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Abstract

Many young individuals consume short videos daily on platforms like
Instagram Reels and YouTube Shorts, and concerns are being raised about the
effects of this environment on their communication and behaviour. This study
analysed the relationship between video content consumption, impulsivity
and interactive language among 18-25-year-olds. Based on the reported
screen time, 300 participants were separated into low, moderate & high users.
A researcher-prepared language scale was used to measure communication
patterns, and the Barratt Impulsiveness. Scale (BIS-15) was used to quantify
impulsivity. Statistical analysis using ANOVA revealed disparities across
participants, demonstrating that longer durations of watching short videos
predict weaker planning and heightened motor- and attention-related
impulsivity. Furthermore, their communication styles also differed, showing
less restrained speech and an increased tendency to use slang or
inappropriate language. Results reveal a dose-linked relationship between
heavy engagement with short videos and changes in self-regulation and
language functioning, although causality is not confirmed. This emphasizes
the importance of balanced digital habits and further research using stronger
methodologies and longitudinal methods to completely understand the
cognitive and linguistic effects of short-formm media.

n the modern digital age, social media has become an integral part of

everyone’s life, especially for young adults aged 18-25. Short-form video

formats such as Instagram Reels and YouTube Shorts rank among the most
favoured media formats. These brief and captivating videos are designed to
quickly grab attention. Consequently, users often binge-watch one video after
another, often unaware of how much time they spend scrolling. Social media
operates as a virtual platform that allows people to connect, share ideas,
exchange information, and express their voices. It has developed into a dominant
channel for virtual commmunication across the world. Through these services,
users can post photos, videos, ideas, and personal life experiences. Beyond
personal interaction, social media plays an important role in academic learning,
career development, and community-related development.
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Instagram Reels and YouTube Shorts, along with
other short-term video formats, are generally designed
with background music or audio and have now
become a general feature on popular social
networking platforms such as Instagram, YouTube,
and Facebook. These clips generally last between 15
seconds and 1 minute; they allow users to present brief
and creative content simply and appealingly.
Throughout this paper, “reels” refers collectively to
short video clips, especially Instagram Reels and
YouTube Shorts, which were included in the data-
gathering and analysis process.

One central concern is impulsivity in this context,
which involves acting hastily without fully thinking
through the outcomes of one’s actions. With exposure
to fast-paced, changing content, young adults may
begin to develop a tendency to make decisions too
quickly, both online and offline. Moller et al. (2001),
impulsivity as “a predisposition toward rapid,
unplanned reactions to internal or external stimuli
without regard to the negative consequences of these
reactions to the impulsive individuals or others.” Savci
and Aysan (2016) note that impulsive people tend to
act without reflection, demonstrating reduced self-
control.

Although the study title employs the term
“‘communication skills" as a broad framework, the
variable actually studied is commmunicative language.
This especially includes how young adults articulate
their thoughts and emotions, the vocabulary or the
words they use, and their style of speaking or writing in
everyday contexts. High consumption of short-form
videos may shape their communication habits,
possibly encouraging more casual, trend-influenced, or
even  aggressive, harsh, or slang-dominated
communication. In India, this issue is particularly
pronounced, given that the country, with more than
750 million internet users, represents one of the largest
and fastest-growing consumers of short-form video
content among youth aged 18-25 (Internet and Mobile
Association of India [IAMAI], 2023).

A recent study highlights the worldwide
dominance of short-form videos, particularly among
the 18-25 age group. Globally, 81.7% of Gen Z users
watch such content on an everyday basis, preferring
Instagram Reels (58%) and TikTok (14%) (Global Gen Z
Study 2024).

In India, the pattern of daily consumption is more
significant, as 97% of young individuals engage with
short-form videos every day. Approximately 95% view
Reels daily, dedicating around 30-35 minutes to music

and fashion-centered platforms. Reels also record
higher engagement rates, largely driven by India's
large youth creator community (Indian Digital Media
Report, 2024).

Theoretical framework

According to Bandura’s social learning theory
(1977), individuals acquire patterns of speaking and
behaving by observing others and imitating those
around them in social media reels, repeated
interaction with influencers, and their responses in
everyday interactions.

