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Models of Cultural Adjustment 

 As reviewed above, many recent researchers tend to identify specific items of 

cultural adaptation, such as behavior and cognition, and scale them numerically. At the 

beginning of the cross-cultural study, on the other hand, the level of cultural adjustment was 

described more generally. The U-Curve model of cultural adaptation initiated by Lysgaard 

(1955) is one of the first illustrations of the stages of cross-cultural adjustment, which has 

been widely used in many related studies. Lysgaard (1955) hypothesized that “the cultural 

adjustment as a process over time follows U shaped curve.” The U-Curve framework has 

been used to explain the cultural adjustment process of employees or sojourners from 

different cultural communities within the host country. (Black & Mendenhall, 1990).  

 

Figure 1. U-Curve Model of Cultural Adaption 
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As Figure 1 shows, Lysgaard (1955) identified four stages of acculturation process. 

Over the years, several other researchers have illustrated and developed the U-curved model 

as shown in Figure 1, which refers to the levels of cross-cultural adjustment through four 

stages of culture shock as Lysgard (1955) proposed. The first period is the Honeymoon Stage. 

People in this phase are fascinated and infatuated with the new things by new surroundings, 

such as the language, people and food. Therefore, they are able to optimistically deal with 

cultural differences. The next Culture Shock Stage refers to the period of frustration and 

rejection. The most significant change is communication. People feel psychological 

depression brought by realization or misunderstanding as a foreigner in the new culture. 

Differences between their home and host cultures create anxiety or anger, and their attitude 

toward the new culture can be perceived as offensive. Even though they feel lonely, creating 

new relationships can be difficult due to obstacles such as language barriers and different 

styles of nonverbal communication. After the extreme stress of adapting to the new culture, 

people start understanding and coping with the differences. This phase is called the Recovery 

Stage. People feel more comfortable than they were during the Culture Shock Stage and 

become more emotionally comfortable. Finally, the Adjustment Stage is the period when 

people integrate into the host culture. They are satisfied with the new culture, and less effort 

is necessary to function. 
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Figure 2. W-Curve Model of Cultural Adaption 
 
 
 Gullahorn & Gullahorn (1963) expanded the U-curve to the W-curve with the same 

theoretical concept. While the U-curve model describes levels of adjustment within the host 

country, the W-curve extended the phase of adjustment after coming back from their home 

country. As the Figure 2 shows, Gullahorn & Gullahorn (1963) identified each stage at the 

highest and lowest points of the curve and modified the four stages of the U-curve to three 

stages, Honeymoon, Culture Shock, and Initial Adjustment, and added Mental Isolation and 

Integration. Even though visitors in the host country feel more comfortable with 

circumstances before coming back to their home country, they realize the difficulties in 

adaptation back to their home culture the same as the Culture Shock Stage. This phase is 

called Isolation Stage, a period of gradually getting more comfortable until the Integration 

Stage. In short, Gullahorn & Gullahorn (1963) hypothesized and simply added another 
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U-Curve to the Lysgaard’s (1955) U-Curve for after re-entry to the host country from their 

home country. 

U&G and Cross-Cultural Adaptation for International Students 

Literature about international students’ media use was likely to combine U&G and 

elements of the level of cultural adaptation to describe media use of international students. 

While McQuail et al.’s (1972) four categories of motivation [(1) diversion, (2) personal 

relationships, (3) personal identity, and (4) surveillance] is the standard in U&G study in 

general, it is assumed that international students’ gratification for using media is different and 

depends on whether they use media from home countries or host countries.  

For example, Kim (2014) summarized seven gratifications of social media use for 

international students: social support, information, maintenance of relationships with people 

back home, social surveillance, adjustment, acculturation, and language improvement. Those 

categories can be covered with McQuail et al.’s (1972) gratifications, but only home media 

are able to satisfy maintenance of relationships with people back home. In contrast, only host 

media can satisfy adjustment, acculturation, and language improvement. In Rahman’s (2014) 

study, moreover, the reasons for using social networking sites by international students were 

categorized into four groups: “connect with friends,” “connect with family,” and “find old 

friends.” Also in this case, only host media enable them to connect to people in their home 

countries, fulfilling the function of to “connect with family” and “find old friends.” Thus, it is 

inevitable to consider host and home media separately through investigations of media use of 

international students. 

Moreover, the choice of which countries’ media they use influences the level of 

cultural adaptation. Park et al. (2014) also indicated that international students, who use more 

home social media, tend to get stressed in the process of acculturation in the host countries. 

On the other hand, host media use has related to the enhancement of their cultural adaptation. 
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In other words, people more culturally adapted to the new culture are likely to use host media. 

Zhu and Krever (2017) claimed international students’ use of some host media devices is 

correlated with their level of cultural adaptation. Indeed, it turned out international students 

who read newspapers tend to belong to a group with a higher level of cultural adaptation in 

their study.  U&G and cultural adaptation are an inseparable relationship to understand 

media use of international students. 

