 for the 

construct food identity in social media, 0.832 for the construct 

impact of social media on acculturation, 0.813 for the construct 

impact of social media on enculturation, 0.865 for the construct 

impact of social media on dietary acculturation, and 0.725 for 

the construct impact of social media on food adaptation. These 

values are all higher than the recommended value of 0.7 (Cortina, 

1993) which makes the items within the new factor component 

all internally consistent. 

7.2 Correlation 
Based on the data given in table 3, the data regarding the Pearson 

correlation coefficient of each factored component can be found. 

For this analysis, a Pearson correlation was computed to assess 

the linear relationship between the factored component of each 

of the measured constructs (FISM, SMA, SME, SMDA, 

SMFA).The correlation coefficient will assume that the value of 

0 indicates no linear relationship, the value of +1 indicates a 

perfect positive linear relationship, the value of -1 indicates a 

perfect negative linear relationship, values between 0 and 0.3 

indicate a weak positive linear relationship, values between 



0.3and 0.7 indicate a moderate positive linear relationship, and 

values between 0.7 and 1.0 indicate a strong positive linear 

relationship (Ratner, 2009).  

As seen on table 3, there is a moderate positive linear relationship 

between food identity in social media and acculturation, dietary 

acculturation, and food adaptation. For the variable of 

acculturation, there is a moderate positive linear relationship on 

food identity in social media and food adaptation, a weak positive 

linear relationship on enculturation, and a strong positive linear 

relationship on dietary acculturation. For the variable of 

enculturation, there is a weak positive linear relationship on 

acculturation, and a moderate positive linear relationship on 

dietary acculturation. For the variable of dietary acculturation, 

there is a moderate positive linear relationship on food identity 

in social media, enculturation and food adaptation, and a strong 



positive linear relationship on acculturation. Finally, for the 

variable of food adaptation, there is a moderate positive linear 

relationship on food identity in social media, acculturation, and 

dietary acculturation.  

7.3 Multiple Regression 

7.3.1 Acculturation  

Based on the multiple regression analysis of food identity in 

social media (μ=3.0657) on acculturation (μ=2.7607), there is a 

highly significant relationship (β=0.435, t=4.018, p<.001). This 

means that there is a significant positive influence of an effect on 

acculturation from an individual’s food identity in social media.  

Therefore, H1. Social media has a positive relationship with 

acculturation of host culture, is supported by this research 

7.3.2 Enculturation 

Based on the multiple regression analysis of food identity in 

social media (μ=3.0657) on degree of enculturation (μ=2.8857), 

there is an insignificant relationship (β=0.097, t=0.803, 

p=0.425). This means that there is a significant negative 

influence of an effect on enculturation from an individual’s food 

identity in social media. This contrast compared to the 

acculturation construct means that enculturation is not as 

significantly affected by food identity in social media.  

7.3.3 Dietary Acculturation 

Based on the multiple regression analysis of food identity in 

social media (μ=3.0657) on dietary acculturation (μ=2.3714), 

there is a highly significant relationship (β=0.456, t=4.220, 

p<.001). This means that there is a significant positive influence 

of an effect on dietary acculturation from an individual’s food 

identity in social media.  

Therefore, H2. Social media has a positive relationship with 

dietary acculturation of host culture, is supported by this 

research. 

7.3.4 Food Adaptation 

Food adaptation consists of the main point of this research. The 

conceptual model (figure 1) hypothesizes that acculturation 

(μ=2.7607) and dietary acculturation (μ=2.3714) of host culture 

positively impacts the food adaptation (μ=2.9095) of host 

culture. Based on the multiple regression analysis, out of the two 

independent variables of acculturation and dietary acculturation, 

only dietary acculturation seems to have a significant effect on 

food adaptation (β=0.569, t=4.340, p<.001). While the 

acculturation variable had an insignificant effect based on the 

findings (β=0.175, t=1.327, p=0.189).  The findings illustrate the 

positive relationship for H4. This shows that dietary 

acculturation has a positive influence on an individual’s food 

adaptation in a new host country. While the findings for H3 

suggests that there is an insignificant relationship between an 

individual’s level of acculturation and their food adaptation in a 

new host country. This signifies that when an international 

student is exposed to the environments of a new host country, 

their level of food adaptation does not get affected by their level 

of acculturation.  

Therefore, H3.  Acculturation of host culture positively impacts 

the food adaptation of host culture, is not supported by this 

research, but H4. Dietary acculturation of host culture 

positively impacts the food adaptation of host culture, is 

supported through the findings of this research. 

8. DISCUSSION 
Over the years, social media has transformed from a simple 

platform for communicating among friends, to an effective tool 

for supporting and promoting activities and interactions among 

peers, consumers, and organizations (Erkan and Evans, 2016; 

Jin, 2012; Kapoor et al., 2017; Sharma et al., 2013; Tang et al., 

2015). This research paper presents an investigation into the 

extent to which international students are impacted by social 

media and how that impact affects their levels of acculturation 

and dietary acculturation, which in the end results in their food 

adaptation of the host country’s food culture.  

Based on the data that has been collected and analyzed, this 

research finds that a majority of respondents’ food adaptations 

are affected by the constructs of dietary acculturation but not 

acculturation. Even though, social media has a positive 

significant influence on acculturation, food adaptation cannot be 

positioned within the same category as acculturation and dietary 

acculturation. The support of one construct but not the other was 

found based on the hypotheses of this research which initially 

analyzed the impact of social media towards the constructs of 

acculturation and dietary acculturation, and consequently the 

impact of those two constructs towards food adaptation of the 

host’s culture.  

