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Abstract—Generally, generation Z mixes English and Indonesia when com-
municating with each other. This sociolinguistic phenomenon called code-mixing
impacts social media as part of the development of Information Communication
Technology (ICT). Therefore, this study investigated the impact of social media
on code-mixing by generation Z. This study was carried out at Serang Raya
University, Indonesia, where English is the only foreign language used to teach
students. Three hundred thirty-six students participated in this study (N=110,
F=226). The qualitative data were collected through self-completed question-
naires and interviews. The research aims to highlight the contribution of social
media in code-mixing and determine why this generation uses English and Indo-
nesian in social media. The present study revealed that nine utterances with a
high frequency were used. The causing factors and reasons behind this phenom-
enon were varied. In addition, the findings showed that individual factors were
for the very high percentages (75%). Among them were social factors (15%) and
cultural factors (10%). The results showed that the use of social media had an
impact on code-mixing between Indonesian and English for Generation Z.

Keywords—code-mixing, generation Z, social media, sociolinguistic
phenomenon

1 Introduction

There is a rapid growth in technology which has a significant impact on people all
over the world, especially those born from 1995 to 2014, commonly known as Gen Z.
This group of people are characterized as those born in the digital era, and they are
unable to live without digital technology [1]. Generation Z (Gen Z) enjoys using social
media to communicate and various activities because they are the first truly digital gen-
eration to grow up with technology and smartphones. According to a survey by Busi-
ness Insider, this generation generally uses three platforms, and the most is Facebook.
Furthermore, they are extensively influenced by technology because they have access
to mobile devices, digital equipment, and the internet [2]. They prefer social media to
communicate with each other rather than conventional means of communication, such
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as short message service (SMS) with a change in the learning paradigm [3]. Although
various social media platforms, Gen Z prefers Instagram, Snapchat, Facebook, and
Twitter [4].

Currently, there is a yearly increase in the use of social media, which has signifi-
cantly affected language [5]. Children and students of all ages are caught up in a mas-
sive, unexpected experiment, surrounded by digital devices that were not available
even five years ago [6], and mobile learning is an educational reform [7].

Based on the study [8], social media has added a new dimension to language evo-
lution, increasing the mixing of language and cultures, thereby leading to the fading
of society. Schools administrators develop many social media platforms in the English
language [9]-[11]. Furthermore, social media users always mix code when tagging
on YouTube, Facebook, Instagram, and tweeter [12]. There are many familiar terms
in social media, such as share, follow, unfollow, follower, like, unlike, wall, posting,
online, offline, highlight, bio, activity feed, caption, mention, comment, follow back,
endorse, give away, tag, hashtag, late post, repost, swipe up, tweet, retweet, trending
topic, etc.

Code-mixing is a sociolinguistic phenomenon aimed to understand the relationship
between language and culture better to better understand the structure [13]. The goal of
sociology is to understand the social structure better through the study of language. The
advancement in Information and Communication Technology (ICT) affects communi-
cation due to many code languages. Therefore, the doer becomes bilingual or multilin-
gual, the most popular sociolinguistic phenomenon involving intermingling codes from
various languages to facilitate communication and convey a message as the English
language becomes more integrated into people’s lives, its use in formal and informal
settings increases. People have started using English code, such as hex or hexadecimal,
to express themselves, thereby leading to a rise in the popularity of foreign languages.
Aside from the mother tongue, English is one of the most commonly used foreign lan-
guages; hence it is a lingua franca due to the influence of globalization. In addition to
their mother tongue, many Indonesian teenagers now use English to communicate. It
has been observed that in today’s social-communicative environment, these young peo-
ple tend to code-mix English and their native tongues. This phenomenon is seen in their
use of language on social media or real life, a standard mode of communication among
Gen Z. Nowadays, people use social media to share their feelings, gather knowledge,
and make new friends.