Research Questions 

Through reviews of literature related to the purpose of this thesis, it is obvious 

U&G is the best approach to investigate international students’ media use and the relationship 

with the level of cultural adaptation. The author realized recent studies rarely measure 

cultural adjustment in general and became interested in exploring the measurement of how 

international students’ media use is correlated by cultural adjustment stage (CAS) proposed 

by Lysgaard (1955). It seems the U-Curved model is more appropriate than the W-Curved 

model since media use in America would be described only during the term of four stages of 

U-Curve. Therefore, this study poses three research questions. 

RQ1: Is there a correlation between media using patterns in America and CAS? 

RQ2: Is there a correlation between interest of American news and CAS?  

RQ3: Is there a correlation between the purpose of American media use and CAS? 

 

   



13 
 

CHAPTER 3 

METHODOLOGY 

 This chapter is divided into four sections. First, the approach and strategy for this 

study is explained. The second section offers the method of data collection. The third section 

represents participants of this survey, and the final section represents the demographic 

information of participants. 

Approach 

 This study aims to examine the correlation between media use and cultural 

adaptation of international students. To identify the levels of cultural adjustment, Lysgaad’s 

U-Curve model of cultural adaptation was employed. It has a visual illustration and simple 

stages widely applied to variety of cross-cultural communication theories.  

The CAS model includes four stages: Honeymoon, Culture Shock, Recovery, and 

Adjustment. Although some researchers propose statistical measurement of the level of 

cultural adaptation, like the sociocultural adaptation scale by Furnham and Bochner (1982), 

the relationship with the Lysgaad’s four stages of cultural adaptation is considered uncertain. 

For example, both the beginning and the end of U-Curve model are in higher level of 

adjustment, but the measurement of levels of sociocultural adaptation scale is unable to 

explain which stage of cultural adaptation the score shows. Therefore, respondents were 

categorized into these stages by self-report with description of Lysgaad’s (1955) U-Curve 

model. After the classification of CAS, the relationship with media use and interest were 

investigated. 

Data Collection 

For data collection, surveys were conducted by three strategies: online, paper based, 

and interview. The online survey was organized through Google Forms, and the link to the 

survey was sent to all international students at Marshall University using international 
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mailing lists by international office at Marshall University. The online survey opened on 

November 29, 2016, and closed on January 30, 2017. Interviews and paper-based surveys 

were conducted from November 20 to January 16 on campus at Marshall University. 

The research requires finding respondents from each CAS. Therefore, the 

consideration of language ability was necessary especially for students who had just arrived 

in America. Regarding the limitation of language efficiency of international students who are 

not native English speakers, both in-person and written surveys were conducted for 

alleviation of difficulties of reading and writing with in-person interview and of listening and 

speaking with online and paper based surveys. A native Japanese speaker, the author, 

sometimes translated into Japanese the survey questions to respondents originally from Japan 

during interviews. 

Regarding the difference of English fluency and expressions, the number of survey 

questions were selected and arranged through consultation with several international students, 

including one of the Japanese respondents. All of the strategies for data collection employed 

the same twenty questions. The survey contains three sections: demographic questions, CAS, 

and media use. Survey questions were arranged by testing with some of respondents, to be 

complete in about ten minutes for people with about 78 on TOEFL ibt score, which is the 

criterion for enrollment to undergraduate at Marshall University. International students at 

Marshall University are classified into three categories: ESL (INTO Marshall), undergraduate, 

and graduate. INTO is an English language school located on campus of Marshall University. 

INTO is partnered with Marshall University and assists international students who are eager 

to study English or aim to enroll at Marshall University. Therefore, it is considered the 

English score would be the most appropriate standard for collecting pure data, reducing the 

risks of abstention or misunderstanding. 
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The first section had seven questions to describe demographic data. The questions 

included gender, home country, age and length of staying in America. Gender was asked in 

multiple-choice form and the other questions were in narrative form. For classification of 

cultural adaptation stages, one multiple-choice question asked which CAS they would be in. 

CAS was determined by self-report. In order to distinguish among the stages and obtain 

accurate self-assessments, descriptions of each stage were added beside selections of the 

name of the CAS. Regarding the language limitation, the descriptions were expressed with 

only several words with characteristics of each stage. Finally, 16 questions were asked to 

investigate their patterns of interest and media use. For RQ1, participants were asked to 

choose how often they use a certain medium in America and in their home countries. For 

RQ2, 12 items of American news categories, such as weather, crime, and sports, were chosen. 

Participants were asked to check the items from the list as many as they are interested in. For 

RQ3, the purpose of using American media was assessed in 4-point Likert scales to obtain 

numerical data. Participants chose one from four items: strongly disagree, disagree, agree, 

and strongly agree, depending on whether their use of American media suits each statement. 

The statements used in this question were derived from the four types of U&G proposed by 

McQuail et al. (1972): (1) diversion, (2) personal relationships, (3) personal identity, and (4) 

surveillance. 

