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Abstract
Purpose:
The purpose of the thesis is to, through an ethnographic case study, understand 20-25 year
olds‘ multitasking habits when watching TV and to create a framework of the distractions
identified for media consumption.
Background:
The changes in technology and the new possibilities of consuming media creates a need to
understand how people in the ages of 20-25 consume media. Advertising on TV is, in Sweden, the marketing channel that companies spend the largest amount of money on. Most of
the statistics regarding viewing rates are collected in a way that might not give totally accurate picture of the actual TV viewing of the consumers. Therefore, it is necessary to do an
in-depth study of the media consumption habits of this group.
Method:
The study will be conducted, through an ethnographic case study where the researchers observe a sample of four people in the target group during 10 sessions. Each session will be
two hours long, and during, the researchers will observe the group‘s media consumption
habits when watching TV. The observers will also look at the multitasking habits of the
group, what media and distractions are combined while watching TV.
Conclusions:
The researchers conclude that multitasking is a common occurrence in the target groups
media consumption. The authors have identified four categories that distracts the viewer‘s
focus from TV commercials. The first three are distractions being, social, media and nonmedia distractions. The fourth category is technical avoidance, where people tend to switch
channels or mute the sound in order to avoid commercials. Further, an important factor affecting the level of multitasking was whether the TV viewing was planned or unplanned. It
was observed that this had an effect on the level of commercial avoidance when watching
TV. Finally, four different models have been created as a framework to help marketers understand the consumers behavior.
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Sammanfattning
Syfte:
Syftet med avhandlingen är att, genom en etnografisk fallstudie, förstå 20-25 åringars multitasking vanor när de tittar på TV och att modeller för distraktioner som identifierats för
mediekonsumtion.
Bakgrund:
De tekniska förändringarna och de nya möjligheterna för på vilka sätt media kan konsumeras skapar ett behov av att förstå hur människor i åldrarna 20-25 konsumerar media. Reklam på TV är i Sverige den marknadsföringskanal som företagen spenderar mest pengar
på. De mesta av statistiken om tittarsiffror samlas på ett sätt som inte kan ge helt korrekt
bild av det faktiska TV-tittande för konsumenterna, och därför är det nödvändigt att göra
en fördjupad studie av mediekonsumtion vanorna för denna grupp.
Metod:
Studien kommer att genomföras genom en etnografisk fallstudie, där forskarna observerar
ett urval av fyra personer i målgruppen under 10 separata tillfällen i objektets hem. Detta
för att skapa en så naturlig miljö som möjligt. Varje observation kommer att vara i två
timmar och under dessa observationer kommer forskarna studera objektens mediekonsumtion vanor när de tittar på TV. Författarna kommer även att observera gruppens multitasking vanor under TV tittandet, tillsammans med vilka media och distraktioner som kombineras i detta sammanhang.
Slutsats:
Författarna drar slutsatsen att multitasking är en vanlig företeelse i målgruppens mediekonsumtion. Fyra kategorier är identifierade som distraherar tittarens fokus från TV reklam.
De tre första kategorierna distraktioner nämligen social, media och övriga distraktioner.
Den fjärde kategorin är tekniska åtgärder för att undvika reklam. En viktig faktor som påverkar nivån av multitasking var om TV-tittandet var planerat eller oplanerat, och det konstaterades att detta hade inverkan på nivån av kommersiell undvikelse när de tittade på TV.
Författarna har skapat fyra modeller som kan användas för att underlätta för marknadsförare att förstå och nå denna målgrupp.
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Introduction

This chapter will introduce the reader to the topic and provide necessary background information that is the
basis of this study. This will then lead to the problem area, followed by the purpose and the research questions. Finishing with stating the delimitations and the definitions used throughout the report.

1.1

Background

―Television is everyday life. To study the ones is at the same time to study the other. There
are TV sets in almost every household in the western world […] their text and their images,
their stories and their stars provide much of the conversational currency of our daily lives.
TV has been much studied. Yet it is precisely this integration into the daily lives of those
who watch it which has somehow slipped through the net of academic inquiry‖ Jensen &
Jankowski, 1995, p. 151).
Advertising on TV has been, and is still today, the most expensive media channel for marketing. In today‘s changing environment of media use, more and more of the consumption
is done through the Internet. Still, in 2008, total expenditure in Sweden by companies on
TV advertisement and commercials was 4.7 billion SEK compared to 1.01 billion SEK for
the Internet. The total advertising expenditure was 12 billion SEK (Sveriges Mediebyråer,
2009).
Further, many TV-channels are solely dependent on revenues from companies wanting to
buy advertising time, and therefore these channels are dependent of the conception that
advertising on TV is a highly effective tool for marketing. ―However, in the same way that
the TV channels would not exist without the commercials, so the art of advertising would
not exist without the clients‘ beliefs about its ability to dupe and persuade‖ (Giles, 2003, p.
107).
The TV has for many years been the only way for consumers to watch TV-shows, the
news and some movies. The TV was something that could be found in every household
(Bishop, 2002) and had, if any, very little competition when it came to providing consumers with these media products. Thereby, advertising on TV has given companies a useful
way to expose their brands and products towards the targeted consumer group.
―We all watch television at different times, but with how much attention and with what degree of commitment, in relation to which types of programs and occasions […] We need to
investigate television viewing in its ―natural‖ settings‖ (Morley, 1992, p. 177)
1.1.1

Recent years development

The development within technology and expansion of Internet use, media is today easily
accessible like never before, being a TV-show or the news. The Internet is competing in
many aspects with the TV but can also work as a complement by TV stations encouraging
people to watch their own shows online through streaming from their own web pages.
With this evolution of ways to consume media, audiences have many new different options
to choose from and can use this to customize their consumption to fit their own preferred
time and place (Rogers & Thorson, 2000).
Consumers are changing their preferences towards media that they can choose, control or
create, and thereby preferring media where they can be a part of the creative process (Rog-
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ers & Thorson, 2000). This development towards media that can be used interactively further changes the consumer‘s preferences when consuming TV.
Further, there are studies showing tendencies of people watching less conventional TV. Although statistics show that the amount of viewed media has not changed, the allocation of
the consumption has shifted towards using other media platforms more frequently (Mediemätning i Skandinavien (MMS): annual report, 2008). Meaning that traditional TV
watching is decreasing every year and therefore also the audience for advertising on TV
(MMS: annual report, 2008).
Instead of just using the TV, other ways of watching TV-shows and movies are becoming
more commonly used, such as downloading from the Internet or streaming media directly
from the Internet to the user‘s computer. This combined with the understanding that
people tend to switch channel or distract themselves in other ways during the commercial
breaks, it can be assumed that focused viewing time on TV advertising has declined. Moreover, statistics from MMS show the distribution during 2008 between different platforms
of use amongst people in the ages of 16-24. It shows that a total of 25% of the media
(moving images) consumption is done through the Internet, either through downloading or
streaming (MMS: annual report, 2008).
1.1.2

Multitasking

When researching media consumption it is important to study the use of the entire span of
media channels and not only focusing on a single type of media. Bausinger (1984) states
that an analysis needs to consider several media at the same time, looking at the whole context. Moreover, Bausinger (1984) argues that it is an unusual occurrence that a single medium is used with full concentration.
Experience has also proven that new types of media increase both the media choices for
the consumer and also change how the consumers dedicate their attention (Reeves & Nass,
1999).
The phenomenon of multitasking is not a new occurrence; it would be seen as a part of
regular life for most people, as they handle a number of different tasks at the same time to
be more efficient but also due to habits and entertainment (Foehr, 2006). In this context,
media multitasking is also becoming more and more common, the routine of combining
the use of different types of media at the same time; this due to the increasing possibilities
that technological development has brought. For many people, especially young ones,
checking emails and talking on the phone whilst glazing at the TV is part of their daily routine (Foehr, 2006).
The changes in technology create a larger span of media channels that can be simultaneously used, causing the consumer to divide or allocate their attention amongst these in different ways.

1.2

Problem area

The new type of media consumption, the researchers argue, has created a need among
marketers, and companies, to understand how time is allocated between various media
channels. In order to create a successful marketing campaign, it is of high importance to
identify the media consumption patterns of the target group. By knowing what media is
most commonly used in the group, marketers can choose the type of marketing that suits
their objective best.
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Further, new ways of consuming media creates a need to better understand how to reach
the target group when marketing a company through media advertising. As TV advertising
still is the largest channel for marketing, it also yields the largest revenues from companies
(Sveriges Mediebyråer, 2009). If the consumption patterns are changing it is important to
know if the marketing on TV is as efficient as it has been previously.
The problem area arises when looking at the information that companies have at hand
when deciding whether or not to advertise on TV. Most of the information is gathered by
organizations such as MMS, and these statistics are based on two different sources:
1. The TV itself, which sends information, when it is turned on about the channel being watched
2. Questionnaires and surveys sent to random samples of the population.
The problem with this type of information the TV only sends out information about it being turned on and that a specific channel is being watched (MMS, 2009). It does not provide any information about the way the TV is being watched. The questionnaires and survey are not providing the full picture since the persons responding might be unaware of
their behavior when watching TV. Leading to the question: Is the TV being watched at all
and if so, how much attention is focused at the TV?
Moreover, if the companies are spending huge amounts of money each year based on these
types of quantitative research that might be giving inaccurate information about the consumer, then how can the spending be justified? This creates a problematic situation where
companies can continue to advertise on TV without knowing if the money could be more
efficiently used on advertising through other channels. To further illustrate the current interest regarding this topic, all major competing TV channels in Sweden joined in a campaign to prove the efficiency of TV advertising, to gain market shares from the daily press
and to attract new advertisers (Westerberg, n.d.). The campaign argues that TV advertisement is still efficient, that studies show people watching the commercials during prime time
and that young people have positive attitudes towards commercials (Reklamkraft, 2009).
There is further interest in this topic, as mentioned previously, due to the enormous spending on TV advertising done by companies and marketers today, and the need for this group
to understand the media consumption patterns when marketing themselves. The effects of
this could help companies market their brand and products in a more efficient and strategically correct way to reach their target group.
Finally, as most previous research has been quantitative, and not specifically dealt with this
topic, it opens the area for further and more detailed studies. Rojas-Mendez, Davies and
Madran (2008) state ―new techniques for collecting viewing information that are more focused on the viewer's behavior during advertising breaks are needed‖ (para. 54).
A study using a qualitative method could help increase the understanding of the behavior
and be useful for marketers to understand how the trends are shifting, which will facilitate
reaching the target audience.
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1.3

Purpose

The purpose of the thesis is to, through an ethnographic case study, understand 20-25 year
olds‘ multitasking habits when watching TV and to create a framework of the distractions
identified for media consumption.
1.3.1

Objective

This thesis aims at opening up the discussion of media marketing channels, with emphasis
on TV. Part of the audience is marketing companies, who will be interested in the results
because the goal is to show patterns of multitasking activities, distractions and what kind of
commercials the participants notice. Through observations, the aim is to understand the
media consumption patterns among people in the ages of 20-25. There are two main objectives of the results; to provide enough informative data in order to create a framework for
multitasking and distractions. Secondly, this framework can be used in order for marketers
to reach their target audience better through the appropriate media as well as understand
what kind of commercials the participants react to.

1.4

Research questions

Based on the problem area the following research questions are considered:


Do 20-25 year olds multitask when watching TV?



If so, how widely spread is multitasking when watching TV, in particular during
commercial breaks?