Data collected through observation showed that many public figures and teenag-
ers use English language codes when interacting on Instagram and WhatsApp [14].
Many of these words were obtained from online media with motivations when someone
mixes code with another language. There are many reasons youngers participate in
mixing code while communicating [15]. These reasons show that English is a global
language, effective communication, a better social position, or prestige. This research
emphasizes the use of Indonesia in English classrooms.

Several preliminary studies on code-mixing investigated its function and reason
based on users’ conversations on several social media. stated that Facebook users mix
code when communicating on the platforms for various reasons such as to express
politeness and respect, convey clear meaning and feelings, and present their identities
or group membership [16]. Facebook users use the mixed code for several reasons,
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such as to make communication easier, to correct language, and to help understand the
context [17].

Unlike previous research, this study focuses on some words used to carry out instruc-
tion in social media, such as like, friend, follow, follower, etc. This research aims to
reveal various aspects of sociolinguistics phenomenon such as followers using social
media, their preferred friendships, and their preferences. Accordingly, the current study
investigates this phenomenon by identifying the most frequent types and factors that
motive code-mixing. The study’s findings will inform the research to understand how
social media impacts code-mixing students’ learning in Indonesia. Hence, the differ-
ences among the participants’ responses that can be attributed to age, gender, flatform,
and hours spent online are also investigated.

Gen Z always uses these instructions in their daily conversation. Due to the daily
use of social media, some terms impact language, and social media contributes to
code-mixing by Gen Z.

2 Literature review

2.1 Code-mixing

Code mixing has been discussed by a significant number of authors in literature. For
example, research has provided evidence for language studies, society, and phenomena.
This tendency can also be observed in a university or other academic setting [18], [19].
The study between language and society is sociolinguistic, and code-mixing is one of
its phenomena. Sociolinguistics is the study of language in use [21]. In more detail,
sociolinguistics is the study of the interactions between language and culture to under-
stand the structure of language and how it works during communication [20].

Furthermore, it is concerned with the relationship between language and culture.
The main focus is on linguistic diversity through social classes and the variety of com-
municative contexts in which women and men use their verbal repertoires. When peo-
ple communicate, they use language as a tool to send messages, thereby making it a
sociolinguistic phenomenon. There are many types of sociolinguistic phenomena, such
as code-mixing.

Several scholars have studied code-mixing. Code-mixing is defined as “any situation
in which lexical item and the statement has elements of grammar from two different
languages” [22]. It denoted that the speakers or writers freely combines one or two
spoken interaction. Code-mixing occurs when a speaker uses two languages in a single
utterance simultaneously [23]. Code-mixing, also known as “Intra sentential code,”
refers to “all cases in which lexical objects and in one sentence, grammatical elements
from two languages are mixed” [24]. They stated that the process of mixing two or
more languages in word form in a sentence is a part of the utterance.

Furthermore, Code-mixing is divided into three types: insertion, alternation, and
congruent lexicalization [22]. He said different ways constrain these three types in spe-
cific bilingual settings. This study highlighted code-mixing as the process of mixing
two or more words, phenomenon, expression, reduplication, and idiom from [22].
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The form of code-mixing occurs in social media, used by many people [25]. These
forms of code-mixing are used to demonstrate products on social media through text,
which has opened up a slew of new possibilities for information access and language
technology. The mixing code phenomenon has many functions for each language user,
including social media. There are many reasons for someone to mix code: bridge gaps,
make effective communication, explain points, affirm social status, and emphasize
something [26]. The reasons why people mix language in social interaction have been
found [27].

Furthermore, the factors are speaker or writer, intercalators, the setting of the con-
versation, the purpose, and the topic of the conversation. In this study, the writers apply
code-mixing introduced [28]. He stated three factors of using code-mixing, social, cul-
tural, and individual factors.

In summary, the writers will investigate the type of code-mixing used by students at
university through their Facebook group, the most absorption words used by students
on Facebook, and factors influencing code-mixing.