Steinberg’s Dual System Model (2010) described
that the brain’s emotional and regulatory systems and
decision-making mature at different rates during
adolescence. Because of this imbalance, young
individuals may be more sensitive toward reward-
seeking immediate gratification and act impulsively,
especially when engaging with stimulating digital
content like reels and brief videos.

Self-regulation theory (Baumeister & Heatherton,
1996) proposes that self-control functions as a finite
resource that can diminish when used excessively.
Frequent scrolling through engaging short videos may
deplete this capacity, one’s ability to stop and reflect
before acting, which may lead to more immediate and
less reflective behaviour.

Blumler and Katz (1974) used Gratifications
Theory, which emphasizes that media consumers
deliberately select participants that satisfy specific
desires. Reels attract young individuals seeking
entertainment and enjoyment, social bonding, or
expressing themselves. These motivations can
encourage spontaneous engagement and shape how
they communicate in everyday life.

The Sapir-Whorf Hypothesis (Whorf, 1956), the
linguistic individuals encounter, such as slang,
abbreviations, and creative expressions, influence their
daily interaction habits and cognitive patterns. When
combined with other frameworks, this view
demonstrates the complex relationship between
short-form video use, impulsive tendencies, and
transformation in communicative language among
young users.

Developed by Aaron T. Beck in the 1967s, explains
the strong relationship among cognition, behaviour,
and thought. It proposes that impulsive action arises
from automatic cognitive patterns that go unnoticed
yet influence emotional states and decision-making
within the context of social media. Continuous
exposure to short videos & reels may reinforce patterns
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such as fear of missing out or needing immediate
satisfaction. CBT thus explains an important
framework that continuous digital experience
influences young adults’ unplanned online behaviour
or online actions, and they adopts trending or informal
language.

Literature Review

This perspective is supported by Romer et al
(2010), who pointed out that engaging with multiple
media formats may diminish focus and contribute to
increasing impulsive behaviour. Savci and Aysan (2016)
also reported that individuals exhibiting impulsive
traits are more likely to use social media platforms
more often and for extended periods. Chaudhuri and
Sarkar (2020) discussed how online environments are
gradually altering daily language use. Zhou (2021)
pointed out that social media offers learners practical
exposure to real-life language, informal spaces to
practice, and opportunities to connect across cultures,
all of which can support language growth. Bertaglia et
al. (2021) found that social media platforms often host
varying degrees of abusive language and that this
language significantly influences the tone and style of
online communication. Their findings indicate that
exposure to such content can normalize aggressive
communication and reduce users’ sensitivity to
abusive expressions.

Napitu and Suhardianto (2022) observed that
many Instagram users adopt shortened and coded
language-like acronyms and letter-number combos as
a quicker way to communicate online. Das and Mishra
(2023) noted that watching reels leads to a drop in
continuous attention, supporting the view that this
type of content may reduce concentration and self-
control. Xie et al. (2023) showed that college students
struggling with short video overuse often faced
impulsivity issues and procrastinated academically.
Singh & Prusty (2025) reported that problematic short-
form media use significantly reduces attentional
control and the ability to delay gratification in young
adults, indicating higher impulsivity and poorer self-
regulation among heavy short-video users. Liu et al.
(2025) observed that students with weaker inhibitory
control and a more present-focused mindset were
more likely to develop problematic short-video habits,
suggesting a link between these traits and impulsive
patterns of use. Garg and Pandey (2025), although they
examined social media in a broader sense rather than
short videos alone, also reported a relationship
between frequent online engagement and impulsive

behaviour among young people. Their findings add
supportive background to the concerns addressed in
the present study.

Research Gap

Many studies have examined how social media
affects psychological and language-related behaviours,
but most of them have focused on general platform
use or on traditional content such as text posts and
long videos. There remains a significant gap in
research specifically targeting short-form video
content like Instagram Reels, especially in terms of its
dual impact on impulsivity and communicative
language patterns among adolescents and young
adults. Additionally, existing studies often analyse
either behavioural outcomes (e.g., addiction,
loneliness) or linguistic shifts (e.g., use of slang,
abbreviations) but rarely examine the intersection of
both. This study aims to fill that gap by investigating
the impact of watching social media reels and short
videos on impulsivity and communicative language
among young adults. Although many studies have
examined the effects of social media reels and short
videos around the world, there is still very limited
research available on this topic among Indian
students, especially school- and college-going youth.
Even the existing studies mostly focus on general
social media use or look at only one aspect, such as
impulsivity or language change, separately. There is
hardly any research that examines both impulsive
behaviour and communication style together in the
context of short-form videos, specifically among Indian
students. This study aims to fill that missing area.