Is it possible to detect differences between men and women‘s distraction?



Is there is there a behavioral difference whether the viewing is planned or unplanned?



When TV being the secondary activity, what factors make a multitasking person
shift their focus back towards the TV?

1.5

Delimitations

This study will be qualitative with a small target group. It is important to get in-depth information when conducting an ethnographic study; therefore the researchers have chosen
to focus on such a narrow age group rather than a larger target group span.
Also, the study will be conducted with TV-viewing as a base. From this perspective the researchers will study the target group‘s media consumption and identify what distractions
are associated with it. Here, media consumption is focusing on the consumers when viewing TV alone. Based on this, the researchers will study the target group‘s multitasking habits connected with TV-viewing, possibly including other media.
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1.6

Definitions

In order to ease the process of following the thesis, the authors have chosen to define
some concepts and words that will follow throughout the report.
Etnography – Science of describing a group and their habits in detail in order to create an
understanding of objects‘ behavior.
Facebook - A community website allowing people to connect, talk and share files with
their friends. Besides that, there are applications such as a chat, only working when the
page is open.
Instant Messenger (IM) - Real time communication tool, allowing people connected to
the Internet to write text messages to each other (chatting).
- Skype - An instant messenger application, chat and phoning over the Internet.
- MSN - An instant messenger application.
Unplanned viewing - The viewer is watching TV without any specific plan or determined
program.
Planned viewing - When the viewer has planned to watch a program on TV at a certain
time.
“Sponsored by” - In the end and beginning of a TV show, i.e. before and after the commercial break, there is often a company presenting the show with an ad.
Spotify - Music application that allows the user to listen to music, through streaming, from
the Internet. Free version of the application has advertising interruptions.
Streaming - A way of watching moving media directly on the webpage on the Internet,
without having to download the media to the computer. The content is sent in a real-time
stream to the computer.
- TV3 PLAY - Online streaming service of TV shows from the Swedish channel TV3.
Providing access to selected TV3‘s programs whenever the viewer desires.
- TV4 PLAY - Online streaming service of TV shows from the Swedish channel TV4.
Providing access to selected TV4‘s programs whenever the viewer desires.
Voddler - Video application that allows the user to watch movies, through streaming, from
the Internet Beta version of the application has commercials before the video starts.
Zapping - Changing TV-channels without specific pattern, channel surfing.
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1.7

Structure of thesis

6

2

Previous research

The following pages will present previous research in order to provide an understanding of how to conduct the
research for the purpose. The main focus will be to create a base of how people watch TV as well as introducing the concept of multitasking.

2.1

Advertisement avoidance behavior

It is important to know how people avoid commercials as part of their habits when watching TV. Research argues that it is more likely for a consumer to be distracted during the TV
advertising breaks than during the program itself (Moriarty & Everett, 1994). This has been
labeled as advertising avoidance, and is defined as ―all actions by media users that differentially reduce their exposure to ad content‖ (Speck & Elliot, 1997, p. 61)
Avoidance is something advertisers carefully consider (Zufryden, Pedrick & Sankaralingam,
1993). Previous studies show that 28 % of advertising is negatively affected when the viewers switch channels (Van Meurs, 1998); this phenomenon is further likely to involve 8-36
% of the audience (Stafford & Stafford, 1996). However, this research was conducted more
than 10 years ago and as argued earlier, the media landscape changes. More recent studies
show that 80.8% of viewers use different ways to avoid commercials (Tse & Lee, 2001).
Finally, research also found that avoidance for TV is likely to be higher than for other types
of media (Speck & Elliot, 1997).
Speck and Elliot (1997) state that there are several ways to avoid advertisement. These can
be divided into different categories. First of all, mechanical avoidance can be explained as
―channel surfing‖ or ―zapping‖ (Siddarth & Chattopadhyay, 1998). The second category is
behavioral avoidance, also called physical avoidance (Heeter & Greenberg, 1985) as well as
physical zapping (Cronin & Menelly, 1992). Behavioral avoidance means that the TV viewer starts with other activities to avoid TV advertising, this includes talking to someone or
leave the room (Rojas-Méndez et al., 2008).
2.1.1

Why people avoid commercials

Reasons for avoidance could be that people find commercials annoying, disturbing or that
attitudes towards advertising might be negative from the beginning (Edwards, Li & Lee,
2002). Negative attitudes might be the view of advertising as deceiving and misleading,
making people buy unnecessary things ([Pollay & Mittal, 1993] and [Shavitt, Lowrey &
Haefner, 1998]). Other reasons could be that the viewer finds the commercials uninteresting or that they are exposed to commercial frequently. It is also possible that the viewer is
curious of what is being show on the other channels (Rojas-Méndez & Davies. 2005). On
the other hand, positive attitudes towards advertising may be if the viewer considers it to
be informative and helpful for reducing research time (Heyder, Musiol & Peters 1992); the
positive aspects can decrease avoidance (Rojas-Méndez & Davies, 2005).
2.1.2

Differences between genders

Shavitt et al. (1998) observe that men have more positive attitudes toward advertising than
women. Further, generally women tend to multitask more than men, which suggest that
they probably would avoid commercials more (Manrai & Manrai, 1995). Also, RojasMéndez, et al. (2008) found that there is a difference between the genders in terms of
avoidance. Women, and higher educated people, are more likely to use behavioral avoidance, while men tend to use mechanical avoidance. Finally, Rojas-Méndez et al. (2008)
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show that the avoidance through zapping is less important and that behavioral avoidance is
used to a greater extent than mechanical.

2.2

Multitasking

As suggested above, avoidance is not the only distraction from TV commercials; it is also
necessary to consider multitasking. Multitasking can be divided in to two categories, first
off multitasking, which simply means performing several tasks at the same time, such as
eating and watching TV. The second category is media multitasking, which means combining more than one media at the same time, e.g. reading a magazine while watching TV.
Both of them are important for this research; however the researchers will focus on media
multitasking.
A study among young people in the age of 13-24, showed that most of them multitask, and
when multitasking, online activities are often included. Further, online activities are likely to
be combined music and TV (yahoo! & Carat Interactive, 2003). Lenhart, Madden and Hitlin‘s (2005) research showed that when teens are online they are multitasking on the Internet as well, i.e. surfing, emailing, and talking to friends on instant messenger, preferably
while they are on the phone.
Looking at how different genders behave when it comes to multitasking, according to the
research, women are more likely to multitask than men. ―Girls are more likely to multitask
than boys. This may not come as a surprise given the general assumption that women are
superior multitaskers‖ (O‘Connell, 2002; Shellenbarger, n.d., p. 10).
When discussing multitasking, it is important to distinguish between primary and secondary
activities (Foehr, 2006). Which media is used first and which second? Amongst young
people it was shown that in general, the activities involving the computer are often secondary when the television is primary (Foehr, 2006).
Foehr (2006) further presents several different theories about media multitasking. This
quantitative study claim that when it comes to media multitasking and non-media multitasking, TV is more likely to be combined with non-media activities (28%) such as having
dinner, rather than other media activities (13 %). This means that eating in front of the TV
is more common than using IM whilst watching TV.
Foehr (2006) also discusses the issue concerning pairing of media. The study showed that
when a young person is watching TV, he or she is not likely to be media multitasking.
However, when the person is media multitasking, TV viewing is more likely to be involved.
In short, multitasking is something most people do to some extent each day. Also, among
young people, media multitasking is increasingly common. Understanding multitasking is
important for this research simply in order to be able to observe what is going on. The statistics presented above are an important basis for the study since they provide an insight of
people‘s behavior, which will help when performing the observations.
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3

Methodology

The method section aims at guiding the reader through how the primary data is collected through an ethnography using a participant observation. Grounded theory and Practice theory are used to understand the collected data.

3.1

Inductive and deductive approach

The most traditional approach when conducting a research is a deductive approach; where
the research develops from being general to specific (Hornig Priest, 1996). The research
begins with theory as the general aspect and connects this to a specific case where hypothesis will be tested. Inductive approach, on the other hand, moves from a specific case with
the purpose of creating a common theoretical framework (Hornig Priest, 1996).
When performing an ethnographic study, new data is gathered from research and conclusions are made from the findings in order to create new theory, or to identify relationships
between unforeseen factors (Saunders, Lewis & Thornhill, 2007). This approach is inductive, i.e. where new theory is built. According to Machin (2002), this method is mostly used
for ethnographic studies. Despite that inductive studies do not require knowledge of theory
prior to the study; the authors have decided to include a chapter presenting previous research. This chapter is not seen as theory, but more as a clarification of the existing concepts, such as multitasking.

3.2

Qualitative and quantitative data

Hornig Priest (1996) defines qualitative research as in-depth understanding of human behavior. The researchers aim at understanding, exploring, and identifying underlying factors
of behavior and answering the question why some behavior occur and create a framework.
Quantitative studies, on the other hand, focus on making generalizations and a representative result for the designed populations (Marshall, 1996).
Since the purpose of this thesis is to identify behavior, qualitative research is an appropriate
tool to gather the primary data. Moreover, previous research has mostly been quantitative;
in order to contribute, new research using a qualitative methodology where behavior is
identified could be beneficial. In order to obtain background to the problem, the collection
of secondary data will be research concerning people‘s behavior when watching TV, e.g.
TV viewing statistics. This will be useful to introduce the field of research in order to set
the actual time for the observation, while behavioral research helps the observation and
helps the process of identifying important data. It is also useful to test certain theories in
the field and see if they are accurate or not.

3.3

Primary and secondary data

Data collection is divided into primary and secondary information. Primary data is information collected by the researcher from firsthand experience such as interviews, observations
and surveys. The primary data method is aiming at answering a purpose specific for the
study; it is therefore highly reliable due to its distinctiveness (Collis & Hussey, 2003). On
the contrary, secondary data is data that was gathered for previous purpose by someone
other than the researcher and has already been published. It has a wider variety of sources
than primary data, e.g. research papers, articles and textbooks (Collis & Hussey, 2003).
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In order to answer the purpose of this report, both primary and secondary data will be
used. Secondary data will be based on previous research, and used to provide background
information to the problem. Primary data will be of main focus in this report and will consist of an ethnographic case study where four independent participants in the ages of 20-25
will be observed in their home environment when watching TV.

