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ABSTRACT 

Although based on the earlier emergence, which today is under the influence of 

popular culture, the media, and thus describes just about every source that has the 

opportunity to reach more people. A culture that is available to the majority of popular 

culture media space to put it. Especially, social media that enter until our pockets and 

has become an indispensable part of our everyday life, is making an important impact in 

the formation and transferred of popular culture. By popular culture and social media 

concepts analyzed in this study were studied the role of social media in the formation 

and transferred of popular culture. Thus, current examples that selected about visibility, 

leisure, celebrity, entertaintment and fashion in social media are discussed within the 

framework of the relationship between popular culture and social media and assessed its 

implications. 
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