Participants 

Sixty-two international students at Marshall University participated in this study. 

The age range is from 18 to 32, in average of 24.5. Females represented 41.9% of participants 

(n=26), and 58.1% (n=36) were male. They are graduate students (41.9%), INTO students 

(48.4%), freshman (4.8%), and junior, senior and exchange students were the same number 

(1.6%). They are from 16 different countries, including China (33.9%), Japan (14.5%) and 
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India (9.7%). Their average length of stay in America is ten months. The longest stay was 3 

years, while the shortest was 4 days. 

Data Analysis and Measurement 

To answer RQ1, data analysis focused on three survey questions: daily time of 

using media in America, time of using American news media, and time of using media from 

their home countries. For RQ2, data analysis focused on two aspects, the total number of 

interests in American news categories and which categories they are interested in. For RQ3, 

the intensity of motivation in using American media on each item, described as numbers from 

1-4, were analyzed. The same three steps below were repeatedly conducted to answer RQ1 to 

RQ3. First, the author categorized the data into four stages and showed the statistical 

description. Second, CAS was converted to number from 1 to 4 in order of stages. Then, 

Kruskal-Wallis Test was used to determine whether there was a difference among CAS. 

Finally, if the test in the second step indicated there was a significant difference in a certain 

item, the correlation between the variable and stages were examined by Spearman’s 

rank-order correlation. Spearman’s rank-order correlation determines linear correlation 

relationship following the rank. Therefore, the numbers given in the cultural adaptation 

stages were altered following the order of mean rank to attain more pure results of connection 

between variables. 
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CHAPTER 4 

RESULTS 

General Findings 

The most popular range of time using media in America was 3-4 hours on a daily 

basis (43.5%, n=27), followed by 1-2 hours (22.6%, n=14), more than 5 hours (17.7%, n=11), 

and less than 1 hour (16.1%, n=10).  Among all participants, time spent using home country 

media is more dominant than time spent using home country media. As Figure 4 shows, 

22.6% (n=14) of respondents use American news media daily or more while 58.1% (n=36) 

check news about home countries. Also, 29% (n=18) of respondents rarely use American 

news media while only 6.5% (n=4) rarely reach to news in their home countries. To check 

American news, they use social media the most (n=59, 95.2%), and following are television 

(n=22, 35.5%) and newspaper (n=10, 16.1%). For news about their home countries, they also 

use social media the most (n=59, 95.2%), and others after are newspaper (n=21, 33.9%) and 

television (n=5, 8.1%). This result shows social media is the main source of information for 

most participants. From the self-classification on the survey, the 62 respondents were 

categorized as 21% (n=13) in Honeymoon stage, 25.8% (n=16) in Culture Shock stage, 21% 

(n=13) in Recovery stage, and 32.3% (n=20).  
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Figure 3. Time Using Media in America 

 

 

 

Figure 4. Respondents in each CAS 
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RQ1. Media use and cultural adaptation stage 

RQ1 (1) Descriptive Statistics 

Description of time using media in America categorized into CAS is represented on 

Table 1. Participants’ daily use of media in America are represented as follows: 1=5 hours, 

2=3-4 hours, 3=1-3 hours, and 4=less than 1 hour. The minimum and maximum time of using 

media in America were the same results in each CAS. However, the answers spread more 

widely in Adjustment Stage (SD=1.137). Means of time using media in America were in a 

range of 2.08 to 2.65. In the first two stages, respondents reported less time of media 

consumption in America (Honeymoon: M=2.08, Culture Shock: M=2.13) than those in the 

later two stages (Recovery: M=2.62, Adjustment: M=2.65). 

 Table 2 represents the frequency of using American news media in each CAS. 

Participants’ frequency of using American news are represented as follows: rarely, 2= several 

times a month, 3=several times a week, and daily or more. Only in Recovery Stage, the 

maximum point was 3, which means nobody used American news media daily or more, while 

people access American news everyday in other stages. Means of frequency of using 

American news media were relatively more different than the time using media in America. 

Means of this item in each CAS were in a range of 1.63 (Culture Shock) to 2.90 

(Adjustment).  

Table 3 shows the frequency of using news media about home countries in each 

CAS. Participants’ frequency of using news media about home countries are represented as 

follows: rarely, 2= several times a month, 3=several times a week, and daily or more. Culture 

Shock Stage is the only one in which everyone accesses news of the home countries several 

times a week or more (Minimum=3). Means of each CAS, on the other hand, were all more 

than 3. It demonstrated that participants check news about home countries more than 

American news, according to the means of each items. 
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 N Minimum Maximum M SD 
Honeymoon 13 1 4 2.08 .862 
Cultureshock 16 1 4 2.13 .806 
Recovery 13 1 4 2.62 .870 
Adjustment 20 1 4 2.65 1.137 
 
Table 1. Time using media in America categorized by CAS 
 
 
 N Minimum Maximum M SD 
Honeymoon 13 1 4 2.85 1.214 
Cultureshock 16 1 4 1.63 1.147 
Recovery 13 1 3 2.54 .660 
Adjustment 20 1 4 2.90 1.021 
Table 2. Frequency of using American news media categorized by CAS 
 
 
 N Minimum Maximum M SD 
Honeymoon 13 1 4 3.38 .870 
Cultureshock 16 3 4 3.81 .403 
Recovery 13 1 4 3.00 .913 
Adjustment 20 1 4 3.25 1.070 

Table 3. Frequency of using news media of home countries categorized by CAS 
 

RQ1 (2) Difference Among CAS 

To find the difference of each item among CAS, CAS was converted to numbers; 1 

for Honeymoon stage, 2 for Culture Shock stage, 3 for Recovery stage, and 4 for Adjustment 

stage.  