3.4

Sampling and selection

In this ethnographic study, the researchers have decided to, through participant observations, observe two men and two women within the age of 20-25. All participants are students living in Sweden. The reason for the selection is practical reasons such as economic,
time-wise and possible access to people‘s living rooms. The participants were selected
based on their type of lifestyle, i.e. having different level of activities in their everyday life,
interest and preferences. As well, the researchers wanted two men and two women in order
to provide information of how each gender behaves. By choosing participants amongst
people known to the researchers, the selections were based on who would help to give an
as accurate picture of the target group as possible. The observations will take place in the
informants‘ own apartments during 10 sessions per person.
The selected sample for this case study is non-random since it is chosen by the researchers.
It is argued that random sampling probably will result in a representative sample if the characteristics of the research are normally distributed for the population (Marshall, 1996).
However, the aim is to understand attitudes and beliefs through a qualitative investigation
and there is no proof that they are normally distributed, which makes the probability approach inappropriate for this study (Marshall, 1996). Small samples can provide just as informative data and it is important to know that generalizability is not the aim of this research
(Marshall, 1996). The appropriate sample size for this study is the one that will answer the
questions asked. Therefore, the authors believe that a sample of four persons is large
enough for this case study. Since the persons are selected in order to make an as productive
sample as possible it is called a judgement sample (Marshall, 1996). Selection is based on simple demographics such as age, gender and occupation but also whether they will be able to
provide the desired information. For instance, if a person does not own a computer or TV,
there would be no point of including them. The judgement sample for these four cases was
based on certain requirements that would make the four cases representative.
Further, the researchers argue that there are three advantages with the participants being
known to the observers. First of all, it ensures that they actually own a TV and fulfill other
requirements for taking part in the study. Secondly, since the observation takes place in
their home environment and they know the observer, it allows them to be more comfortable than having an unknown person observing them. There is no awkward situation of a
stranger in the room and they can behave as natural as possible.
The researchers also argue that knowing the participant also benefits the analysis. It is easier to understand why a person reacts in a specific way or notice different things if their preferences are known to the observer. By this, one can provide information about characteristics and preferences, such as ―I enjoy cooking and traveling‖. However, there is a possibility that important aspects are left out unconsciously. Then, if the observer knows that
this person also is passionate about animals, even if it is not mentioned, more information
can be analyzed and understood better. However, knowing the participants have its downsides as well, for instance that certain patterns might be overlooked. If the observer is familiar to the participant acting in a specific way it could be harder to notice as a specific
behavior, which an unfamiliar observer might have noticed. Also, the researchers argue that
the participants feel more comfortable with a familiar person observing. Yet they might still
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act differently, being concerned that the observer could judge them based on the behavior
and still act differently than normal. It could be difficult to maintain the somewhat formal
atmosphere, having to act differently than usual, e.g. not being allowed to talk to each other. Keeping this in mind, the researchers argue that the positive aspects outweigh the drawbacks.
3.4.1

Ethical issues

All researchers have to deal with the issue of ethics when conducting studies involving participants. First off, all participants in a study should be offered anonymity where it is ensured that they cannot be identified at a later stage (Collis & Hussey, 2003). The authors
decided in an early stage to keep all the cases anonymous since their names are not of significance to the study. In order to ease the analysis process, each case has been given a fictitious name in the empirical findings. Although, the participants have been informed that
profiles will be created with accurate information; these are important for understanding
the behavior and persona.
Secondly, all participants should be informed of their whole role in the study and whether
the findings will be public or not (Collis & Hussey, 2003). All four participants are aware
that the observation is taking place but are not informed of the purpose. The researchers
argue that their behavior will be as natural as possible if the purpose is not revealed. Also,
the participants are aware that field notes are taken during the observation. After the analysis, the participants were informed of what the researchers have been observing during the
10 sessions; in addition they were all provided a copy of the final report.

3.5

Research strategy: Ethnography

Ethnography is the science of describing a group and their habits in detail, with the purpose of creating a deeper understanding of how objects behave, rather than aiming at making general statements (Machin, 2002). The most characteristic element of an ethnographic
research is the fieldwork, where the researcher enters a case with the aim of identifying behavior and patterns. Combined with the presence of the observer, the researcher should be
active by asking clarifying and controlling questions of what is observed. These findings
should be noted to draw well-based conclusions in a later phase (Fetterman, 1998). This
means that questions will be asked during the observation, e.g. what the participant is doing
at the moment.
Further, the ethnographer should enter the field study with an open mind in order to identify all elements essential for the study. However, being open-minded is not equal to being
unprepared. The ethnographer needs background information, such as previous research,
to be able to interpret and make use of what is being observed (Fetterman, 1998). As mentioned earlier, the background information has consisted of previous research to construct
the base for the study. Ethnographic method theory will guide the researcher throughout
the study and simplify the interpretation of collected data. In addition, background information will ease the process of identifying distractions and biases of the study. Being aware
of these prior to the research will make it easier to look past and tackle them (Fetterman,
1998).
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3.5.1

Ethnography as an analytic tool

The ethnographer‘s task is not solely to collect data, but more importantly to make sense of
the information gathered (Fetterman, 1998). Hence, the ethnography continues after leaving the field study. The most creative part of an ethnographic study is when reconfiguring
all notes to see connections between the findings. It is therefore important to have clear
and structured notes from the fieldwork; where every situation, moment and feeling needs
to be written down (Arvastson & Ehn, 2009).
Continuing, Spradley (1980) argues that there are two steps in the process of translating the
findings. First off, the researcher needs to make sense of the findings and decode the data
to find patterns and to understand the specific social situation. Secondly, the conclusions
need to be communicated in a written version to reach the audience of the study. The ethnographer needs to develop skills in presenting the data as a document. This is also important since there are three ethnographers in this study and the data needs to be compared
carefully making sure everyone is observed in the same way.
The process of writing an ethnographic report is harder than people tend to think, there are
many interpretations and underlying factors that need to be identified and taken into consideration (Hornig Priest, 1996). This issue is relevant for the authors of this thesis since
the topic is somewhat abstract and hard to measure. Another problem in the process is for
the researcher to be objective (Spradley, 1980). After working with the research for such a
long time, it is easy to lose track of the reality and only see things one wants to see.
Also, much depends on the researcher in order for the report to be well presented, e.g. to
have critical thinking and well based sense making (Fetterman, 1998). The researcher also
has two scenarios to overcome; to either identify valid but uninteresting data or invalid but
fascinating data (Fetterman, 1998). The latter is of an issue in this report, where a lot of
thoughts are emerging of how to execute TV advertisings in the best way possible.
There are different techniques to make sense of the data; the ones relevant in this study are
Triangulations and Patterns. Triangulation is the process where equivalent data is compared
in order for new theories and results to emerge (Fetterman, 1998). The researchers test information against each other to eliminate alternatives; the comparison helps to test the
quality of the information. A triangulation always improves the quality of a report as well as
putting the whole study in perspective (Fetterman, 1998). Triangulations will be used in this
report in the aspect of comparison, where the findings from the three cases will be compared and analyzed.
The second technique of sense making is the search for patterns. The ethnographers search
for patterns throughout the whole study in order to create reliability of the findings (Fetterman, 1998). Patterns in this study will emerge from the field notes from the observations
and from comparison between the four cases.
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3.6

Data collection

Based on the theory behind ethnography, data will be collected by investigating people‘s
behavior during commercial breaks; an observation will take place in selected people‘s living rooms. The aim is to identify distractions and multitasking patterns when watching TV.
TV will be the main focus of the observation, although other media consumed during this
time will also be noticed.
Further, there are several ways of conducting an ethnographic study, in this report data will
be collected according to the following model. First off, the purpose of the ethnography is
identified, which in this case is the purpose of the thesis. Data will thereafter be collected
through participant observation. This will be explained further in 3.6.1. In advance of the
observation, a profile will be conducted of all participants; this refers to the second step,
―asking ethnographic questions‖. Followed by the questions is the actual collection of data, which should turn into an ethnographic record of the notes. After collecting all information the analysis may begin, later resulting in the writing an ethnography. This model works
as a reminder of the process and steps when conducting this study.

Figure 1. The ethnographic research cycle. Source: Spradley (1980)

3.6.1

Participant observation

Participant observation is the typical, and most efficient, tool when performing an ethnographic study (Arvastson & Ehn, 2009). According to Saunders et al. (2007), participant
observation is a high involvement research tool, where the observer finds a way to participate in the participant‘s life and actions. It is aimed at creating a close relation with the informant, where the observer can note ―what is going on‖ in real life, by not just observing,
but participating (Fetterman, 1998). This type of observation requires close contact with
the participants.
A participant observation is divided into two parts; firstly, the observer is participating in
the real life and is acting together with the informant. Secondly, the researcher needs to
take on a professional role where the essential data is gathered and made sense of (Fetterman, 1998).
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Further, the aim is to observe how and to what extent the participants are multitasking and
distracted when watching TV, focusing on their behavior during the commercial breaks.
An example of multitasking could be if the participant turns on the computer during the
commercial break while glancing at the TV. Another example could be if the participant
picks up a magazine while looking at a TV show. Important to note is that zapping is not
multitasking, however a part of commercial avoidance and a distraction from viewing the
TV advertising. The researchers plan to record the multitasking behavior and categorize the
different types of multitasking and distractions.
3.6.2

Informal interview

During an ethnographic case study, it is essential to be active during the observation to be
able to interpret the situation. Also, in order to get deeper understanding about the context
of the study, informal interviews should be conducted. According to Fetterman (1998),
―The interview is the ethnographer‘s most important data gathering technique‖ (p. 37).
There are different types of interviewing strategies that can be used in an ethnography. In
this report, an informal interview approach has been chosen since it will complement the
observation. Fetterman (1998) also states that informal interviews are the most common
type of interviews used in ethnographic research.
Continuing, the reason to why informal interviews are most appropriate for this study is
due to their low profile. Informal interviews aim at being user-friendly and discrete to the
interviewee. Although an informal interview is different from a conversation it is mostly
seen as a mixture of an interview and dialogue without structured or planned questions.
When informal interviews are done properly; they should feel like a conversation but at the
same time answer the researcher‘s unanswered questions (Fetterman, 1998).
Some information is invisible for the observer but essential for the study, such as the participant‘s feelings and thoughts. Hence, the researcher can use the informal interviews to
clarify what is being seen, as well as identifying underlying feelings and thoughts (Fetterman, 1998). These questions will further inform the researcher of the participant‘s behavior
and the process of making sense of what is seen will be simplified (Fetterman, 1998). Examples can be if the participant likes the TV-show he is watching or to clarify what Internet pages he is surfing at the moment.
According to Spradley (1980), the ethnographer should start the observation by asking descriptive questions with the purpose to understand the context and the participant. The authors have divided this into two parts, first off making a descriptive profile of the four participants, followed by questions to understand the situation before each session (followed
below). These questions are referred to ―asking ethnographic questions‖ in the ethnographic research cycle model. The answers from these questions will also be included in the field
notes.
In this study the researchers are looking to gather as much relevant information as possible,
as to what would affect the participant‘s media consumption habits. Any information that
could be used as a variable will be taken into consideration. Therefore, the researchers
have, based on ethnographic theory from the method section, created a set of questions
that will be asked to the participants. These will give necessary background information
about the participant and also create variables that could affect the observations on a daily
basis.
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The following questions will be asked prior to the start of the ethnography in order to
create a profile:


Age



Gender



Nationality



Occupation



Civil status



Social skills, active person, hobbies



Living arrangement

Further, questions regarding their state of mind and mood will be asked each day before
the observation begins. These will be general, informal questions, which are stated below:


Mood. How are you feeling?



Schedule, busy day? Stressed?



What did you do before I arrived?



How the day has been (e.g. straight from school or from coffee with friends)?



What are you doing now?



Any plans for tonight?



Planned or unplanned viewing of the TV-show?



Has the participant seen the show before/interest of the show? Is there any show
you plan to watch tonight?