2.2 Generation Z

A generation is defined as a group of people with varying characters and born within
a specific period [29], [30]. Generation Z is the individuals born after the millennial
[31]. Several scholars have described, generation Z refers to people born in the 1990s
and raised in the 2000s through the most significant developments in the century. This
category of people now lives in a world with the internet, cellphones, laptops, avail-
able networks, and digital media [32]. In this generation, students are more likely to use
code-mixing on social media, such as Facebook, because of technological advancements.
Generation Z is born in 2001 or later and the first generation to be “born digital.” [33]

One of the most significant characteristics of this generation is that they were born
“natives” in the modern digital world [34]. This generation has many names such as
Digital Natives [35], post-millennials [36], Net Generation [37], The Centennials [38],
etc. This era transformed the world towards digitalization, thereby creating challenges to
the traditional ways of carrying out activities and increasing the use of technology [39].

Based on the concept above, generation Z is familiar with ICT. According to [40],
they are comfortable with technologies that are relatively recent for older generations,
with familiarity with the ubiquitous of mobile communications. In this generation, stu-
dents. As a result, this generation is also affected and interconnected to the web. Glob-
ally known music, movies, and celebrities are connected to this generation, rather than
numerous trends, fashion, food places, and several events are interconnected to social
media through technology and globalization [41]. In brief, this generation usually com-
municates using the mixed code comprising of English and Indonesian. The partici-
pants in this study are natives of Indonesia and use both languages offline and online.

2.3 Social media

Social media enables people to connect, communicate, discuss, and interact [42].
The channels broadcast news and information to viewers of all genders. Another opin-
ion, according to [43] people use social media to connect with others who have similar
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interests, activities, backgrounds, or real-world connections. Research shows that half
of all people get news from social media daily, which directly impacts today’s world
events [44], [45].

In addition, social media comes in various shapes and sizes, dependent on usage.
Some of the most common ones are social networking sites (Facebook, LinkedIn), blogs
(WordPress, Medium), microblogs (Tumblr, Twitter), media-sharing sites (Vimeo, You-
Tube, Instagram, review and recommendation sites (TripAdvisor, Yelp, and others),
numerous discussion forums [46], [47], Slack, Trello, and other collaboration sites.

All social media networks can be divided into four distinct regions [48]. They are
as follows: (1) a social group, (2) Publication on social media, (3) Amusement for the
whole family, and (4) Social business. Each zone is characterized by functions that
explain and unite the social media platforms.

Social community. All social media channels in this zone allow individuals to
connect and communicate with various communities. Therefore, the primary goal is to
facilitate interaction and collaboration. Social networks, message boards, forums, and
wikis are part of the social culture [48].

Social publishing. The development, publication, and distribution of material, are the
core characteristics of the social publishing region. The social media sites available in
this region make it possible for anyone to create content regardless of their professional
context [49]. The democratization of content creation was made possible by social
publishing consisting of individual users, independent 44 practitioners, professional
contributors, and brands [48]. The social publishing zone includes blogs, microblogs,
media-sharing sites, bookmarking services, and news sites [50].

Social entertainment. Social entertainment zone refers to social media that provide
entertainment, enjoyment, and fun-related content. Social media platforms enable users
to play games, listen to music, and watch videos [51]. However, it is also important to
note that the social networking sites that fall under this category include individuals
interacting by sharing different content and posting personal updates. YouTube, Spotify,
Reddit, and various online interactive games such as Trivia Crave and Candy Crush are
good examples of social entertainment channels [48].

Social commerce. The social commerce zone encompasses all digital services that
affect purchasing decisions, and it applies to all social media channels that consumers
use in the decision-making process.

Several studies on social media are associated with Gen Z, with the result dependent
on the associated area. One of such studies acts as a reference to analyze the specific
social media platforms that are popular among them. According to statistics, Face-
book, YouTube, WhatsApp, and Instagram are among the most popular social networks
worldwide as of October 2021, ranked by the number of active users [52].