From the results shown in Table 5, the p-value is lower than .05 only in time using 

American news media (p=.006). Therefore, there was not a significant difference among CAS 

in time using media in America (p=.196), and there was not significant difference in the 

frequency of using news media of home countries (p=.056), while there was a significant 

difference among CAS in using American news media. 

 



21 
 

CAS N Time American Home 
1 13 25.92 37.19 31.08 
2 16 26.94 18.88 39.53 
3 13 36.04 31.65 23.27 
4 20 35.83 37.80 30.70 

Total 62    
 
Table 4. Kruskal-Wallis Test: Mean Rank  
 
 Time American Home 
Chi-Square 4.695 12.486 7.564 
df 3 3 3 
Asymp. Sig. .196 .006 .056 
 
Table 5. Test Statistics: Kruskal Wallis Test and Grouping Variable (CAS) 

 

 

 RQ1 (3) Correlation with CAS 

 There was a significant difference only for the frequency of using American news 

media among CAS, so the correlation between these two variables was tested in this step. In 

order to examine the correlation, the order of stage changed to ascending to apply 

Spearman’s rank order correlation, which examines the significance of linear correlation.  

According to Table 4, ascending order of mean will be Culture Shock (Mean 

Rank= 18.88), Recovery (Mean Rank= 31.65), Honeymoon (Mean Rank=37.19), and 

Adjustment (37.80). Therefore, numbers were assigned to each CAS as follows: 1=Culture 

Shock, 2=Recovery, 3=Honeymoon, and 4=Adjustment. From the results represented in 

Table 6, p-value for this test was .001 (p<0.01). There was a moderate correlation with an 

uphill linear relationship (r=.40<.413<.59) between tested variables and grouping variables. 

In other words, there was a moderate correlation between the frequency of time using 

American media and original CAS with weakly u-curved as shown in the Figure 5.  
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Figure 5. Error Bar Graph: the frequency of using American media and CAS 
 

 

 
 CAS AmericanNews 
Spearman's rho CAS Correlation Coefficient 1.000 .413** 

Sig. (2-tailed) . .001 
N 62 62 

AmericanNews Correlation Coefficient .413** 1.000 
Sig. (2-tailed) .001 . 
N 62 62 

**. Correlation is significant at the 0.01 level (2-tailed). 
Table 6. Spearman’s rank order correlation: the frequency of using American media and CAS 
 

 

 

 



23 
 

 
RQ2: Interest of American news and cultural adaptation stage 

 RQ2 (1) Descriptive Statistics 

 Participants selected from a list of categories of American news as many as they 

wanted. To analyze collected data, nominal answers were converted to numbers: 

0=unselected, and 1=selected. For this research question, each category and total number of 

interest categories were divided into CAS. The item of “Count”on Table 7 represents how 

many categories they selected in total. Also, comparing the means, one of the findings is that 

weather news was much higher than other categories (Honeymoon: M=.85, Culture 

Shock:M=.94, Recovery: M=.77, Adjustment: M=.94). Another finding is that there was no 0 

at maximum, except the items of Other, in Honeymoon, Recovery, Adjustment, while Culture 

Shock stage has three categories of 0s. Participants in Adjustment Stage (M= 5) were 

interested in wider areas of news contents, twice as much as the ones in Culture Shock Stage 

(M=2.38). 

 
Items N Minimum Maximum M SD 

Entertainment 13 0 1 .54 .519 
Weather 13 0 1 .85 .376 
Crime 13 0 1 .31 .480 
Economy 13 0 1 .15 .376 
Sport 13 0 1 .31 .480 
Art/ Music 13 0 1 .54 .519 
Business 13 0 1 .15 .376 
Politics 13 0 1 .38 .506 
Science/ Nature 13 0 1 .08 .277 
Health/ Medical 13 0 1 .23 .439 
Education 13 0 1 .08 .277 
Other 13 0 1 .15 .376 
Count 13 1 8 3.77 1.833 

Table 7. Categories and the Number of Interested News Contents in Honeymoon Stage 
 
 
 
 
 