3.6.3

Researcher role

There are different types of roles a researcher can take on before entering an observation.
They mostly differ with the level of involvement the researcher has towards the activity and
social situation of target (Spradley, 1980). The most appropriate research role for this study
is passive participation, where the observer is present at the scene but passive in the actions. The researcher should find an observation post in the setting and stay there, without
interacting in the social context (Spradley, 1980).
The participants will be aware of the fact that an observation is taking place. However, they
are not fully informed about the purpose and are encouraged to ―act as normal‖ and not
take notice of the observer (Smith, 1997). The participants will be free to do whatever they
want to and hopefully feel as comfortable in the situation as possible.
In the beginning, it is hard for the participant to behave normal when knowing someone is
observing him or her. However, Fetterman (1998) argues that people tend to, after a period
of time, forget that they are being observed and fall into their regular pattern of behavior.
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In order to obtain as much data as possible in an observation, it is important for the researcher to be able to exclude from conscious awareness, i.e. to ignore aspects one just sees
as a participant. As a researcher, one needs to take a step from being solely a participant to
being a participant observer, where he strives to become explicitly aware of factors others
tend to avoid (Spradley, 1980). Being an observer also includes taking field notes simultaneously during the observation to be able to capture all actions and feelings.
3.6.4

Ethnographic equipment

The difference between being solely a participant in a situation, and being a participant as
observer, is that the latter one records what is going on. Records are kept through field
notes, pictures and tape recordings, with the purpose of documenting the social situation
(Spradley, 1980).
An appropriate tool could be to record the observations by video tapes. However, due to
restrictions such as the participant acting differently when being recorded and the lack of
interaction from the ethnographer, the researchers have decided to solely record the findings by pen and paper. They are appropriate due to convenience and high level of information since they are recorded at the scene. Another alternative way would be for the observers to bring a computer to the observation (Fetterman, 1998). As a consequence, one could
argue that having a computer would interfere more in the setting and would distract the informant to a higher degree than the more discrete paper. The researchers will after the observation, transfer sample of the notes from paper to a document on the computer, which
will be presented in the appendices.
However, it is impossible to record everything that goes on in an observation; therefore,
the observers should focus on some aspects and make sure to note them simultaneously as
the observation occurs. These types of notes are called condescended accounts, where the
researcher record single words, phrases and shorter sentences in order to keep up with the
phase of the observation (Spradley, 1980).
Expended account is an extension of the condescended account, where the observer completes the condescended account with details and thought of the bigger picture (Spradley,
1980). These notes should occur right after leaving the setting when the ethnographer has
the situation fresh in mind.
Having a structured system of the field notes is important, especially when having more
than one observer (Fetterman, 1998). In this report there are three researchers, which mean
three ways of doing the field notes. Having a structured system makes the records more
similar and simplifies the interpretation as well as the analysis.

3.7

Grounded theory

Since this is an inductive study, grounded theory is useful for the process of creating new
theory. Grounded theory and ethnography have many similarities as the first steps and
parts of grounded theory are covered in the ethnography, the focus here is to explain the
last steps as a complement to the gaps in the ethnography. Also, grounded theory guides
the researcher through the note taking, the structuring as well as the analysis.
First of all, introducing the concept of grounded theory; it is divided into two schools with
different approaches to how to execute and analyze. The Glaserian School argues that the
information is out there and that in order to understand it, the researcher should not have
any prior information before starting (Locke, 1996). Prior information will influence the re-
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sult and study; therefore the researcher should keep an as open mind as possible (Locke,
1996).
The second school is the Straussian, which differs in the sense that the knowledge and experience of the researcher in a certain field actually can enhance the research and be useful
in the analysis (Strauss, 1987). Since the study of this report is based on previous research
and some knowledge and experience exists from the researchers, the Straussian School will
be used for this study. According to Strauss and Corbin (1998), the aim of the study is not
always to create new theory, providing a clear description of a phenomenon is a just as valid outcome.
There are different procedures that should be included when conducting a grounded theory
study. This simple model that is put together by the author‘s presents a few of the steps.

Figure 2. The authors model of grounded theory

Coding involves identifying different categories based on the field notes. Essential to coding is to consider conditions and interactions (Strauss, 1987). These different codes turns
into memoing, which is links and connections based on the codes, this is the preface of
analysis. After memoing, the codes and memos will be sorted in order to make sense of the
data and finally come up with new theories through writing (Strauss, 1987). Not mentioned
in the model is constant comparison, which should be continuous throughout the study
(Strauss, 1987). Hence, the Straussian School is generous in terms of letting the researcher
chose which steps to include for their specific study (Strauss & Corbin, 1998). The researcher decided what fits to their case and what is important and what is not. The researcher should focus on a main event, the actions and interactions included (Strauss &
Corbin, 1990). Connecting to this study, the main event takes place in the participant‘s living room and by coding, memoing, sorting and ethnographic theory, a phenomenon
should be possible to identify. Constant comparison occurred when the researchers met
every third time to compare both their own notes and to each other, to coordinate the observations well as possible. Strauss and Corbin (1990) also state that the amount of notes
attached to the paper depends on the paper itself and is up to the researchers. The researchers argue that notes from two observations per case are sufficient in order to show
how the notes were taken and the content. Since, the aim is to discover patterns and not
every single detail, a summary of the compiled information gathered is provided in the empirical section.
Note, grounded theory is a complex method, but since ethnography is the base of this
study, it is used as a complementary method and is therefore simplified. As the Straussian
school argues, the researchers are given free hands and can decides how detailed and what
steps to include.

17

3.8

Practice theory

Practice theory is used to understand the underlying reasons to why people act in a certain
way. Since this is an ethnographic study, aiming at understanding the participant‘s behavioral patterns when consuming media, this theory will provide the knowledge needed in
order to understand what is being observed.
According to Bourdieu (2009), practice can be seen as a ―spectacle‖. The observer has no
part of the situation, more than just observing. In specific situations, it is necessary to understand ―predetermined set of […] actions appropriate to a particular stage-part‖ (Bourdieu, 2009, p. 2). Culture can sometimes be viewed as a ―map‖ to navigate in an unfamiliar
environment and helps an outsider to understand the surrounding and how to operate in it.
It is not enough to simply get into the situation itself, it is also needed to interpret actions
in order to get a complete understanding (Bourdieu, 2009).
Further, based on Bourdieu‘s research, other authors, such as Schatzki (1996), has also explained practice theory as an attempt to an explanation of how people‘s behavior is connected by links. Everything that is said and done is reflected by the situation, context and
environment, not only from the person it comes from. Schatzki (1996) identifies three major avenues of linkage. First of all ―understandings, for example, of what to say and do.
[Continuing with the] explicit rules, principles, precepts and instructions; and through ‗teleoaffective‘ structures embracing ends, projects, tasks, purposes, emotions and moods‖
(Schatzki, 1996, p.89) All these aspects connect and influence how people act and talk. Patterns are created, not only through body language but also from ways of understanding and
knowing how (Reckwitz, 2002). These are mental activities that we process and are qualities
of a practice of what context the person is within and may not necessarily be qualities of
the individual him/herself (Reckwitz, 2002).
There are two types of practices. The one of interest for this research is dispersed practices
that discuss how to do a certain thing, which is understood by a large group of people
(Schatzki, 1996). It is a collective practice that allows people to perform in a context, creating a common understanding. People understand how to behave in certain situations
(Schatzki, 1996). This is helpful when analyzing a social situation because it helps the researcher to understand that people does not solely act on their own behalf. This research is
argued to be a social phenomenon in the context that TV is often multitasked in combination with social distractions such as IM and the phone. Multitasking is an increasing way of
living and if the society acts in a certain way, it is likely to influence the individuals‘ behavior as well. Also, e.g. if someone receives a call or message encouraging them to turn on a
certain channel, suddenly two tasks are combined, socializing and watching TV.

3.9

Limitations

It is important to take into consideration that the surroundings will influence the result.
Since the observation will take place in the participant‘s own home environment, one can
assume they will not be affected by factors making them act differently than normal, such
as people shouting or not having control of what channel on the TV that is being watched.
The only reason of acting different is the presence of the observers, however, this is inevitable. As mentioned earlier, the participants might be affected by the presence of the observer at first, but it is assumed that they will adjust and take less notice of the presence of
the observer as time goes. In the beginning there might be a bias in their behavior and they
might not act as usual even though that is encouraged. However, since these are friends of
the observers, the participants should be able to be as relaxed as possible, compared to if a
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stranger would perform the observation instead. As theory suggest, their behavioral pattern
should become as normal as possible after a number observations (Marshall, 1996).
Other bias to consider is the researchers‘ own views; does the own experiences influence
what is observed, since the researchers have their own experiences within the field that
might affect the observed phenomenon. Fetterman (1998) states that the more information
and familiarity one has to a situation as an ordinary participant, the harder it is to be a participant observer and see the hidden messages. However, the researchers can only try to be
as aware of this as possible and go in with an open mind.
Further, another limitation is the short time span. The researchers have to take this into
consideration and have designed the study in order to fit the time frame. One option for
this study was to actually move in with someone to observe for about three month. However, due to the short notice and other outside factors that was not possible. Further, the
researchers argue that the 10 occasions is sufficient to start recognizing patterns and valid
information for this study. Since the researchers are familiar with the phenomenon that is
being research, decided after careful consideration the 10 occasions for the qualitative case
study is enough to get adequate information.
There are some disadvantages with the chosen method. It is quite time consuming way of
gathering data, many hours and occasions need to be dedicated to the mission. As mentioned above, the aim was first to perform the observation for several months. That was
not possible to the researchers schedule as well as the participants. Further, when limiting
the time span to 16 days to perform the 10 observations, the researchers are still limited by
the schedule of the participants. The participants are given a set of days and hours when
the observation should take place, but still decide when they have time participate. Timing
of the observation is also important since the participants are students the chosen weeks
had to be after exam week, when students could be assumed studying more than regularly.
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4

Empirical findings

The following chapter is a summary of the field notes taken by the researchers; they contain information both
from the observations as well as answers from the informal interviews. Finally, a summary of all four cases
with their similarities and differences will be presented.
All four participants have been observed for a total of 10 different occasions in two hours
sessions, during a four-week period (week 44-47 2009). As the study is subject to the objects availability for participation, to be certain of getting 10 different sessions of observations and to make up for missed days, the time span runs over of four weeks. Because our
target group is in the ages between 20-25, the chosen days will be between Monday –
Thursday, excluding the week-ends where one can assume that this target group consumes
TV in a significantly differently way, for instance in groups.
According to the yearly statistical research done by MMS, the peak time‘s of television
watching is between 6-10 PM as shown by graph 1. Although this is for the entire population regardless of age, one can still assume that this statistic is relevant for our target group.

Graph 1. Rating (%) hour per hour. Source: MMS annual report (2008)

According to statistic gathered by NORDICOM (Nordic information center for Mediaand Communication research), 69% of people between the ages of 15-24 and 78% of
people in the ages of 25-44, watch TV during the hours of 19-22. Because our target group
is people in the ages 20-25, we will conduct our observations between these hours, i.e. during prime time. These types of statistics are often gathered in two different ways, either by
the TV sending out information about when it is turned on or through questionnaires sent
to the target group. It does not take into account the times when the TV is on (MMS,
2009), but the person using it is multitasking or using some other type of media, which
could affect the focus of the person.
Below, all four cases and the findings from the observations will be presented. The information is a summary of the field notes and consists of answers from the informal interviews and from the participant observation. The researchers distinguish between planned
and unplanned viewing. The participants were asked at each occasion whether the viewing
was planned or not, since this is important background information for each observation.
Important to note is that for all planned viewing consisted of one show, and the remainder
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of the observation therefore was unplanned viewing. The participants simply continued to
watch TV without any specific program to watch.
The researchers have chosen to, in the end of the chapter, summarize all the four cases together in order to see general patterns of consumption as well as being able to see similarities and differences between genders. This will ease the process of analyzing the findings.