Objectives of the study

1. To study the impulsivity among different groups by
watching reels and on social media.

2. To study the communicative language among
different groups by watching reels and on social
media.

Methodology

Research Design

This study used a survey method based on a
quantitative approach. The aim was to understand
how watching short videos and reels affects impulsivity
and communicative language among young people.

Population and Sample

The people included in this study were young
adults around 18-25 years of age living in India. A total
of 300 participants took part in the study. Based on
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average daily time spent online, participants were
categorized into three usage groups: low usage (less
than 1 hour), moderate usage (1 hour to 3 hours), and
high usage (more than 3 hours). Participants were
recruited through convenience sampling, meaning
individuals who were accessible and willing to be
involved. Participants were approached through online
platforms such as Instagram and YouTube.

Tools for Data Collection

Data were collected using an online Google Form
that included three sections. The first section asked
questions about participants' age, gender, residence,
occupation, and frequency of social media use.
Average daily time spent online and preferred time to
use social media.

Barratt Impulsiveness Scale — 15 (B/S-75). To assess
impulsivity among participants, the English version of
the (Spinella, 2007) Barratt Impulsiveness Scale — 15
(BIS-15) was used. It is a shortened and validated
version of the original B/S-75 scale developed by
Spinella (2007) and widely applied in behavioral and
psychological research. The questionnaire consisted of
15 items, with 5 items for each subscale, divided into
three subscales: attentional impulsivity (difficulty in
focusing or concentrating), motor impulsivity (acting
without thinking), and non-planning impulsivity (lack
of future orientation or forethought).

Participants rated each item using a 4-point
Likert scale where 1 represented "Rarely/Never" and 4
represented "Almost Always/Always." Higher scores
indicate higher levels of impulsivity. Six items
(Questions 1, 4, 5, 7, 8, and 15) were reverse-scored as
previously reported (Spinella, 2007). The scale has
shown good internal consistency (Cronbach’s a >
0.70).

Communicative Language Survey :

The communicative language scale was
developed by the researchers. thorough review of
existing literature on online communicative language
patterns (Nwala&Tamunobelema, 2019, Torres et al,
2020; Mut Atlin, 2019, Winarto, 2019, Azzawi &Ghizzy,
2020, Nakov et al, 2021; Abbasova, 2019; Hikmah et al,
2024; Chaudhuri & Sarkar, 2020; Yusuf et al, 2022
Napitu& Suhardianto, 2019; Bertaglia et al, 2021 Zhou,
2027). These studies provided insights into the nature
of communicative language on social media platforms,
especially in the context of slang, abusive, and
unconventional language. The scale was desighed to
explore the role of short-form video consumption on
language use in both written and spoken digital
communication.

According to earlier studies, Five experts review
were taken before the finalizing the scale. The three
dimensions of communicative language are slang,
abusive language, and unconventional language. The
final version included 12 items, each rated on a 5-point
Likert scale ranging from strongly agree to strongly
disagree.

Procedure

The Google Form was circulated online through
social media platforms and email contacts. At the
beginning, participants were given a short
introduction along with a consent form explaining the
purpose of the study. After providing their consent,
they shared basic demographic details such as age,
gender, and their average daily viewing time. Then
they proceeded to complete the impulsivity and
communication scales.

Data Analysis

After data collection, responses were downloaded
and analysed using the SPSS software. First, the
percentages and frequencies were calculated. Then,
the researcher used ANOVA to compare groups of
participants with high, moderate, and low usage of
watching reels.