24 
 

Items N Minimum Maximum M SD 
Entertainment 16 0 1 .19 .403 
Weather 16 0 1 .94 .250 
Crime 16 0 1 .38 .500 
Economy 16 0 0 .00 .000 
Sport 16 0 1 .31 .479 
Art/ Music 16 0 1 .13 .342 
Business 16 0 1 .19 .403 
Politics 16 0 1 .19 .403 
Science/ Nature 16 0 0 .00 .000 
Health/ Medical 16 0 0 .00 .000 
Education 16 0 1 .06 .250 
Other 16 0 0 .00 .000 
Count 16 1 7 2.38 1.668 

Table 8. Categories and the Number of Interested News Contents in Culture Shock Stage 
 

Items N Minimum Maximum M SD 
Entertainment 13 0 1 .54 .519 
Weather 13 0 1 .77 .439 
Crime 13 0 1 .69 .480 
Economy 13 0 1 .08 .277 
Sport 13 0 1 .31 .480 
Art/ Music 13 0 1 .15 .376 
Business 13 0 1 .23 .439 
Politics 13 0 1 .46 .519 
Science/ Nature 13 0 1 .23 .439 
Health/ Medical 13 0 1 .08 .277 
Education 13 0 1 .08 .277 
Other 13 0 0 .00 .000 
Count 13 2 6 3.62 1.261 

Table 9. Categories and the Number of Interested News Contents in Recovery Stage 

 
Items N Minimum Maximum M SD 

Entertainment 20 0 1 .60 .503 
Weather 20 0 1 .80 .410 
Crime 20 0 1 .45 .510 
Economy 20 0 1 .40 .503 
Sport 20 0 1 .55 .510 
ArtMusic 20 0 1 .30 .470 
Business 20 0 1 .35 .489 
Politics 20 0 1 .70 .470 
ScienceNature 20 0 1 .20 .410 
HealthMedical 20 0 1 .30 .470 
Education 20 0 1 .35 .489 
Other 20 0 0 .00 .000 
Count 20 1 11 5.00 2.271 

Table 10. Categories and the Total Number of Interested News Contents in Adjustment Stage 
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 RQ2 (2) Difference Among CAS 

 The results from Table 12 show the items that the p-value is lower than 0.05 were 

Economy (p=.012), Politics (p=.023), and Counts (p=.001). Therefore, there were significant 

difference among CAS in the interest of economy, politics, and the number of interested 

categories of American news content. On the other hand, this test concludes the interest of 

weather especially has similar response among CAS (p=.612). 

 
Items 1: Honeymoon 2:Culture Shock 3: Recovery 4:Adjustment 

Entertainment 33.69 22.81 33.69 35.60 
Weather 31.73 34.56 29.35 30.30 
Crime 27.04 29.13 38.96 31.45 
Economy 30.77 26.00 28.38 38.40 
Sport 29.04 29.19 29.04 36.55 
Art/ Music 39.69 26.88 27.77 32.30 
Business 28.77 29.81 31.15 34.85 
Politics 29.42 23.31 31.81 39.20 
Science/ Nature 29.88 27.50 34.65 33.70 
Health/ Medical 33.65 26.50 28.88 35.80 
Education 28.88 28.44 28.88 37.35 
Other 35.27 30.50 30.50 30.50 
Count 32.04 17.66 31.85  42.00 
Table 11. Kruskal-Wallis Test: Mean Rank  
 
 
 Chi-Square df Asymp.Sig. 
Entertainment 6.862 3 .076 
Weather 1.815 3 .612 
Crime 4.435 3 .218 
Economy 11.009 3 .012 
Sport 3.250 3 .355 
Art/ Music 7.246 3 .064 
Business 2.057 3 .561 
Politics 9.573 3 .023 
Science/ Nature 4.701 3 .195 
Health/ Medical 6.955 3 .073 
Education 7.662 3 .054 
Other 7.664 3 .053 
Count 16.656 3 .001 
    
Table 12. Test Statistics: Kruskal Wallis Test and Grouping Variable (CAS) 
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RQ2 (3) Correlation with CAS 

The significant differences among CAS were found in the items of Politics, 

Economy, and Counts in step 2. The correlation between these three items and CAS were 

tested by Spearman’s rank order correlation with reordering CAS with ascending number of 

mean rank. For the Economy, the numbers for mean rank was assigned as follows: 1=Culture 

Shock (Mean Rank=26.00), 2=Recovery (Mean Rank=28.38), 3=Honeymoon (Mean 

Rank=30.77), and 4=Adjustment (Mean Rank=38.40). From the results represented in 

Table15, p-value for this test was .001(p<0.01). There was a moderate correlation with an 

uphill linear relationship (r=.40<.412<.59) between tested variables and grouping variables. 

In other words, there was a moderate correlation between the interest of economy as news 

content in America and original CAS with weakly u-curved as shown in the Figure 6.  