4.1

Case 1 – Emma

One of the female participants, called Emma in this study, is a Swedish 23 year old business
administration student on her third semester at Jönköping International Business School.
Emma is single, living alone in her own 45 m2 apartment. In combination with her studies,
Emma also works part time during the weeks. Exercise and active living is important to
her, which means she spends little time in her apartment. She enjoys spending time with
friends and has many friends living close by, resulting in them spending quite a lot of time
at each other‘s places. Emma is focused on her studies, but is also concerned about her
spare time and enjoys shopping, having coffee with friends, clubbing and exercise in different forms. A selection of the field notes from Emma‘s observations can be found in Appendix A.
The kind of TV shows Emma would be likely to watch is reality shows, or humoristic series. With Emma‘s busy schedule, she often streams the TV shows she misses online at e.g.
TV3 PLAY and TV4 PLAY. Her approximate viewing per day is one to two hours. Hence,
the TV is almost always on when she is at home but is then used as company, rather than
focused viewing. Also, even though the kitchen is a separate room with a kitchen table,
Emma states that she always eats in front of the TV.
In Emma‘s living room the TV is placed by the wall, not having a central part in the room;
it needs to be turned towards the sofa every time it is used. The TV is a flat screen, 24‖,
and with no extra sound system. The portable computer is placed on the table in front of
the sofa.
4.1.1

The study

As mentioned earlier, the selected participants are known to each observer. However, entering someone‘s living room with the owner not being allowed to communicate with the
observer is likely to be uncomfortable in the beginning. The observer was sitting in the
same sofa as Emma, in order to make the situation as comfortable as possible, rather than
sitting across the room more obviously focused on her. Emma handled the situation quite
well, she was not sure how to act during the first observation and tried to make contact
with the observer, but soon realized it was no use, since the researcher simply gave her
short answers to questions, no incentives to talk and more or less ignored her. Therefore,
she adapted to the situation for each observation. After the fourth observation, she barely
took any notice of the observer and acted as relaxed and natural as possible. Also, since it is
accustomed for the observer and participants to small talk about events during their day
and their mood, the informal interviews were more of a normal conversation and the participant could act very relaxed when answering the questions.
4.1.2

Observation

Most often Emma was in a good and relaxed state of mind when watching TV. Being an
active person, often doing several activities at the same time, the TV was a way of taking
her mind off things and relaxing. If she felt stressed, the TV would not be prioritized and
the other tasks would be taken care of instead.
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During the first week of the observation, Emma was in a good state of mind since the exam week was finished. At three occasions the viewing was planned and her focus was on
the TV, the primary activity. During the commercial break she would watch a few commercials after the ―sponsored by‖ before switching activity. Often she turned on the computer on the table in front of her and logged on to Facebook, making the TV the secondary
activity. If she did not use the computer, she would go up to get a glass of water or something in the kitchen. When she heard the ―sponsored by‖ coming up and the program starting again, she would finish her other tasks and continue watching the show.
The second week was similar to the first one; Emma‘s workload was not affecting her in
any specific way or her stress level. Two of the viewings were planned and the pattern followed the first week. When the viewing was unplanned, she was more likely to be zapping
through the channels and use the computer to a greater extent. Also, Emma often starts to
send or reply to text messages on her cell phone when the viewing is unplanned.
Continuing, the degree of commercials she views when the viewing is unplanned are less
than for planned, since she tend to be zapping more and is not waiting for any specific
show to begin. Emma distracts herself with objects around her, most often the computer
or the cell phone, otherwise she would tidy up in the room or prepare things for the next
day if necessary.
Finally, during the third week Emma had a busier schedule and less viewing was planned.
Even though she did not feel particularly stressed she was sometimes more tired when getting the chance to relax in front of the TV. Otherwise the behavior followed the one for
unplanned viewing from the second week. However, when she felt more tired she would
not get up to leave the sofa to the same extent as otherwise. She would still turn on the
computer, using Facebook, or her phone, sometimes looking up towards the TV if she
heard a familiar sound or song, and then return to the TV as the primary activity when the
commercial break was over.
4.1.3

Patterns

The participant showed different patterns depending on the viewing being planned or not.
If there was no specific TV show Emma planned to see, she was more likely to multitask
and distract herself in different ways. Also, she did not watch the show that carefully. 4 out
of 10 viewings were unplanned. The ―sponsored by‖ before each commercial break would
always be seen but then she started zapping, changing the channels without any specific
mission, stopping at any random TV program until something interesting appeared. If
there was nothing of interest on or solely commercials, she would go up to do something
else, turn on the computer or text with a friend.
Other noticed patterns of Emma are the multitasking combination with the TV. Most often she booked a class for her gym or went through things for work the next day during
the commercial break, but also during the TV program. The event of studying or actually
learning something never occurred in combination with the TV. However, structuring or
preparing for non-academic activities occurred several times.
6 out of 10 times were planned viewing and the participant watched the program carefully.
Before the commercial break, when ―sponsored by‖ appeared, Emma continued to watch a
few commercials before getting distracted. The most common distractions used were Facebook or the cell phone; note that she did not change the channel that often but multitasked instead. However, even though it was a show Emma wanted to see, if she received a
call or text, the program became the secondary activity and most of her attention turned to
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the phone call. Further, if someone on e.g. Facebook or a text encouraged her to turn on
another channel to see something the person was watching, she would switch the channel
and joins the discussion about that program instead. The first show was then no longer
important; Emma said that she would watch it online later.
Similar distractions as for the unplanned viewing were getting up during the commercial
break to get some snacks, water or other things from the kitchen. But Emma still would
not be absent from the living room as long as with unplanned viewing and did get more
exposure to commercials.
4.1.4

Distractions

From grounded theory, using coding, the following distractions were identified for Emma.
Non-academic tasks such as preparing for work and booking classes for the gym occurred
4 out of 10 times during the commercial break, 3 of these when the viewing was unplanned.
Continuing, in comparison to the other distractions, Emma distracts herself often by socializing, when watching TV. Regardless if the viewing was planned or not, the cell phone was
often used during the commercial break. After asking her, the observer noticed that the
calls or texts were rarely related to the TV show and most often she replied to a text rather
than sending completely new ones.
10 out of 10 observations, the computer and Internet were used to some extent during the
commercial breaks. The web pages used were always Facebook, including the Facebook
chat, and at some times the web page of her gym. Emma does not tend to read emails or
online newspapers when watching TV. Her distractions and multitasking activities are
mostly social or something she needs to prepare for the next day.
Further, domestic chores such as tidying up in the room or kitchen, or getting up to grab a
snack or water occurred quite often during the commercial breaks. Tidying up was most
likely to occur if the viewing was unplanned.
Finally, Emma‘s rarely changes channels or mute the TV. Zapping started at the times she
was tired, 2 out of 10 times, or if the viewing was unplanned, but not during every commercial break. Otherwise, Emma was more likely to use another media or get up from the
sofa to do something else.
4.1.5

Commercials

Knowing Emma‘s taste and preferences helps the understanding of what commercials she
noticed. At times, she sang along with the music or focused her eyes on the TV. Most often she looked up from her distractions to the commercials when popular music such as
―Eminem‖ and ―Michael Jackson‖ appeared somehow. Further, Samsung had a happy
song that also made her start to ―get in to the music‖. Hence, this does not imply that she
was watching the whole commercial, more than noticing music appealing to her. Since, the
observer knows that Emma does indeed like this kind of music; it makes sense for her to
notice something that goes along with her taste.
Further, at several occasions, Emma reacted to a TV commercial when an English speaking, deep, male voice spoke. This commercial was promoting online poker; something the
observer knows that Emma has no interest in. However, the dark voice and switch in language (not being Swedish) made her notice and watch the commercial anyway.
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4.2

Case 2 - Johan

One of the male participants is, in this study, called Johan. He is a 25-year old Swedish engineering student at the Jönköping University School of Engineering, finishing his seventh
semester. The civil status of Johan is single and he is living in a 25 m2 one room flat at a
student accommodation. He is a social and active person who enjoys having people around
him. Besides being a good student, a few hobbies worth mentioning are biking, creating
minor projects (like movies) as well as spending time with friends. Field notes from the observations can be found in Appendix B.
Since he is studying construction and architecture he enjoys interior design, which probably
will influence his choice of programs. Further, he is a positive person who likes comedies
and popular series. Johan states that he usually watches movies streaming from the Internet, connecting the computer to the TV screen. If he is watching TV, it is mostly to ―kill‖
time and relax, not because there is something specific he plans to see. Further, he also
states that he usually eats in front of the TV. The TV is only turned on when he is watching it.
Concerning the layout of the room, the TV is placed central in the room, right in front of
the sofa. It is an old non-flat screen TV of 24‖ with no special sound system. The computer is placed far away from the TV on the desk behind a self-constructed wall. The table is
placed on the side of the TV, making it hard to see the TV from when sitting at the table
4.2.1

The study

After trying different places, the observer was placed in the same room as the participant
but at a table 1.5 meters away, since Johan stated that it made it easier for him not to notice
the observer, rather than sitting in the same sofa. He was uncomfortable the first three observation, having problems with not communicating with the observer, but during the following observations he adapted to the situation and was able to avoid interacting with the
observer, apart from the informal interviews. Also, most of the questions from the informal interview were more of a normal conversation between the observer and participant
since it is natural to start a friendly conversation about how the participant is feeling and
how that day has been, without it feeling like an interview.
4.2.2

Observation

Johan is a relaxed person who is not easily stressed with a happy and positive spirit. He is
socially active and talkative but those times he was watching TV it was mostly to relax or
just make time pass by quicker. Most of the viewings were unplanned, simply using the TV
to take his mind off things. 2 out of 10 times he was quite tired, which reflected his pattern
in the sense that he stayed more in the sofa just zapping instead of getting up to do something else in the room.
During the first week Johan was in a satisfied state of mind, since he did not have any
heavy workload at school. When he was lying relaxed in the sofa watching TV, and it was
mostly to kill time, since he did not have anything special to do. He did not plan to see anything special and was simply zapping through the channels until he encountered an interesting program, he did not stop at any commercials. In the event of only commercials being on at that moment, he would get up to use the computer instead, returning back to the
TV when the commercial break was finished.
The second week was similar to the first one. Johan had more work to do on one of the
days but nothing that affected him particularly. Although, when the work load from school
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was bigger he was a bit more tired and stayed in the sofa more, continuing zapping during
the commercial breaks with the difference that he did not move away to the computer as
frequently as before. Also, during the second week there was one planned viewing which
had the effect of the viewing being more focused and during the commercial break he
would start zapping for a minute, return to the channel, get up to the computer and return
when he heard the program start again.
During the third and fourth week Johan continued to feel relaxed and not having much
that caused him to feel stressed. He did not have any planned viewing during these observations, causing him to continue with the previously observed pattern of behavior, both in
his viewing and during the commercials.
For Johan, the TV is most often the primary activity and he does not tend to multitask to
any significant extent during the actual show. There is a shift during the commercial break
and the TV becomes the secondary activity since he leaves the sofa to get up and do something else. At a few occasions, he started to taking care of things in his flat such as tidying
up or doing the dishes. The TV would be on in the background but he did not seem to
react to anything specific that was on, since he never showed signs of reacting to the sound
or turning his eyes towards the TV. Hence, there is one exception, which involved screaming in a beer commercial. He stated that he really liked that particular commercial and did
turn towards the TV when he heard it being on.
4.2.3