In conclusion, social media is a critical and convenient communication network
nowadays. It can be used to meet new people, keep in touch with old friends from all
over the world, and quickly share ideas and improve things. By sharing their content,
users can learn new things and reduce their reliance on advertisements.

Numerous activities are carried out on social media with instructions based on the
developers’ rules. Several popular terms or instructions are used on social media in
Indonesia, among Gen Z. These instructions are initially from the English language and
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are obeyed while using the social media platform. Table 1 shows a popular list of terms

used in social media.

Table 1. Popular list of term (vocabularies) in social media

Download Like Caption
Upload Share Private

Wall Subscribe Posting/post
Follow Comment Streaming
Follower Mention Friend
Unfollow Tag Unfriend
Followback (Follback) Hashtag password

To sum up, social media is a web-based communication tool that allows people to
interact and share and seek information via web-based communication channels.

3 Methods

3.1 Respondents

This study is descriptive research patterned in the relational survey and interviewing
model [53], [54]. The writers collect the data in the field of data site where the partici-
pants experience the issue or the problem under the study. The qualitative method is a
procedure that yields results such as words of those who were observed and data from
the research such as descriptive data.

The opportunity sampling method was used to obtain data from undergraduates of
the Serang Raya University born from 1999 to 2001. The participants were accessible
and met the requirements when the research was conducted.

3.2 Instruments

Three instruments were used to achieve the research goal. Namely, a questionnaire
was created using Google forms, in-depth interviews, and code-mixing utterances pop-
ularly used by generation Z. However, before data collection, a set of questionnaires
and interview protocols were prepared. The questionnaire was divided into 2; the first
section contains vital information such as name, age, and gender. Conversely, the sec-
ond section comprises of questions related to social media usages such as (1) which
online platforms were used, (2) the number of times they were used per week, (3) which
is the popular platform for Gen Z, (4) the use of some standard terms or instructions in
their daily conversation (5) the impact of social media usage on code-mixing.

Irrespective of the data extensively collected from the questionnaire, this research
mainly focuses on social media contribution on code-mixing usually uttered by Gen Z.
Furthermore, it was developed using an interview protocol adapted from [55]. The goal
was to confirm the items on the questionnaire, which was similar to the contents of the
interview protocols. In the first stage, 10 participants filled the questionnaire. The result
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was used as a preliminary study to ensure this phenomenon is re-investigated. In addi-
tion, the number of participants was increased to obtain valid and reliable results.

3.3 Procedures

The first stage identified some utterances mixed with English words; specific terms
or instructions were also used on social media. Furthermore, an already prepared ques-
tionnaire was shared with the participants. This is because there were some instructions
and linguistic terms that they were unable to understand, particularly the instructions
or terms used on some social media platforms. The individual was given a prepared list
of technical terms and instructed to fill out the questionnaire until they fully compre-
hended the word.

After its completion, all the participants were interviewed personally, and the dura-
tion depended on their responses to the questions. The process was recorded and dig-
itally controlled by using the prepared interview protocol. As earlier mentioned, those
personally interviewed were selected as the sample for further analysis.

3.4  Data analysis

This is descriptive qualitative research because it explains the linguistic form of
code-mixing and its usage. Qualitative data was generally collected from Gen Z’s daily
utterances, while an in-depth interview was also conducted. The data obtained was
represented quantitatively in percent using Google form summarization, analyzed to
obtain descriptive statistics. Furthermore, the data realized from the in-depth interview
was qualitatively scrutinized for confirmation. The research objects are some familiar
English codes specifically used on social online. This study investigates the influence of
online media regarding English code-mixing on generation Z. It focused on the under-
graduate program. The data source includes questionnaires and interviews briefly car-
ried out to acquire information concerning code-mixing, etc.