The analysis of, H1. Social media has a positive relationship 

with acculturation of host culture, concluded that when an 

international student uses social media in a new host country, 

they are subject to a higher chance of being acculturated. Based 

on a study by Lindridge et al., 2015, they stated that when an 

international student is frequently exposed to other cultural 

groups via social media, they can construct and reinforce 

multiple ethnicities in an online context. This influences the 

process of acculturation through the formation of communal 

identities. This finding further supports the analysis of this 

hypothesis. 

H2. Social media has a positive relationship with dietary 

acculturation of host culture, is also supported by this research. 

This implies that international students have a higher chance of 

being dietarily acculturated to the food culture of the host country 

based on their social media usage. Based on the findings of 

Cleveland et al., 2009; Penaloza, 1994; and Ustuner and Holt, 

2007, they found that food is associated with a big part of an 

individual’s culture and ethnic identity. This cultural expression 

is an important part of the acculturation process, (Choudhary et 

al.,2019). Within the context of this research, these findings 

provide the idea that dietary acculturation can be an important 

tool for international students to acculturate within a new host 

country based on their food culture.  

Regarding the findings of, H3.  Acculturation of host culture 

positively impacts the food adaptation of host culture, and, H4. 

Dietary acculturation of host culture positively impacts the food 

adaptation of host culture, it was concluded that the level of food 

adaptation of an international student in a new host country is 

affected by their levels of dietary acculturation but not 

specifically their degree of acculturation. Based on the other 

analyzed hypotheses in this research, the level of social media 

usage among international students, has a positive direct 

implication towards their level of acculturation and dietary 

acculturation. Consequently, this has an impact on their level of 

food adaptation solely based on their levels of dietary 

acculturation and not acculturation.  

 



9. MANAGERIAL IMPLICATIONS 
The world is shrinking day by day, with a lot of countries in this 

modern world becoming more and more diverse. Globalization 

is the term generally used for this phenomenon and it is a 

biproduct of an evolving mindset and civilization where nation-

states are transcending their own systems and ways and creating 

interconnections between other nations. One of the results of this 

globalization is the increase in the number of international 

students within a host country (Shields, 2013). This creates a 

very diverse environment where creativity, innovation, 

knowledge, and skills can thrive. Diversity can be a great source 

of success but if not embraced correctly can be the cause of 

disputes or even organizational fall outs (Martin, 2014). In the 

domain of marketing, diversity can lead companies to confusion 

as to the way of effectively providing their products or services 

in a way that satisfies every customer (Peracchio et al., 2014). 

This is where the research paper comes to relevance.  

This research paper makes use of a very important digital 

marketing tool such as social media and creates an understanding 

of the impact it has towards the food adaptation process of 

international students. The results of this research paper can be 

of use towards marketers in order to understand how social media 

can be used to not only provide awareness and publicity, but to 

also provide an understanding in the consumption pattern of 

international students. The analyses within this research paper 

suggests that social media has a positive influence on the food 

adaptation of international students based on their level of dietary 

acculturation but not acculturation. For marketers, this can be 

utilized by having the understanding that social media can shape 

the way international students perceive the food culture of the 

host country and how it shapes the way they consume food. This 

can be of use to marketers in order to create an adaptable and 

effective strategy that can provide benefits. 

10. CONLUSION 
The overall findings within this study, was primarily focused on 

answering the research question: 

How does social media impact the food adaptation process of 

international students in the Netherlands? 

Based on this question, this study found that the level of social 

media usage among international students has a positive 

influence on their levels of acculturation and dietary 

acculturation. This means that the more an international student 

uses social media, the higher their chances of being acculturated 

and dietarily acculturated to the host country’s culture. 

Consequently, the food adaptation level of an international 

student is influenced by dietary acculturation. However, the level 

of food adaptation based on acculturation levels has a non-

significant influence. This clearly indicates that the level of food 

adaptation among international students based on their social 

media usage has a significant positive influence based on their 

level of dietary acculturation but does not matter much on their 

level of acculturation.  

A significant contribution of this research is to have the access of 

international students as a sample in order to understand their 

levels of food adaptation based on social media influences. This 

enabled the collection of data in order to support or deny the four 

hypotheses that was created for this study. Out of the four 

hypotheses, one of them was denied due to showing an 

insignificant influence. This provided the understanding of the 

impact that social media has towards the food adaptation among 

international students.  

11. LIMITATIONS AND FUTURE 

RESEARCH 
This study contains some limitations. First of all, this study took 

place in the Netherlands and was mainly focused towards 

international students studying in the Netherlands. Therefore, the 

findings may be relevant only to the international students that 

are based in the Netherlands and may not be generalizable to 

other international student communities in other countries. 

Therefore, future research regarding this topic should be done 

towards other international student communities in a different 

country.  

Another limitation of this study is related to the sample of 

international students. This study was primarily focused on 

analyzing the impact of the research constructs towards 

international students and not on other sample groups such as 

immigrants. Therefore, future research should be done in a much 

wider context, the findings related to the role of social media and 

how it impacts the food adaptation of international students may 

be equally applicable to other communities such as immigrants. 

Further limitations of this study consider the sample size that 

validated the results of this research. The sample size could have 

been higher in order to increase the significance of the results 

given by the statistical analysis. Even though the original sample 

size was based on 90 respondents, 20 were excluded due to not 

fitting the criteria of the study or due to incomplete answers. 

Therefore, future research should include a larger sample which 

could possibly result in different analyzed results.  
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