Results and Discussion

Table 1 Sociodemographic characteristics of
participants at baseline (n=300).
Baseline characteristic N | Percentages
(%)
Gender
Male 135 45.0
Female 165 55.0
Residence
Rural 16 38.7
Urban 184 61.3
Occupation
Student 285 95.0
Employed 6 2.0
Self-Employed 3 1.0
Unemployed 6 2.0
Frequency of social media use
Instagram 197 65.67
YouTube—Instagram 103 34.33
Average daily time spent online
Less than 1 hour (low) 86 287
1 hour to 3 hour (moderate) 15 383
more than 3 hours (high) 99 33.0
Preferred time to use social media
Morning (6 AM-12 PM) 7 2.3
Afternoon (12 PM-4 PM) 48 16.0
Evening (4 PM-8 PM) 40 13.3
Night (8 PM - 12 AM) 141 470
Late night (After 12 AM) 64 213
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Table 2 - Mean, SD, and F-value of low, moderate,
and high usage groups of watching reels and short
videos on different types of impulsivity.

Dimensions of Groups [(Mean| N SD | F-value
Impulsivity
Motor Low 1.85 | 86 .67
Impulsivity Moderate | 208 | 115 .61 |15.683***
High 237 | 99 .63
Attentional Low 1.89 86 .56
Impulsivity Moderate | 224 | 115 | .59 |24.950***
High 253 [ 99 .65
Non-Planning Low 201 | 86 | .60
Impulsivity Moderate | 212 | 15 | 62 | 3.652*
High 224 | 99 .59
Total Low 192 | 300 | 42
Moderate | 215 | 300 | .43 | 26.119***
High 238 | 300 | .47

**¥p<.,001, *p<.0], *p<.05

The study's results revealed statistically significant
differences in the three dimensions of impulsivity—
motor, attentional, and non-planning—among
participants categorised into low, moderate, and high
groups based on their use of reels.

Participants with high usage reported the highest
mean score on motor impulsivity (M = 2.37, SD = 0.63),
compared to moderate users(M = 2.08, SD = 0.61) and
low users (M = 1.85, SD = 0.67). The ANOVA test yielded
an F-value of 15.683 and a p-value of 0.001, indicating a
statistically significant difference among the groups. It
means motor impulsivity also increases, suggesting
frequent exposure to short-form content may
heighten quick and behavioural impulsivity. That
means motor impulsivity; a similar pattern was
observed in attentional impulsivity. High usage of
social media watching reels again scored the
highest(M = 2.53, SD = 0.65), followed by moderate (M
=224, SD = 0.59) and low users (M = 1.89, SD = 0.56).
The F-value was 24950, and the p-value was .007,
indicating a statistically significant difference. A
significant difference is also found in attentional
impulsivity across the three groups. The scores indicate
that as short-video usage increases, individuals report
more difficulty maintaining attention and resisting
distractions, consistent with higher attentional
impulsivity.

Non-planning impulsivity showed the highest
average score (M = 2.24, SD = 0.59), moderate scores

(M = 2.]12, SD = 0.62), and participants in the lowest
scores (M = 2.0], SD = 0.60). The obtained F-value for
this dimension was 3.65 with a P-value of 0.5
suggesting a significant difference across the groups.
The pattern of results indicates that participants who
spent more time on short-form videos predicted
weaker future planning or future orientation.

The analysis revealed significant differences in
impulsivity scores across participants with low,
moderate, and high Reel consumption (F = 26.719, p <
.00]). This suggests that greater engagement with
short-form videos is typically demonstrated with
higher impulsivity levels. The findings indicate a
significant association between frequent Reel
consumption and greater motor, attentional, and non-
planning impulsivity, without implying direct
causation. These findings are consistent with prior
research by Romer et al (2010), who found that
frequent media multitasking was linked to lower
attention control and increased impulsivity. Similarly,
Xie et al. (2023) reported that short video addiction
contributed to impulsive behaviours and academic
delays among college students. Das and Mishra (2023)
found that excessive Reels exposure weakens
attention span, reinforcing concerns around impulsive
and distracted digital behaviour.

Table 3- Mean, SD, and F-value of low, moderate,
and high usage of watching reels and short videos
on different types of communicative language.