4 Results and discussion

4.1 Demographics of students respondents

As in Table 2 shown, the total number of respondents in this study was 336 (M=110
and F=226). All the respondents that responded to the survey were randomly selected
from a university located in Serang, the capital city of Banten province. Among them,
67.3% of participants were female, and 110 (32.7%) were males, aged between 18 until
23 years. Active respondents were average age 1823 years (49%). Participants came
from different parts of the country, including the city where their university is located,
after completing their Higher Secondary level of education under Indonesia’s national
curriculum.

Survey data indicated that the number of respondents having access to the social
media platforms and Facebook for the very high percentages (43.15%). Among them
were YouTube (31.25%), What’s App (17.85%), and Instagram (7.75%). Moreover,
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respondents could spend less than 5 hours online using social media (49.40%), at
6—10 hours (34.23%), and above 10 hours (16.37%).

Table 2. Demographic characteristics of respondents

Demographic Characteristics Frequencies All 1(’;1:3i§i£)ants
Gender Male 110 32.7%
Female 226 67.3%
Age 18-19 165 49.10%
20-21 91 27.10%
22-23 80 23.80%
Platforms Facebook 145 43.15%
Instagram 26 7.75%
What’s App 60 17.85%
You Tube 105 31.25%
Hours spent online Less than 5 hours 166 49.40%
6-10 hours 115 34.23%
Above 10 hours 55 16.37%

4.2

The type of code-mixing and most popular utterances

Among several kinds of utterances on social media, here is the list of the nine most
popular. Table 3 proved that “share” was the highest (10.42%) used in code-mixing
since it has become the common word. The participant used “download” (10.12%) and
Subscribe (8.93%) on YouTube. “Hashtag” and “Caption” were most popular used on

Instagram (8.93%).
Table 3. Most popular utterances on social media

Utterances Frequency All Pl;?;ic:illl)?ngtz ((Z}i:’:’ 6) Platforms
Download 34 10.12% YouTube
Follow 32 9.52% Instagram
Follower 28 8.33 Instagram
Follow back (Follback) 20 5.95 Instagram
Share 35 10.42 What’s app
Subscribe 30 8.93 You Tube
Hashtag 30 8.93 Instagram
Caption 30 8.93 Instagram
Unfriend 28 8.33 Facebook

When the survey using Google form was completed, The interviewees were chosen
from among the participants because of their availability and willingness to participate,
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and the researchers interviewed 10 of them. The most prominent themes that emerged
from the interview were (1) the participants’ language use; and (2) their attitude and
effect towards mixed language. Results from participants’ interviews have been pre-
sented in Table 4.

Table 4. Types of code-mixing

Participants Sentences Type of Code-Mixing

Pl [1] “Jangan lupa subscribe and like ya video nya.” Alternation
{Don’t forget to subscribe and like to yeah}

P2 [2] “eh,, berapa follower kamu’ dan “waaww... follower Alternation
nya udah banyak banget ya...”

{“eh.. how many your follower” and “wow.. your follower
S0 many..”}

P3 [3] “hai,,, jangan lupa di follow ya instagramnya.” Atau Alternation
“follow Instagram aku ya...”

{*hey.. don’t forget to follow its Instagram,” or “follow my
Instagram please..”}

P4 [4] “iihh,,, males deh, masa gw udah follow, dia nya gak Alternation
follback.”

{“iihh.. it make me mad, I followed her, but she didn’t
follback me”}

P5 [5] “loh kenapa di unfriend?” Insertion
{“loh why unfriend”}

P6 [6] “nanti share ya di facebook jangan lupa tag gw” Alternation
{“please share it in Facebook and don’t forget to tag me”}
P7 [7] “bagus tuh infonya dishare dong ke WhatsApp.” Insertion
{“it’s nice info, share it please to WhatsApp”}
P8 [8] “ko caption nya ga nyambung ya sama fotonya...” Congruent lexicalization
{*“why the caption is different with the pic..”}
P9 [9] “banyak banget sih hashtag nya” Insertion
{“there are so many hashtags”}
P10 [10] “di facebook banyak foto dia, kamu bisa download Alternation

mana yang lo mau”
{“there are many of her pictures on Facebook, you can
download it, which one you like”}

