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Media multitasking: Motives and effects
CHANG Yuhmiin

Abstract

Media multitasking, also called simultaneous media usage or multi-screening, has
become an increasingly prevalent media usage behavior in the recent media-saturated
environment. Media multitasking means individuals use multiple media during a short
period of time, which has drawn much research attention because of its popularity
worldwide. A series of studies related to the motives and effects of media multitasking
will be discussed, including (1) why young adults multitask with multiple media; (2)
whether different generations have different media multitasking motives and
behaviors; (3) why media multitasking increases the impulse to buy; and (4) what the
relationship is among media multitasking, impulse buying, affective well-being (i.e.,
depression and anxiety), and cognitive well-being (i.e., life satisfaction).
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