Dimensions of Group |Mean| N [ SD | F-value
Communicative
Language
Slan Lo 224 | 86 | 98
9 " 20.506%*
Language Moderate| 275 [ 115 | .84
High 305 | 99 | .79
Abusive Low 279 | 86 | 69
8.761+**
Language Moderate| 3.01 | 115 [ .70
High 323 99 74
Unconventional Low 239 | 86 | .86
15.118***
Language Moderate| 286 | 115 | .72
High 298 | 99 | .70
Total Low 248 | 300 | .76
Moderate| 2.87 [ 300 | .64
. 20.062*+*
High 3.09 | 300 | .63
*001,*p<.01,*p<.05
These table findings show a statistically

significant difference in the use of slang, abusive, and
unconventional language among low, moderate, and

Mind and Society 15

Volume 15 | Issue 1 | 2026



Social Media, Impulsivity and Communication Skills

high reel usage groups (p <.00]), suggesting that reel
consumption may influence slang, abusive, and
unconventional usage.

Participants’ high usage demonstrated the
highest users’ score on slang language (M= 3.05, SD=
0.74), moderate users’ score ( M= 2.75, SD= 0.84), and
the lowest users' score (M= 2.24, SD= 0.98). The
ANOVA test obtained an F-value of 20.506 and a p-
value of 0.001, revealing a significant difference among
the groups. This resulted in the individual who spends
more time consuming short-form videos being more
likely to adopt slang and informal styles.

Abusive language showed the highest user score
(M= 3.23, SD= 0.74), a moderate user score (M= 3.0],
SD= 0.7]), and the lowest user score (M=2.79, SD=
0.69). The F-value is 8.761, and the p-value is 0.001 A
significant difference is also found in abusive language
across the three groups. Greater exposure to reels may
normalize harsh or aggressive expression, insulting,
and vulgar expression or words, making such language
more frequent in communication.

Unconventional language indicated the highest
user score (M= 2.98, SD= 0.7]1 moderate user score (M=
2.86, SD= 0.72), and lowest user score (M=2.39, SD=
0.86). A significant difference across groups (F = 15.718,
P < 0.00]). This pattern reveals that increased usage is
associated with greater use of unconditional linguistic
forms, such as abbreviations or non-standard
expressions. Frequent usage of Reels platforms may
encourage adaptive, creative, and non-traditional
communication styles.

The analysis showed significant differences in
communicative scores across participants with the
lowest, moderate, and high Reels usage( F=20.07, p <
.001). Overall communicative language did show
statistically significant differences across groups,
indicating that Reel consumption does have a clear or
direct impact on these forms of language. Studies such
as Napitu and Suhardianto (2019) highlight that digital
youth often use slang and coded expressions to build
identity and connection, independent of screen time.
Nouriet al. (2025) and Bade et al. (2025) also report that
social media use increases the prevalence of abusive,
slang, and unconventional language, which directly
supports the present study's findings. Higher screen
time was found to increase the use of slang and
unconventional language in the present study, a
pattern also observed in recent research on digital
language trends (Malik, Iftikhar, & Gurmani, 2025).
However, this usage is not always directly proportional

to screen time; instead, it depends more on social
circles and individual styles of self-expression.

This pattern could be due to social desirability bias or
differences in self-perception, where high users may
have downplayed their language use, or low users
might have been more open in admitting their use of
casual or informal language. Montag et al. (2019)
showed that features such as infinite scrolling,
constant notifications, and quick feedback on social
media platforms strongly contribute to sustaining user
engagement and attention and shape patterns of
online activity. Such design features can indirectly
affect how young adults portray themselves and react
within digital spaces. Although the study did not
directly address self-presentation, the findings align
with the view that online behaviour often becomes
performative. This is relevant, as it may impact how
individuals respond to personal questions about their
language patterns and impulsive behaviour, especially
in self-report questionnaires.

Conclusion

The findings reveal that young adults who
frequently consume reels display higher levels of
impulsivity, including acting without careful thought
and facing challenges in concentration. These
outcomes support previous research connecting
extensive social media usage to reduced self-control.
Additionally, frequent Reel viewers adopt more slang,
abusive terms, and unconventional language styles,
which may diminish the effectiveness of their
interactions. In summary, the study concludes that
increased exposure to short-form videos corresponds
with heightened impulsivity and a decline toward
more casual and internet trend- driven language. This
study underscores the importance of promoting
balanced media programs and the need for awareness
programs and implementing interventions to
encourage mindful usage and responsible digital
behaviour among youth.