 
Figure 6. Error Bar Graph: Politics and CAS 
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 CAS Economy 
Spearman's rho CAS Correlation Coefficient 1.000 .412** 

Sig. (2-tailed) . .001 
N 62 62 

Economy Correlation Coefficient .412** 1.000 
Sig. (2-tailed) .001 . 
N 62 62 

**. Correlation is significant at the 0.01 level (2-tailed). 
 
Table 13. Spearman’s rank order correlation: Economy and CAS 
 
 

For Politics, the numbers for mean rank were assigned as follows: 1=Culture Shock 

(Mean Rank=29.42), 2=Recovery (Mean Rank=23.31), 3=Honeymoon (Mean Rank=31.81), 

and 4=Adjustment (Mean Rank=39.20).  

From the results represented in Table17, p-value for this test was .005 (p<0.01). 

There was a weak correlation with an uphill linear relationship (r=.20<.315<.39) between 

tested variables and grouping variables. In other words, there was a weak correlation between 

the interest of politics as an American news content and original CAS with weakly u-curved 

as shown in the Figure7.  
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Figure 7. Error Bar Graph: Politics and CAS 
 
 CAS Politics 
Spearman's rho CAS Correlation Coefficient 1.000 .356** 

Sig. (2-tailed) . .005 
N 62 61 

Politics Correlation Coefficient .356** 1.000 
Sig. (2-tailed) .005 . 
N 61 61 

**. Correlation is significant at the 0.01 level (2-tailed). 
Table 14. Spearman’s rank order correlation: Politics and CAS 
 
 

For the number of interested categories of American news content, the numbers for 

mean rank are assigned as follows: 1=Culture Shock (Mean Rank=32.04), 2=Recovery 

(Mean Rank=17.66), 3=Honeymoon (Mean Rank=31.85), and 4=Adjustment (Mean 

Rank=42.00). From the results represented in Table 15, p-value for this test was .000 

(p<0.01). There was a moderate correlation with an uphill linear relationship 
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(r=.40<.502<.59) between tested variables and grouping variables. In other words, there was 

a moderate correlation between the number of interested categories of American news 

contents and original CAS with moderately u-curved as shown in the Figure 8.  

 
Figure 8. Error Bar Graph: Economy and CAS 
 
 CAS Counts 
Spearman's rho CAS Correlation Coefficient 1.000 .502** 

Sig. (2-tailed) . .000 
N 62 62 

Counts Correlation Coefficient .502** 1.000 
Sig. (2-tailed) .000 . 
N 62 62 

**. Correlation is significant at the 0.01 level (2-tailed). 
Table 15. Spearman’s rank order correlation: Counts and CAS 
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RQ3: Uses and gratification of American media and cultural adaptation stage 

RQ3 (1) Descriptive Statistics 

Participants selected numbers from 1 to 4 to indicate each purpose for using 

American media (1=strongly disagree, 2=disagree, 3=agree, and 4=strongly agree). 

Comparing the means of each item in Honeymoon Stage, as represented in Table 16, the most 

popular motivation of using American media was language skill (M=3.67), while fewer 

participants reported using American media to learn topics for conversations with American 

people (M=2.50). The same tendency was seen in Culture Shock Stage. Although the least 

popular motivation was for conversation topics in all CAS, the most popular purpose was the 

item of Know Surroundings on Table 16-19 in Recovery Stage (M= 3.38) and Adjustment 

Stage (M=3.70). 

 N Minimum Maximum M SD 
Language skill 12 2 4 3.67 .651 
Know surroundings 12 3 4 3.58 .515 
Diversion 12 1 4 3.00 1.128 
Self-improvement 12 1 4 3.42 .900 
Know American culture 12 3 4 3.58 .515 
Conversation topic 12 1 4 2.50 1.243 
Table 16. Motivation of Using American Media in Honeymoon Stage 

 N Minimum Maximum M SD 
Language skill 16 1 4 2.94 .772 
Know surroundings 16 1 3 2.69 .602 
Diversion 16 1 4 2.25 .775 
Self-improvement 16 1 4 2.31 1.014 
Know American culture 16 1 4 2.81 .655 
Conversation topic 16 1 3 1.44 .629 
Table 17. Motivation of Using American Media in Culture Shock Stage 
 
 N Minimum Maximum M SD 
Language skill 13 2 4 3.15 .555 
Know surroundings 13 2 4 3.38 .650 
Diversion 13 1 4 3.00 1.155 
Self-improvement 13 2 4 2.92 .641 
Know American culture 13 1 4 2.46 .877 
Conversation topic 13 1 4 2.38 .768 
Table 18. Motivation of Using American Media in Recovery Stage 
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 N Minimum Maximum M SD 
Language skill 20 1 4 2.80 1.056 
Know surroundings 20 3 4 3.70 .470 
Diversion 20 1 4 2.85 1.089 
Self-improvement 20 1 4 3.20 .894 
Know American culture 20 2 4 2.95 .759 
Conversation topic 20 1 4 2.75 .967 

Table 19. Motivation of Using American Media in Adjustment Stage 

 
 RQ3 (2) Difference among CAS 

The results from Table 21 shows the items that the p-value is lower than 0.05 were 

only in self-improvement (p=.012). Therefore, there was significant difference among CAS 

in the intensity of needs for self-improvement. On the other hand, this test concludes 

respondents from each CAS have similar response for the needs to know surroundings 

(p=.612) and know American culture (p=.355). 