Patterns

9 out of 10 times the viewing was unplanned therefore it is hard to distinguish any clear
pattern differences between Johan‘s planned and unplanned viewing. He does not follow
any specific TV shows, which means that his patterns are mostly based on unplanned viewing. This can still be seen as a pattern of importance as Johan, not following any specific
TV shows on TV, being less exposed to advertising and having a higher level of advertising
avoidance. When watching TV, he does not watch any program carefully, there might be
TV shows he is interested in but if he finds something of more interest he will switch to
that one instead. When the commercial break comes on, he sees about one second of the
―sponsored by‖ before changing the channel. Then he would continue zapping through the
channels, not stopping at any commercials, and maybe end up at a new program of interest.
Sometimes he went back to the first show after a few minutes.
In the case of only commercials being on or no program he wished to see, Johan would get
up to use the computer instead. Windows open on the computer was always, an instant
messenger program, Facebook or blogs. He did not read any online newspapers or magazines in combination with the TV, nor did he do any work related to university assignments. According to Johan, he would focus on schoolwork separately and not using the
TV when studying.
If the cell phone rang or if he received a text message, he would reply and the TV became
the secondary activity. However, he did not actively use it himself to write new texts during
the program or the commercial break.
4.2.4

Distractions

The most commonly identified distractions for Johan were primarily zapping, technical
avoidance. Technical avoidance occurred at every occasion to some extent. Although there
was only a single occurrence of planned viewing, which caused a decrease in Johan‘s technical avoidance, as he would be zapping less and always seek to return to the channel where
his program of preference was shown.
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As Johan‘s computer was not available for use from the sofa, the occurrence of multitasking with the computer was low. Yet the use of the computer and the Internet occurred at
the majority of observation. The Internet was used to socialize through Facebook or IM
applications.
4.2.5

Commercials

Since Johan barely is exposed to any commercials, due to the frequent zapping, it is hard to
determine what kind of commercials he notice and watch. The one type of commercial he
actually stopped at, when zapping, and watched was a beer commercial, with a humoristic
tone that included a trendy decorated apartment, high-pitched voices and screams. He expressed several times how he enjoys this commercial and watched it 3 out of 5 times it
came on, either stopping at it when zapping through the channels or turn towards the TV
if he was elsewhere in the room. To the observer this is no surprise since it is known that
Johan both enjoys interior design and beer.

4.3

Case 3 - Anna

Anna is a 20-year old female student. She is of Iranian origin and was not born in Sweden
but she has been living in Sweden since she was one year old, and therefore is perfectly
adapted to the culture and life style so there are no difficulties with clashes or language barriers. Anna is on her first semester at the Jönköping University School of Engineering. Civil
status is single and spends most of her time either at school with friends or at home. She is
a somewhat active person, a person that does exercise but only when she has some extra
time meaning that school is first priority. A person with high social skills that enjoys interacting with others and spending time in other peoples company. During this observation,
the observer lived together with Anna during the entire period. The apartment is quite
small, 27 m2. Due to size of the apartment the flat screen TV of 37‖, takes up a significant
space in the room, and is central in the furnishing of the room. When asked about her TV
habits during a relaxed conversation, Anna stated that she rarely watches her favorite
shows on TV but preferred to stream them from the Internet. She did not have many
shows that she regularly followed on TV, but still enjoyed watching TV, as it was relaxing
to her. Information from the observations is presented in Appendix C.
4.3.1

The study

In the early observations Anna was somewhat curious regarding to why the observer would
avoid interacting with her and therefore had a tendency to communicate a lot with the observer, which shifted her focus away from the TV and other media channels she used. This
occurred primarily during commercial breaks. This tendency was diminishing as the observations continued and Anna got accustomed to the observation. Since Anna and the observer lived with each other prior to the observation period, it was completely naturally for
them to have a small conversation before the observations started regarding the events during the day and their mood at the moment. This made the informal interview very easy to
conduct.
4.3.2

Observation

The first three observations that occurred during the first week of study, Anna had an exam, which she needed to study for and she was often tired when coming home. The hours
spent in front of the TV would be her relaxing time and helped her to wind down after a
tough day at school.
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During these observations she would watch programs that were not of particular interest to
her, and therefore the computer was on about half of the time. When asked what she did
on the computer, the reply was: Facebook, IM and reading the news. As commercial breaks
tend to have louder sound volume than ordinary programming, she often became very annoyed, often verbally pointing this out to the observer. Yet, she would lower the volume or
muting the sound, only, if she had the remote close to her. If this would require for her to
put away the computer, she would just ignore the high volume level.
The observer got, in accordance with Anna‘s own statements, the feeling that she seemed
very tired and she often, when not using the computer, spent the time watching TV lying
down. During these occasions Anna was not particularly active in her viewing and barely
reacted to either the programs or the commercials. When asking her about what she was
watching, the participant responded that she did not know nor care. She gave the impression of killing time with her viewing.
During the second week of observation things changed quite significantly, Anna had much
more time to spare from her studies, and at the time of the observations she neither
seemed nor said that she was tired. Talking to her she seemed to be in a generally good
mood, which was also confirmed by her when asked. The biggest change during this week
was the level of activity from Anna when she consumed media. Something that could be
generalized regarding her was that now the computer was always actively used. Anna also
did other activities more frequently during these observations, such as cleaning.
What could be seen, from the observations was that Anna avoided advertising in a much
more active way compared to the previous observations. When looking at shows, the TV
would almost always be the secondary activity and as soon the commercial break would
start, she would, as soon as she noticed the commercials playing either change the channel
or mute the sound.
In the few occasions where the TV was the primary activity, as soon as the commercial
breaks started, she would instantly start zapping around the channels, looking for things of
interest. Although she would almost always watch the first commercial connected to the
show. The main focus when sitting on the couch was the computer, where she continued
to use the same websites as previously. The only time her focus shifted from the computer
to the TV was when she heard familiar voices or music that was of her liking.
The last week of observations was almost identical to the second week. Anna was still in a
good and relaxed mood, and she did not feel tired at all, much due to the low workload at
school during that week.
Something that occurred very frequently and made Anna shifts her attention and really
watches an advertisement, was if either the voice was familiar to her, e.g. a celebrity, or music she liked.
4.3.3

Patterns

When watching TV, Anna, if not always, frequently used the computer. She would shift her
attention back and forth between the computer and TV during the time when the show
was playing, and during commercials she would only focus on the computer.
When the TV was playing and the computer was in use, Anna had most her focus on the
computer. At times when she used such applications as IM, whilst waiting for the other
person talking with her on IM to answer, she would turn her focus over to the TV. The TV
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became something to look at while waiting for the computer to respond. In that situation
the TV was only a ―time killing tool‖ when using the computer.
Her attention would although shift from the computer to the TV when she heard voices or
music that caught her interest. This occurred quite often and she reacted mostly to celebrity
voices or music.
Only 2 out 10 TV viewings were planned, and the rest was unplanned. There was a big difference in her level of multitasking depending on if it was planned or unplanned. This difference was only apparent when it came to multitasking during the program itself and not
during the commercials. Regardless of the planned vs. unplanned factor, she would always
multitask in some way during the commercial breaks.
When Anna, was not feeling tired or stressed by schoolwork, she would tend to clean and
tidy her apartment during commercial breaks. This occurred in all of the 6 occasions when
she was not feeling tired or stressed and the viewing was unplanned.
4.3.4

Distractions

As stated previously much of Anna‘s TV viewing is unplanned and she has therefore very
little interest in the programs that she is watching. Thus she distracted herself often during
her TV-viewing. Her main distraction was the computer, which would distract her away
from the TV regardless if it would be during a program or a commercial. She had a high
level of commercial avoidance, by always either shifting her focus away from the TV or by
―zapping‖ around the channels during the commercial.
After concluding the field notes and coding the distractions, there are two main different
distracting activities that Anna tend do more often than others.
The first, and most common, one is the extensive use of the computer. Anna uses her
computer for multitasking 9 of 10 times to some extent. In the first observations the use
was lower due to her feeling tired, but the computer was still used in combination with the
TV at some point.
The second distraction was the cleaning and tidying of the apartment. This was also only
seen in the occasions when she was not tired, and when doing this she would leave the sofa
and had no obvious focus to the TV. At about half of these occasions she would even
choose to mute or lower the sound of the TV.
4.3.5

Commercials

Anna is more exposed to advertisement when being tired, due to the lack of activity from
her. If she is tired she had a tendency of not being bothered with ―zapping‖ or leaving the
sofa during the commercial. But this would be during times when she felt very tired.
Generally, though, she would be keen on ―zapping‖ and muting the TV during commercials, and shifting her attention towards the computer instead. Because her primary activity
would mainly be use of the computer, she would not focus much attention towards the
TV, only reacting to familiar voices or sounds.

4.4

Case 4 - Andreas

The second man who has been observed is 23 year old Andreas who is living in Jönköping;
he has Polish origin but was born in Sweden. Andreas is a student at Jönköping International Business School where he is currently on his last semester before graduating.
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Andreas is a calm person and fairly inactive, in the meaning that he is not involved in any
sports or activities. He mostly watches TV by himself. In terms of interests, Andreas enjoys
cars and cooking. When it comes to ambitions, he is represents the entrepreneurial side of
Jönköping International Business School, having his own company that he works with besides his studies.
He is living alone in a student apartment of 27 m2; the focus of the room is a big sofa with
a 28― TV, which is placed right in front of the sofa. The TV is seen from the whole apartment but it is not possible to watch a show from the bed. Andreas has a habit of having the
TV turned on when he is at home, however, most of the time his focus is elsewhere. On an
average weekday he estimates that he is watches TV for one and a half hour. Andreas is not
following any specific program at the time the study occurred, he mostly enjoys comedies
and documentaries.
As Andreas is a friend to the observer, the environment in the study was comfortable.
Hence, the informal interviews that occur both prior and during the observation were fairly
discrete; the questions sounded like a conversation, with the only difference that the researcher has a purpose with all questions. The informal interviews provided information
that Andreas is not frequently streaming TV series, or movies, from the Internet. The reason stated was that he is not following any show and prefers to watch TV solely for entertainment and relaxation purposes. Finally, a selection of two field notes from the observations of Andreas is presented in Appendix D.
4.4.1

The study

During the first three sessions, Andreas was noticeably affected by the presence of the observer and interacted with the observer by trying to start conversations and make comments. However, after the fourth observation, the researcher noticed that Andreas got
more familiar with the situation; he started to ignore the observer and did not try to communicate. Although, he was still commentating on things he saw in both shows and commercials.
For the first session, the observer was positioned in the same sofa as Andreas in order to
create a comfortable situation, however, this was not successful. Andreas was interacting
too much with the observer since the environment was too friendly. Consequently, for the
following observations, the researcher was observing from a chair next to the sofa, where
all actions were clearly visible.
4.4.2

Observation

During the first four days, Andreas had a cold and was feeling sick. This influenced the observation in the sense that he was more inactive than normal. He was mostly sitting in the
sofa and did not have a real interest in any TV shows. He did not switch channels as much
as the following days, which results in a higher exposure of TV ads than generally. Even
though he was sick for the first part of the study, Andreas was still feeling tired for a total
of seven days of the study, hence inactive. He clearly showed that yawing and lying down in
the sofa, as well as informing the researcher in the interviews tired him.
For the last three days of observation, Andreas claimed he was neither tired nor alert.
However, it was noticeable in his behavior that he was not as tired as the previous days.
His level of liveliness had increased; he was more active in switching channels, both during
shows and commercials. As well, there were more distractions towards his TV viewing than
previous times such cooking, feeding his fishes and using the computer. These will be further dealt with under distractions.
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Further, Andreas‘s state of mind is also related to his level of stress since it will affect the
way one behaves when watching TV. For the first three days, Andreas claimed he was not
feeling stressed at all, probably a result of his illness. This mode changed however, since he
for the entire following part of the study felt stressed due to high load of schoolwork and
personal factors.
Moreover, the level of stress for Andreas is correlated with his tiredness since he spent the
whole days in school, and most of the time came straight from school to the observation.
For the first four days when he was sick, he had been at home for the entire day, sleeping
and watching TV.
4.4.3