Limitations of the study

This research has several limitations that should
be clearly addressed and discussed. The sample size
was modest, and participants were selected through
convenience sampling, so the findings cannot be
assumed to represent all young adults. A larger and
more diverse sample could have provided a stronger
picture. The communicative language scale used in
this research was prepared with the help of earlier
studies, but it has not yet been fully standardised. Its
reliability and validity were not statistically established,
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so the results related to language patterns should be
viewed as tentative rather than definitive. It cannot
confirm that short-form videos directly cause changes
in impulsivity or commmunication. In addition, all data
were collected through self-report questionnaires, and
such responses may be affected by memory errors or
the tendency to present oneself positively. Finally, the
research focused only on short-form videos such as
Instagram Reels and YouTube Shorts. Other forms of
digital engagement, including long videos or text-
based interactions, were not included, though they
may influence behaviour and communication in
different ways.

Future Implications

This study points to severaldirections for future
work as well as practical use. An essential future
direction would be the development and validation of
more stronger assessment tools to measure accurately
how young individuals commmunicate in digital spaces.
Further studies could also follow longitudinal or
experimental designs to observe shifts in impulsivity
and communication patterns that evolve with
prolonged exposure to short-form videos. Examining
various platforms, including Snapchat, Facebook short
videos, and Moj, could further reveal and provide
insight into how distinct app features impact the
behavioural outcomes of users. Studies carried out in
various cultural and regional settings would further
help in understanding how language habits and
impulsive tendencies differ from place to place. Finally,
these findings can be useful for teachers, policymakers,
and digital-wellness workers to design programs that
encourage balanced online habits and healthier ways
of communicating among young people.
Ethical Considerations

The study followed ethical rules. Participants
consented before starting, and their personal
information was not collected. They could leave the
study at any time. All responses were kept private and
were used only for academic purposes.
Acknowledgment

The author thanks Mr. Shreyansh Shuryvanshi and
Ms. Nalini Pandey for their support in data analysis and
language editing during manuscript preparation.

References

Abbasova, M. (2019, May). Language of social media. An
investigation of the changes that social media has
Imposed on language use. Paper presented at the
9th International Research Conference on
Education, Language and Literature, Thbilisi,

Georgia.https//www.researchgate.net/publication
/336717574

Al-Tufayl, Q. A. D., & Al-Ghizzy, M. J. D. (2022). A linguistic
study of offensive language in online
communication chat groups. /nternational
Journal of Linguistics Studies, 2(2),170-
175.https://doi.org/10.32996/ijls.2022.2.2.19

Alozie Nwala, M., &Tamunobelema, I. (2019). The social
media and language use: The case of Facebook.
Advances in Language and Literary Studies, 10(4),
9-15.https://doi.org/10.7575/aiac.alls.v.10n.4p.9

Bade, G. Y., Ahani, Z., Kolesnikova, O., & Chakravarthi, B.
R. (2025). Women targeted abusive texts
detection on social media.
arXivihttps://arxiv.org/abs/2504.02863

Bandura, A. (1977). Social learning theory. Prentice Hall.

Baumeister, R. F., & Heatherton, T. F. (1996). Self-
regulation failure: An overview. Psychological
Inquiry, 71),1-15.
https://doi.org/10.1207/s15327965pli0701_1

Beck, A. T. (1967). Depression. Clinical, experimental,
and theoretical aspects. Harper & Row.

Bertaglia, T., Grigoriu, A,, Dumontier, M., & Van Dijck, G.
(2021). Abusive language on social media through
the legal looking glass. In Proceedings of the 5th
Workshop on Online Abuse and Harms (WOAH
2027) (pp. 191-200). Association for Computational
Linguistics.https;//doi.org/1018653/v1/2021.woah-
1.20

Blumler, J. G., & Katz, E. (Eds.). (1974). The uses of mass
communications: Current perspectives on
gratifications research. Sage Publications.