  
Items 1: Honeymoon 2: Culture Shock 3: Recovery 4:Adjustment 

Language skill 44.08 27.69 31.15 26.60 
Know surroundings 35.85 16.09 32.35 40.45 
Diversion 35.73 22.72 35.77 33.00 
Self-improvement 40.08 20.56 29.31 36.10 
Know American culture 45.85 28.75 21.27 31.03 
Conversation topic 35.58 17.00 33.19 39.35 
Table 20. Kruskal-Wallis Test: Mean Rank  
 
 Chi-Square df Asymp.Sig. 
Language skill 6.862 3 .076 
Know surroundings 1.815 3 .612 
Diversion 4.435 3 .218 
Self-improvement 11.009 3 .012 
Know American culture 3.250 3 .355 
Conversation topic 7.246 3 .064 
    
Table 21. Test Statistics: Kruskal Wallis Test and Grouping Variable (CAS) 
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 RQ3 (3) Correlation with CAS 

The significant differences among CAS were found in the items of 

self-improvement in step 2, so the correlation between the intensity of needs of American 

media for self-improvement and CAS were tested by Spearman’s rank order correlation.  

The numbers for mean rank for self-improvement is assigned as follows: 1=Culture 

Shock (Mean Rank=20.56), 2=Recovery (Mean Rank=29.31), 3=Adjustment (Mean 

Rank=36.10), and 4=Honeymoon (Mean Rank=40.08).  

From the results represented in Table 22, p-value for this test was .001 (p<0.01). 

There was a moderate correlation with an uphill linear relationship (r=.40<.427<.59) between 

tested variables and grouping variables. In other words, there was a moderate correlation 

between the intensity of needs for self-improvement and original CAS with weakly u-curved 

as shown in the Figure 9. 
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Figure 9. Error Bar Graph: Self-improvement and CAS 

 
 
 CAS Self-Improvement 
Spearman's 
 rho 

newCAS Correlation Coefficient 1.000 .427** 
Sig. (2-tailed) . .001 
N 62 62 

Self-Improvement Correlation Coefficient .427** 1.000 
Sig. (2-tailed) .001 . 
N 62 62 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 22. Spearman’s rank order correlation: Self-improvement and CAS 
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CHAPTER 5 

CONCLUSION 

 Although this study was an explorative trial to integrate two theoretical frameworks, 

uses and gratification theory and Lysgaard’s (1955) U-curve of cultural adaptation, five items 

as summarized in Table 23, had a moderate or weak correlation with the stages of cultural 

adaptation. All items contained the points of U-curve when respondents were categorized into 

CAS, as well as the U-curved model of cultural adaptation (Lysgaad 1955) with the lowest 

point at Culture Shock stage and the highest point either at Honeymoon stage or Adjustment 

stage.  

Items Nonlinear U-curve Minimum Maximum p r 

American News ✔ ✔ Culture Shock Adjustment .001 .413 

Economy ✔ ✔ Culture Shock Adjustment .001 .412 

Politics ✔ ✔ Culture Shock Adjustment .005 .356 

Count ✔ ✔ Culture Shock Adjustment .000 .502 

Self-improvement ✔ ✔ Culture Shock Honeymoon .001 .427 
Table 23. Lists of Results with Correlation 

Significant difference in the frequency of checking news about home countries 

could not be seen among CAS in this study, while there was a significant difference in the 

frequency of using American news. The daily time of media use also does not have a 

significant difference among CAS. These results suggest the importance of news about home 

countries might be immutable, while the importance of American news might increase as the 

level of cultural adjustment. Indeed, 75.8% of participants in this survey (n=47) believed 

news about home countries is more important. On the other hand, only 11.3% (n=7) 

perceived American news as more important than home country news, and 12.9% (n=8) 

considered both are equally important. This result supports the idea of Sin et al. (2011) that 

international students perceive news about home countries as more important. 
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Regarding the interests in American news categories, the interest to the host country 

news might increase as same as the level of cultural adaptation. It is presumed that there is a 

relationship between the range of interests of media content and the frequency of accessing 

American news media following the level of cultural adaptation. This study did not 

investigate the reasons why the interest to topics of politics and economy are different among 

CAS, but more people are interested in weather news (Honeymoon: M=.85, Culture Shock: 

M=.94, Recovery: M=.77, Adjustment: M=.94) than other categories no matter which CAS 

they belong to. However, it might be related to the perception of whether the news content is 

related to their needs in their actual lives. It reminded the author of Maslow’s (1943) 

hierarchy of needs, a theory in psychology. The hierarchy is composed with 6 needs in order 

of more basic, physiological needs, safety needs, social belonging, esteem, self-actualization, 

and self-transcendence. Weather would be in physiological or safety needs as would crime, 

which is the second most popular item in total participants without significant difference 

among CAS, while the other news categories mostly belong upper levels of needs except 

health and medial. International students in all CAS might be interested more in news 

contents, which can satisfy their basic needs in their actual life. Also, the gratification of 

“know what is happening around you” got the highest rate in total. Gratification might be 

also related to needs of their actual lives. 