As in Table 4 shown above, several mixed code utterances comprise the Indonesian
language and English. These are generally uttered by generation Z regularly; some are
reported as follow:

[1] “Jangan lupa subscribe and like ya video nya.”
{Don’t forget to subscribe and like to yeah}

Subscribe and like their popular posts on YouTube. These are one of the features
of this platform. It is a known fact that they are usually used to increase the number
of subscribers. Furthermore, they tend to click on the subscribe icon button under any
YouTube video or on any channel to view their content. Consequently, users get notified
when a channel they subscribe to publishes new content. Gen Z is familiar with those
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words because it is used daily. This impacts their language, particularly when they talk
about YouTube content. The word ‘subscribe’ has similar meanings to ‘berlangganan’.
Most utterances always involve ‘subscribe’ rather than ‘berlangganan’. This is based
on the fact that they felt nice whenever their messages were delivered. Based on the
questionnaire, this response was mostly gotten from social media. Also, the word ‘like’
has a similar explanation.

[2] “eh,, berapa follower kamu” dan “waaww... follower nya udah banyak
banget ya...”
{“eh.. how many your follower” and “wow.. your follower so many..”}

[3] “hai,,, jangan lupa di follow ya instagramnya.” Atau “follow Instagram
akuya...”
{*hey.. don’t forget to follow its Instagram,” or “follow my Instagram please..”}

[4] “iihh,,, males deh, masa gw udah follow, dia nya gak follback.”
{*iihh.. it make me mad, I followed her, but she didn’t follback me”}

The words ‘follow, follower, unfollow” are from the features on the Instagram appli-
cation. Sequentially, these are similar to these Indonesian words ‘mengikuti, pengikut,
tidak mengikuti’. A follower on Instagram is the user that follows a page, and the fol-
lower views the post on both the handlers’ profile and feed. Meanwhile, those following
are the users on Instagram; their profiles and posts are accessible [56]. This is only
possible when the account is not set on private. Initially, these words are some sort of
instructions. However, Gen Z uses these terms particularly when they want someone to
follow them on Instagram. They prefer to use English rather than Indonesia when they
have a conversation regarding this topic. Based on the interview result, it was reported
that whenever they use the Indonesian language, the meaning tends to be biased and
does not fit appropriately in the context. However, it was further stated that the use of
English during conversation makes it easier for them to express themselves and opin-
ions without worrying about grammatical restrictions and meaning [57]-[59].

[5] “loh kenapa di unfriend?”
{*“loh why unfriend”}

Many words serve as instructions on the Facebook platform, such as unfriend, friend,
wall, share, etc. Users are familiar with these words because they are used daily, which
causes Gen Z to automatically use these terms during their conversations. For example,
according to data [5], the speaker uses ‘unfriend’ to express that they have decided
not to be friends anymore with some uses on their Facebook account. Although it was
combined with English, this word was uttered in the speaker’s native language because
they are affected by social media.

[6] “nanti share ya di facebook jangan lupa tag gw”
{“please share it in Facebook and don’t forget to tag me”}

[7] “bagus tuh infonya dishare dong ke Whattshapp.”
{“it’s nice info, share it please to WhatsApp”’}
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Also, for these words on data [6], when the word ‘share’ is clicked on, it simply
implies that they intend to spread some relevant information with their friends. ‘Tag’ is
used when they intend to attach their postings to their friend’s wall and for it to be seen.
Automatically, it was used in their daily conversation. Although their native language
was not English, they combined both to make it easier to understand.