Chaudhuri, M., & Sarkar, . (2020). Social media and
changing trends in everyday languages.
International Journal of English Learning &
Teaching Skills, 2(4),1610—
1630.https://doi.org/10.15864/ijelts.2406

Das, A, Mishra, A, Annesha, S., & Hrithika, R. (2024). The
effect of reels on attention among young and
middle-aged adults. The /International Journal of
Indian Psychology, 12(3), 31—

45 https://doi.org/10.25215/1203.031

Diaz-Torres, M. J., Moran-Méndez, P. A, Villasenor-
Pineda, L., Montes-y-Gémez, M., Aguilera, J., &
Meneses-Lerin, L. (2020). Automatic detection of
offensive language in social media: Defining
linguistic criteria to build a Mexican Spanish
dataset. In R. Kumar et al. (Eds.), Proceedings of
the Second Workshop on Trolling, Aggression and
Cyberbullying (pp. 132-136). European Language

Mind and Society

Volume 15 | Issue 1 | 2026


https://www.researchgate.net/publication/336717574
https://www.researchgate.net/publication/336717574
https://doi.org/10.32996/ijls.2022.2.2.19
https://doi.org/10.7575/aiac.alls.v.10n.4p.9
https://arxiv.org/abs/2504.02863
https://doi.org/10.1207/s15327965pli0701_1
https://doi.org/10.18653/v1/2021.woah-1.20
https://doi.org/10.18653/v1/2021.woah-1.20
https://doi.org/10.15864/ijelts.2406
https://doi.org/10.25215/1203.031

Social Media, Impulsivity and Communication Skills

Resources
Association.https://aclanthology.org/2020.trac-1.21/

Garg, S., & Pandey, N. (2025). Interplay of loneliness,
impulsivity and social media use among Indian
youth. The International Journal of Indian
Psychology, 13(2), 2207-
2219.https://doi.org/10.25215/1302.200

Global Insights Research Institute. (2024). Global Gen Z
studly: Short-form video consumption trends.

Hikmah, N., Hidayati, H., Irwandi, I, Ilham, .,
Rahmaniah, R, & Whitworth, N. (2024). Students’
perceptions of using Instagram reels as mobile-
assisted language learning to improve speaking
skills. English Review: Journal of English
Education, 12(1), 385-
396.https://doi.org/10.25134/erjeeV12i1.9277

Internet and Mobile Association of India (IAMAI), &
Kantar. (2023). /Internet in India
2023 https;//www.iamai.in/research/internet-
india-2023

Liu, Y., Huang, Y., Wen, L,, Chen, P,, & Zhang, S. (2025).
Temporal focus, dual-system self-control, and
college students’ short-video addiction: A
variable-centred and person-centred approach.
Frontiers in Psychology, 16, Article
1538948.https://doi.org/10.3389/fpsyg.2025.1538948

Malik, B., Iftikhar, F., & Gurmani, T. (2025).
Transformative impact of social media platforms
on language evolution: Creation and adoption of
emerging lexicon. Journal of Arts and Linguistic
Studies.https:;//www.researchgate.net/publication
/389268016

Moeller, F. G, Barratt, E. S., Dougherty, D. M., Schmitz, J.
M., & Swann, A. C. (2001). Psychiatric aspects of
impulsivity. American Journal of Psychiatry, 158(11),
1783-1793.https://doi.org/10.1176/appi.ajp.158.11.1783

Montag, C,, Lachmann, B., Herrlich, M., & Zweig, K.
(2019). Addictive features of social
media/messenger platforms and freemium
games against the background of psychological
and economic theories. /nternational Journal of
Environmental Research and Public Health, 16(14),
Article 2612. https://doi.org/10.3390/ijerph161426612

Mut Altin, L. S. (2019). Identification of offensive
language in social media. In Proceedings of the
Doctoral Symposium of the XXXV International
Conference of the Spanish Society for Natural
Language Processing (SEPLN 2079) (pp. 50-55).
SEPLN.http://hdl.handle.net/10230/54112

Nakov, P., Nayak, V., Dent, K., Bhatawdekar, A, Sarwar,
S. M., Hardalov, M., Dinkov, V., Zlatkova, D.,

Bouchard, G., & Augenstein, I. (2021). Detecting
abusive language on online platforms: A critical
analysis. arXiv.https://arxiv.org/abs/2103.00153