For gratification of international students’ media use, only self-improvement was 

seen difference among CAS. The author interprets this result to mean that they cannot afford 

to consider self-improvement itself or they perceive American media as ineffective in 

improving themselves, because of a certain level of severe depression in Culture Shock. 

Deeper information will be needed to understand why only self-improvement is different 

among CAS. In addition, the average rate for all items in Culture Shock Stage was lower than 

other stages. The author presumes there are other gratifications for international students in 
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Culture Shock Stage, or their negative feelings toward American culture influenced their 

response.  

In conclusion, this study succeeded in finding the correlated relationship between 

five items of media use and CAS, which also described the points of the U-Curve The results 

suggest that there would be two clear groups of international students’ American media use: 

things they highly share through all CAS and things decreased in Culture Shock Stage. Also, 

this study would be meaningful by the reason of finding more possible topics inside and 

outside of theoretical frameworks to develop understanding media use of international 

students. 

Limitations and Future Suggestions 

This study relied on the methodology established by the author, emerging from the 

previous studies and conceptual theory of cross-cultural study, to measure the relationship 

between media use and CAS of international students at Marshall University. Therefore, it 

was considered there are mainly three limitations: self-reported data, cultural diversity of the 

sample, and language limitations. The 62 participants of the survey were from 16 different 

countries, including China (33.9%), Japan (14.5%) and India (9.7%). While the subject of 

this study included international students from variety of countries, the differences of their 

home cultures might influence the perceptions or patterns of media use. Also, CAS of 

participants was thoroughly classified by self-report because a method of scaling CAS has 

not been established. For international students who had just arrived in America, reading or 

speaking might be difficult, while the level of English in the survey was adjusted to the 

criteria for enrollment in undergraduate school. With these limitations, the results found in 

this study would not be used as a predictive tool. The author suggests that the established 

scales of CAS will help improve reliability. Also, focusing on a certain nationality as a 

subject is expected to eliminate the concerns of their different home cultures. 
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APPENDIX B: SURVEY QUESTIONS 

1. Which country are you from? 

2. What is your gender? 

3. How old are you? 

4. How long have you been in America? 

5. Which year are you in at Marshall University? 

- INTO 

- Freshman 

- Sophomore 

- Junior 

- Senior 

- Graduate 

- Exchange student 

6. When are you planning to go back to your home country? 

7. What are your English scores? (optional) 

8. Which cultural adaptation stage are you in? (Based on how you feel living in America.) 

- "Honeymoon Stage": Fun/ Excited to see new things and people in America/ 

Expectation 

- "Culture Shock Stage": Lots of stress/ Hesitate to speak English/ Hard to 

communicate with others/ Hard to accept American culture 

- "Recovery Stage": Less stress than before/ Know how to behave in America/ Feel 

America is not that bad 

- "Adjustment Stage": Relaxed/ Adapted/ Feel comfortable living in America 
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9. What kind of media do you use in America? 

1: Rarely 	 2: Several times a month 	 3: Several times a week 	 4: Daily/ More 

- Television 

- Radio 

- Newspaper 

- Magazine 

- Social media 

10. How much time did you spend media in a day? 

- More than 5 hours 

- 3-4 hours 

- 1-2 hours 

- Less than 1 hour 

11. How often did you access American news media? 

- Rarely 

- Several times a month 

- Several times a week 

- Daily/ more 

12. How much time do you spend on media in a day? 

- More than 5 hours 

- 3-4 hours 

- 1-2 hours 

- Less than 1 hour 

13. How often do you get news from social media? 

- Rarely 

- Several times a month 
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- Several times a week 

- Daily/ more 

14. What kind of American news are you interested in? 

- Entertainment 

- Weather 

- Crime 

- Economy 

- Sports 

- Arts/ Music 

- Business 

- Politics 

- Science/ Nature 

- Health/ Medical 

- Education 

- Other 

15. How often do you use American news media? 

- Rarely 

- Several times a month 

- Several times a week 

- Daily/ more 

16. How often do you use news media of your country? 

- Rarely 

- Several times a month 

- Several times a week 

- Daily/ more 
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17. How do you check American news? 

- Television 

- Radio 

- Social media 

- Newspaper 

- Magazine 

- Other 

18. How do you check news about your home country? 

- Television 

- Radio 

- Social media 

- Newspaper 

- Magazine 

- Other 

19. Your purpose of using American media is to... 

1: Strongly disagree 	 2: Disagree 	 3: Agree	 4: Strongly agree 

- improve your English skills 

- know what is happening around you 

- escape from reality/ kill time 

- improve your self 

- know American culture 

- make conversation topics with American people 