Patterns

The overall comment of Andreas‘s habit of TV watching is that he tends to avoid commercials to the highest extend possible. He keeps switching channels and stops at shows he recognizes for approximately five seconds, and then keeps zapping until he finds a good one.
When he is zapping, he mostly stops at TV shows, however, once in a while he stopped at
a commercial he was not familiar with and was focused until he saw what company was
presenting the advertisement.
Since Andreas during the study did not have any show he was planning to see, all viewings
were unplanned. This most likely resulted in a different type of viewing where one tend to
multitask more since there is no fear of missing a part of the show. Andreas was for most
of the times not returning to the first show and rarely saw a whole show from beginning to
end.
4.4.4

Distractions

Andreas has a high level of commercial avoidance, mainly by switching channels. Mostly,
he watches he first ad that tells which company was presenting the program; afterwards he
keeps switching channels until he finds a new show of interest. For most times he changes
the program in focus during the commercial break, i.e. he does not return to the original
show when the break ends. Even though the program is unplanned, he mostly watches
shows he has seen before and enjoys; he rarely stops to watch a new program.
Apart from the commercial avoidance, the researcher has concluded the field notes and
coded three distractions that Andreas has been doing more than occasionally. First off,
Andreas has been cooking while watching TV for a total of four occasions. When being in
the kitchen, he has his back towards the TV and is not aware of what is going on. As a result, he also eats in front of the TV where the show becomes the secondary activity. He has
a habit of keeping his focus on the food but simultaneously glazing at the TV for two
seconds to see what is going on. Three of these four times when he was cooking were in
the end on the 10 observations, where Andreas was not feeling tired. The fourth time was
the third day of the study where he was sick, but in the recovering phase. For all of these
occasions, Andreas was feeling stressed by schoolwork.
Secondly, he has for five of the observations used the computer at the same time as watching TV. When using the computer, the TV is always the secondary activity where most of
the focus is on the computer. There has not been a specific pattern of when Andreas is using the computer as distraction from the TV. For two out of the five times, it has been during a TV show that he has seen before and enjoys, and for the following three times he
picked up the computer during commercials. He visited the same pages regardless of time:
newspaper sites, Facebook and e-mail. The computer was always the primary activity and
the kept glazing at the TV at two second each time.
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Lastly, Andreas has for three sessions been reading in some form during the commercials.
In all occasions, when the commercial break came on, he started zapping and when not
finding a good show, he took up a book or a magazine that was lying of the sofa table. He
was thumbing through the texts rather than reading. When having a book or magazine as
the primary activity, he did not pay any attention to the TV.
4.4.5

Commercials

As written before, Andreas is not much exposed to ads, due to high commercial avoidance.
However, when the TV is his primary activity and he watches a commercial, he usually interacts with the content e.g. answering questions, humming along in the background music
and commenting on the message.
On the other hand, when TV is the secondary activity, he is for most of the times only
glazing at the TV once in a while. The process of identifying Andreas‘s behavior is easier
since the observer knows him and his preferences. He usually reacts and focuses on the TV
when there is a commercial of cars and food. Fast music that is familiar is another feature
he reacts to.
Continuing, it was clearly visible; both from the observation as well as from the interviews
that Andreas reacted more frequently when there were commercials with voices that he
recognized. There was no difference between male and female voices. Another pattern of
attention was commercials presenting male and unisex products; he did not react to ads for
products directed towards women.

4.5

Summary of empirical data

The different case studies have revealed some interesting patterns. Summarizing these patterns, the researchers discovered that multitasking was a regular occurrence amongst three
of the participants. The exception was Andreas who did not multitask to any larger extent,
but rather shifted his full attention between different tasks. The three participants who
were multitasking more, Anna, Emma and Johan, all had shows they were following, i.e.
planned viewings. However, compared to the unplanned viewings, the planned ones were
fairly low, only 9 of 30 observations, which could be the explanation for the amount of
multitasking. Andreas did not have any planned viewings.
When looking at the amount of planned vs. unplanned viewing, the observations of Emma
could be looked at separately as she had the highest amount of all, i.e. six planned viewings.
Amongst the other participants the total of planned viewings was three occasions out of
30. But when looking at the total amount of planned viewing, and counting the amount of
time that could be categorized as planned viewing, the pattern becomes even clearer, approximately 9 out 80 hours of viewing was planned. For all the cases it can be said that
when the viewing was unplanned, it would cause direct increase in multitasking, although
this could be divided into different categories, which will be further discussed in the analysis section.
When the viewing was unplanned, the level of commercial avoidance would increase. All
the participants tended to be zapping or shift their focus away from the TV. This could also be said for the planned viewing, during the commercials the participants would start
zapping and shift their focus, but to a lower extent as they had an incentive of returning to
the channel they planned to watch and did not want to miss their show.
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The men had a higher level of active commercial avoidance, as they would be zapping to a
larger extent than the women. The women on the other hand would, when multitasking, do
this in a more social way by either chatting with their friends on IM or use their phones.
Also, when multitasking during commercials both women reacted to music that suited their
taste as well as familiar voices, the example of Eminem in a commercial.
Finally, 3 out of 4 of the cases keep the TV on when they are at home, even though they
are not watching, maybe not even sitting in the sofa. The TV is simply used as ―company‖,
when being home alone.

32

5

Frame of reference

The frame of reference presents marketing theories regarding the use of music, voices and celebrities in advertisements. The consumer media consumption model will also be presented. These will be used to understand
the findings from the ethnography.

5.1

Attention gainers

Much of advertising on TV use voices, music and celebrities as attention gainers for the
viewer and use these as tools to attract and persuade. In this research, it helps to analyze
the different voices, music and celebrities that make the viewer shift their focus towards the
TV and the commercial. Connecting to the multitasking theory, auditive effects are of
greater importance than visual effects for shifting a person‘s attention, as the person would
have the TV as a secondary activity with the focused on some another media channel.
5.1.1

Voices

Previous researchers argue that people watching advertisement have a preferred rate of information transmission that is somewhat faster than the speed of normal speech; this implies that more consideration will be given to process the message (LaBarbera & MacLachlan, 1979). Although, at the same time other researchers contradict this by saying that a fast
pace of speech would interfere with the listener‘s opportunity and motivation to process
the advertisement, more specifically giving them less time to consider the message of the
advertisement (Moore, Hausknecht & Thamodaran, 1986). They connect this with research
done by Britton, Westbrook and Holdredge (1978), stating that people avoid tasks that are
perceived as difficult.
Previous research in both psychology and linguistics, imply that ―for male speakers, lowpitched voices are perceived as more pleasant, attractive, and persuasive‖ (Zuckerman &
Miyake, 1993, p. 119).
The research of Chattopadhyay, Dahl, Ritchie and Shahin (2003), gives the conclusion that
high pitch male voices are perceived as less competent and less kind, causing a decrease in
trust in the message delivered by the voice. Whereas a low pitch in the speech would on the
other hand cause the voice to be perceived as friendlier and more persuasive. Their findings also support the research of Moore et al. (1986).
5.1.2

Music

Hecker (1994) claims that music helps to increase the retention of TV ads, and acting as an
attention gainer. Moreover, music is frequently used in TV advertisements to enhance the
awareness of a brand (Hahn & Hwang, 1999). All music conveys a message; however, it is
of importance to make sure that the music is communicating with the goal of the advertising.
Thus, the ability of music to affect the viewer depends on several factors such as speed and
loudness (Berlyne, 1974). According to Kellaris, Cox and Cox (1993), ―slow, soft music
should have a low attention-gaining value, whereas fast, loud music can be expected to activate higher levels of attention‖ (p. 115). In addition, the effectiveness of music is related
to the level of information provided by the tune. A study conducted by Hahn and Hwang
(1999) shows that fast music contains more information than slower music and is therefore
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harder to process. In addition, Hahn and Hwang (1999) argue that music unknown to the
viewer holds more information than familiar music, and therefore also requires more resources to be processed. Hahn and Hwang (1999) further states that familiarity of music affects the attention gaining of a commercial.
5.1.3

Celebrities

A celebrity is someone who ―enjoys public recognition and who uses this recognition on
behalf of a consumer good by appearing with it in an advertisement‖ (McCracken, 1989, p.
310). Estimates show that approximately 25 percent of commercials in the USA use celebrities (Shimp, 2000). Using celebrity endorsements can lead to improved and more positive
outcomes of product ratings as well as improved advertisement ratings (Dean and Biswas
2001). Also, previous studies show that celebrities in advertising create positive feelings towards the brand, which will result in an increased recognition (Petty, Cacioppo & Schumann, 1983). Celebrities help to increase credibility and effectiveness when communicating
a brand message to the audience. Atkin and Block (1983) argue that a possible reason to
this outcome could be because consumers often believe in the celebrity‘s sincere interest in
the product and not only the earnings from promoting the product. Freiden (1984) supports this further by stating that celebrities are considered reliable, authentic and likeable.
However, Till and Shimp (1998) argue that the effectiveness of the celebrity endorsements
depends on how well the celebrity fit to the product. Fit is important for the credibility the
celebrity delivers.
Finally, celebrities are connected to the theory of music and voices since the voice and music of a celebrity is likely to be familiar. If someone has positive feelings towards a celebrity,
the attitudes towards that voice or music is likely to be positive as well.

5.2

Consumer media consumption model

When using media advertising to market a product, the most important element of success,
in any marketplace, is the way consumers process and use the advertising. This suggests an
―outcome‖ based model on how successful media advertising is, meaning that the factor of
importance is how consumers respond to media advertising rather than an ―output‖ based
model, which focuses on how, in what way or how often the messages is sent out (Pilotta
& Schultz, 2004).
In a interactive, media rich, networked marketplace where the consumer has a number of
different media channels to choose from, this model starts with what advertising messages
customers receive or have the opportunity to receive. Thereafter, the model is developed
by presenting how the consumer would respond to the advertising (Pilotta & Schultz,
2004).
The model recognizes that a large part of the consumers that are supposedly ―exposed‖ to
the advertising, are processing that or those messages while they are in simultaneous media
usage mode (SIMM) (Pilotta & Schultz, 2004), in other words media multitasking.
The model, after establishing the base, is used to determine which media is providing the
advertising exposure. That comes from the amount of time being dedicated to a specific
media channel or a combination of media channels. If a change in combinations occurs the
important question is to see when that change occurred. This helps to see what factors affect the consumers‘ dedication to use a specific media channel as primary or secondary and
the use of a certain combination.
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―If we accept the cognitive psychology approach that people are continuously taking in,
processing and creating or adapting mental networks, primarily at an unconscious level,
then media exposure, rather than the number of messages distributed is likely the more relevant measure of advertising impact or value‖ (Pilotta & Schultz, 2004, p.18).
The next step, in a SIMM situation, is to see which media channel is the primary and secondary channel of use. Assuming that the primary channel is dedicated more attention than
the secondary channel, it can be used to see how much attention advertising in a certain
channel is dedicated, when using more than one media channel. As changes occur in the
combinations of media, it is of significant importance to know when they occur (Pilotta &
Schultz, 2004).
―As shown in the model, we suggest that the media exposure and the development of the
―background‖ and ―foreground‖ media forms have an impact on consumer behavior‖ (Pilotta & Schultz, 2004, p. 18). Based on this, there are two factors than can affect the media
consumer‘s perception of advertisement in media:

Figure 3. Consumer consumption model. Source: Pilotta and Schultz (2003)



First, the impact of the synergy when the consumer is exposed to the same message
in more than one media simultaneously or in a short period of time (Pilotta &
Schultz, 2004).