Napitu, F. E., & Suhardianto, S. (2019). An analysis of
slang words abbreviation in American captions on
Instagram: A sociolinguistics approach. Scientia
Journal: Jurnalllmiah Mahasiswa,
2(1).https://ejournal.upbatam.ac.id/index.php/scien
tia_journal/article/view/2617

Nouri, C., Cointet, J.-P., & Clavel, C. (2025). Graphically
speaking: Unmasking abuse in social media with
conversation insights.
arXivhttps://arxiv.org/abs/2504.01902

Romer, D., Bagdasarov, Z., & More, E. (2013). Older
versus newer media and the well-being of United
States youth. Journal of Adolescent Health, 52(1),
613-
619.https://doi.org/10.1016/j. jadohealth.2012.09.016

Savci, M., & Aysan, F. (2016). Relationship between
impulsivity, social media usage and loneliness.
Educational Process: International Journal, 5(2),
106-115.https://doi.org/10.12973/edupij.2016.52.3

Singh, N., &Prusty, D. B. (2025). The impact of
problematic short-form media usage on attention
control and delayed gratification in young adults.
International Journal of Interdisciplinary
Approaches in Psychology, 3(5), 1248-1256.

Spinella, M. (2007). Normative data and a short form of
the Barratt Impulsiveness Scale. /nternational
Journal of Neuroscience, 117(3), 359—
368.https://doi.org/10.1080/00207450600588881

Steinberg, L. (2010). A dual systems model of
adolescent risk-taking. Developmental
Psychobiology, 52(3), 216—
224.https://doi.org/10.1002/dev.20447

Whorf, B. L. (1956). Language, thought, and reality:
Selected writings of Benjamin Lee Whorf (J. B.
Carroll, Ed.). MIT Press.

Winarto, E. R. (2019). Modelling abbreviation in internet
slang: A comparison study of Indonesian and
English internet slang. ETERNAL (English
Teaching Journal), 10(2), 53—
60.https://doi.org/10.268877/eternal v10i2.51273

Xie, Y., Wang, Y., Zhang, C,, & Wang, J. (2023). Short
video addiction and academic procrastination
among college students: The mediating role of
impulsivity. Psychology Research and Behavior
Management, 16,123—
134.https://doi.org/10.2147/PRBM.S397190

Yusuf, Y. Q, Fata, I. A, & Aini, R. (2023). “Gotchuu!” The
use of slang in social media by Generation Z.

Mind and Society

Volume 15 | Issue 1 | 2026


https://aclanthology.org/2020.trac-1.21/
https://doi.org/10.25215/1302.200
https://doi.org/10.25134/erjee.v12i1.9277
https://www.iamai.in/research/internet-india-2023
https://www.iamai.in/research/internet-india-2023
https://doi.org/10.3389/fpsyg.2025.1538948
https://www.researchgate.net/publication/389268016
https://www.researchgate.net/publication/389268016
https://doi.org/10.1176/appi.ajp.158.11.1783
http://hdl.handle.net/10230/54112
https://arxiv.org/abs/2103.00153
https://ejournal.upbatam.ac.id/index.php/scientia_journal/article/view/2617
https://ejournal.upbatam.ac.id/index.php/scientia_journal/article/view/2617
https://arxiv.org/abs/2504.01902
https://doi.org/10.1016/j.jadohealth.2012.09.016
https://doi.org/10.12973/edupij.2016.52.3
https://doi.org/10.1080/00207450600588881
https://doi.org/10.1002/dev.20447
https://doi.org/10.268877/eternal.v10i2.51273
https://doi.org/10.2147/PRBM.S397190

Social Media, Impulsivity and Communication Skills

the 202] 4th International Conference on
Humanities Education and Social Sciences
(ICHESS202]) https://doi.org/10.2991/assehr.k.21122
0.128

LINGUA. Jurnalllmu Bahasa dan Sastra, 17(2), 167-
174.https://doi.org/10.18860/ling.v17i2.17756

Zhou, Y. (2021). Impacts of social media on language
learning: A review of literature. In Proceedings of

Mind and Society 19 Volume 15 | Issue 1 | 2026


https://doi.org/10.18860/ling.v17i2.17756
https://doi.org/10.2991/assehr.k.211220.128
https://doi.org/10.2991/assehr.k.211220.128