[8] “ko caption nya ga nyambung ya sama fotonya...”
{“why the caption is different with the pic..”}

[9] “banyak banget sih hashtag nya”
{“there are so many hashtags”}

Hashtag and captions are mainly used on social media. These are familiar on
Facebook, Instagram, and tweeter. The hashtag is a label for sharing content [60], and
a relevant topic is shared by adding a hashtag. Conversely, photos are described by the
caption, which emphasizes the happenings of the post. These words are familiar to gen
Z and are frequently used in their conversations.

[10] “di facebook banyak foto dia, kamu bisa download mana yang lo mau”
{“there are many of her pictures on Facebook, you can download which one
you like”}

‘Download’ and ‘upload’ are also familiar terms. Even though it is preferably used
in the English version than their native language, Indonesia, it is used in all situations,
both written and orally. These instructions are used when some pictures, documents
are either extracted or uploaded on online applications. Based on the questionnaire and
interview result, almost 100% of Gen Z use these words in their conversation orally
and written.

4.3  The code-mixing factors on social media

Table 5. The factors of code-mixing

No. Factors Frequencies (N=336) Percentage
1 Social 50 15%
2 Cultural 36 10%
3 Individual 250 75%

Based on Table 5 above, there are three factors of code-mixing on social media refer
to [28] The generation Z does the code-mixing in their utterance 15 percent because
of social factor, there are five aspects in the social factor that influences the use of lan-
guages such as situation, topic, participant, place, and setting. The highest aspect in this
research is the participant. That participant is a member of society; the participant did
it due to habit when using social media.

Next, 10 percent were influenced by the cultural factor; participants did the
code-mixing to show their millennial generation. The last, 75 percent due to individual
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factor, the individual factor has the highest percentage in this research, individual factor
was done by two aspects due to lack or limited vocabulary and showing up the skill
to others. Most of them did the code-mixing because they did not find the appropriate
word to convey their expression; even though they did not know the meaning textually
in their first language (L1), they understood what it meant whole.

5 Conclusion

Indonesia is a bilingual country where English is a foreign language; generation Z
may mix English and Indonesian in certain situations. Some reasons led to mixing
English with the Indonesian language. This study included the code-mixing phenom-
enon among undergraduate program students enrolling for the BA degree. The finding
of this study proved social media has a significant impact on the use of code-mix-
ing by generation Z. This is because many oral and written languages seen on the
screens of computers, tablets, smartphones, and other gadgets tend to impact the
Indonesian language.

The findings showed that they were interested in responding to those who used
code-mixing, conforming to the raised topic, increasing the understanding of the people
they were talking to, or talking about western societies and culture. The frequent fac-
tors that motivated students code-mixing to make up for lack of words, showing their
knowledge of technology and culture have changed, showing that they were educated
and could speak English, showing that they had a linguistic background, or showing
that they were happy and excited.

Additionally, code-mixing occurs when students combine one structural sentence
with another language pattern. The incorporation of two different language systems
within a sentence or the process of equally blending two distinct grammatical sen-
tences. In summary, the process of alternation code-mixing does not have a dominant
language [22].

Information technology has taken complete control of the world. Technology plays
an essential role in developing social media for generation Z, which contributes to
the evolution of language and code-mixing in their daily conversation. This might be
attributed to how aged persons feel more confident while code-mixing both languages
without embarrassment. In recent years, there has been a growth in the number of apps
and social media that provide students with numerous programming lessons and chal-
lenges to study code-mixing [61]. It can be concluded that code-mixing through social
media arouses the student’s motivation to practice their English.

6 Limitation of the study

On limitations, firstly, this study was qualitative with survey design and interview.
Although impact associations were detected, this study was limited in explaining
friendships with students. Furthermore, due to the qualitative approach, extraneous
factors such as individual differences (students’ personality, cultural values) and social
community might also impact the code-mixing [62].

iJIM - Vol. 16, No. 07, 2022 65



In addition, mixed-method studies are needed to separate various factors. There-
fore, future studies should collect more significant expansion that influences students’
code-mixing and determine the causal factors influencing students’ intention to use
social media.
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