Secondly, the impact of the opposite mitigating factor effect, the fragmentation of
attention when messages in different media channels contradict each other or shift
the attention of the consumer (Pilotta & Schultz, 2004).

The first factor regards how the impact of advertisement changes by SIMM, in situations
where the consumer receives the same marketing message from two different channels, it
being either simultaneously or in a short period of time. This would require some form of
measurement of the consumer response to the advertising, and because this research does
not deal with the effects of advertising, this part of the model will be ignored and the
second part will be used only.
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The second factor is the effect of fragmentation caused by SIMM. When one media channel is the primary source and another being the secondary, an event that occurs on either of
these channels can cause the consumer to shift their focus and make the two shift place.
This can cause message dilution or reduction in the consumer processing (Pilotta &
Schultz, 2004).
The researchers of this study will not investigate or measure the effectiveness of advertising, but will use this model and its different step, to analyze the different parts of the observations to see how SIMM or Multitasking affects the consumer when consuming media.
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6

Analysis

This section will consist of three parts; the first part will be an analysis of the empirical findings based on
the theories present in frame of reference. Secondly, the findings from the first part together with the empirical
finding will be analyzed and used to develop a framework. Finally the results will be used to present opportunities for alternative marketing channels.

6.1

Analysis based on frame of reference

The information gathered during the observations could be divided into different parts,
based on which research question they deal with, which is analyzed by using the theories
presented in section 5. To be able to answer the questions asked, the researchers will analyze the different aspects relevant to each question by using the theory. This will be expanded further and used to create a framework, thus fulfilling the purpose.
6.1.1

Consumer media consumption model

The consumer media consumption model presented in the theory section emphasizes on
the amount of advertising the consumer receives or has the opportunity to receive.
By looking at this model for analyzing what has been observed, it can be seen that the participants, through their behavior, made themselves available for receiving advertising messages to different extents. The biggest factor affecting availability for receiving advertising
messages was whether their viewing could be categorized into planned or unplanned.
When the viewing was unplanned the participant had no base point, such as a specific
show, that would make them systematic in their TV viewing. Further, the researchers state
that a person, which has the need to return to a specific channel according to a show they
want see, has a tendency to not switch channels as much. This, as they have a base point in
their viewing that they want to return to. In a situation where the viewer does not have a
base point, the viewing becomes more random and the level of advertising avoidance behavior increases.
Expanding further on model 3 presented by Pilotta and Schultz (2004) on page 35, the researchers can confirm the theories regarding the occurrence of SIMM or media multitasking. As this research has shown, media multitasking is widely spread amongst the researched target group. This study does no deal with how much it affects the processing of information by the viewers or the remembering of the information, but can confirm that it is
common that people multitask when consuming media.
Determining the primary and secondary media channels and how these are combined when
multitasking also affect the amount of exposure to advertising. The observations in this
study have shown that the most common type of combination when multitasking was the
use of TV and computer. Amongst the participants, Anna especially had a tendency of using the computer as the primary activity when the TV viewing was unplanned. The other
three participants also used the computer but as a secondary activity during the show and
as a primary activity during the commercial break.
Pilotta and Schultz (2004) also state that it can be assumed that the primary source is dedicated more attention than the secondary.
When the changes in the selection of primary and secondary activity occur, there tends to
be a triggering factor. This is the factor that would make a person shift their focus from
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one multitasking activity to another. As has been explained in the theory section, this could
be sound or voices that attract a person and make them shift their attention. The observation of Johan showed proof of this, as he would shift his attention from his primary activity
towards the TV, when hearing the voices from a familiar beer commercial. This will be discussed in the following section.
6.1.2

Auditive effects

The use of auditive effects in a commercial has in previous studies been proved efficient,
much due to the increase of interaction with the viewer. As a result, the commercials message gets more enhanced and, if used right, the perception of the brand will be more positive. More importantly for this study is how sounds are used in order to act as attentiongainers.
After conducting the observations, it was clearly that both voices and music act as attention-gainers. To begin with voices, Emma was in particular affected by male speakers who
had darker, low-pitched voices, all in accordance with the theory dealing with use of sounds
in commercials. The second female participant, Anna, did not react to a specific gender,
but to familiar voices. The voices that interested her the most were celebrities, preferable
ones who spoke English.
Moving over to the male participants, Johan was affected of sounds to a low extent. When
having the TV as a secondary activity, he had most of his focus on the primary activity and
rarely reacted to the content of the TV. The only factor that made him react more frequently was loud sounds, such as screams. A clear example from the observations is a beer
commercial with loud sounds and shouts, to which he reacted to every time it appeared.
The second male participant, Andreas, reacted to both male and female voices. As for Anna, Andreas focused more frequently on the TV when there was a voice he recognized, but
he had equal reactions regardless if the language was Swedish or English.
Continuing with the use of music in TV commercials, the patterns are fairly similar to the
voices. Johan, who was not particularly affected by voices, did not react to music either. As
for the other participants, familiarity is the key factor; people tend to react when there is
something they recognize. In the observations it was noted that three participants reacted
when they heard music they were familiar to, it was further noticed that the interest was
higher when the music was of their preference. E.g. Emma was always focused when the
commercial with music from Eminem and Michael Jackson came on since she recognizes
the songs. This was easily identified since the observer knows the preferences of Emma.
Further, Andreas and Emma reacted more to faster music than calmer ones, while Anna
reacted on both.
To sum up, the greatest similarity between voices and music in commercials is that familiarity is an effective attention gainer. To act upon the familiarity, the use of celebrities is
common. When a celebrity presents a product, customers get associations such as trustworthy, believable and likeable. From the observations, three of the participants were
reacting to a higher extent when a celebrity was involved in the commercial, either by voices, appearance or by music.
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6.1.3

Multitasking

Looking at the result from the observations in a multitasking context, it can be seen that
multitasking is widely spread amongst the target group of the research. The multitasking
was mainly done by using the computer whilst watching TV. The biggest variable here was
planned vs. unplanned viewing.
During the unplanned viewing it was observed that the level of multitasking was much
higher than when the viewing was planned. As presented in the empirical findings, a majority of the observations occurred when the viewing was unplanned, and a clear difference
was observed in the level of multitasking compared to when the viewing was planned.
Emma, who had the most planned viewings, could be used as an example of this. Her level
of multitasking showed a significant increase when the viewing was unplanned. During
these occasions she would be more likely to use the computer in combination with the TV,
shifting her focus between the two. Also she tends to socialize more, mostly by using her
cell-phone or IM on the computer.
Concerning socializing, Emma supports the theory of women using behavioral avoidance
more than men since she frequently used the computer or cell phone to connect with her
friends, both during the commercial breaks and the program itself. This is also supported
by practice theory where the researchers claimed watching TV to be a social phenomenon.
At two occasions, Emma was chatting with a friend on Facebook who encouraged her to
turn on a certain channel because of a TV program, which Emma then did. It also shows
that what Emma is watching is not solely based on her own preferences, but as well influenced by her surroundings.
Furthermore, the high level of multitasking during the unplanned viewing was caused by
the participants not being particularly interested in the specific program itself, but rather
considered it as time killing consumption. Andreas, who only had unplanned viewings during the observations, was prone to be zapping around the channels; he would see the time
spent in front of the TV as relaxation and/or time killing. He would rarely return to the
same channel during his viewing, but would view whatever interested him at that point.
This phenomenon was also observed in the observations of Anna. As a result, she consequently used the computer as the primary activity, since it was of bigger interest to her,
having the TV playing in the background. The other three mostly used the computer as a
primary activity during the commercial break. In these cases, all of the participants would
shift their attention towards the TV only when they would hear a familiar voice, some kind
of loud event or music, as previously described in 6.1.2. These things could occur during
the program, but most likely during commercial and after the participants would react to
the noise or sound they would again return their attention back towards the computer. One
of the four participants even, commonly, chose to mute the TV during the commercial, as
it was perceived as annoying and disturbing to him/her.
In the few times the participants would watch a show in accordance with a plan, most
common amongst the female participants, multitasking occurred rarely during the show itself, but instead during the commercials. At these occasions the participants would have an
interest, which was expressed, to view the show that was shown. Therefore concentrating
their focus on the TV, which resulted in a lower extent of multitasking. The multitasking
would then occur during the commercial breaks, but there was an observed difference that
the participants would keep some of their focus on the TV, to know when their show
would start again. This was seen in all the occasions of planned viewing. Again, looking at
the case of Emma it can be seen that although the viewing was planned, her focus would
shift away from the TV during commercial breaks. Although this would happen according
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to a different pattern, she would not switch her attention immediately but instead after a
few commercials. This pattern could also be connected to Anna‘s case, although having only two planned viewings; she showed a similar behavior but would be even more prone to
multitask than Emma. It would be hard to make any generalizing statements regarding the
level of multitasking, when the viewing was planned, regarding the male participants, as
there was only one occurrence of planned viewing. But it can be said, for that single occurrence, that the participant showed the same level of multitasking. Further, as practice
theory suggests, the actions of the participants are reflected by their mood, which is one of
the reasons to the informal interviews. In the case of Andreas, he was significantly more
inactive when he was feeling ill, which might be obvious, but still important to consider
when analyzing data.
Finally, within this target group most of the planned viewing occurred through the Internet
and not through the TV. In the context of TV viewing, the few events of planned viewing
observed; all of them were noticed among the women. From the observations it can therefore be argued that the men have less planned viewing than the women. Further, from the
observations and comparison of the patterns, a model can be developed that shows the relation between planned vs. unplanned viewing and the level of multitasking. This will be
shown in the following section.

6.2

Creation of framework

From grounded theory, after coding, memoing and sorting the findings, the authors have
identified four categories that were identified to different extents for all four participants in
the study. These have been concluded in model 1 below. The categories have been divided
into two types, distractions and avoidance.
The distractions are activities that the participants shifted their focus towards during the
observations, which would cause them to be distracted from the TV and commercials.
Whilst the avoidance consists of what the participants would do during their TV-viewing
that would cause them to avoid commercials, such as zapping.

Model 1. Focus changing activities
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6.2.1

Distractions

After comparing the findings from the ethnographic study, the authors have identified
three main distractions that the target group use when having TV as a base of activity.
These are media distraction, social distraction and non-media distraction.
Media distraction involves the use of Internet, magazines and music when watching TV; it
does not include IM applications. Both men and women use this way of multitasking regardless if the viewing was planned or not. From the observations, it was noted that Internet is the most commonly used media distraction. The participants were mainly active on
checking their Facebook account and reading newspapers online. To illustrate this, all the
participants used media distraction to some extent. The most frequent user was Anna, who
often multitasked the computer while watching TV.
Social distraction is based on previous research‘s identification of behavioral avoidance.
However, for this study is has been divided into two groups: Internet and cell phone, focusing on media as a social tool, rather than face-to-face communication since this study
was conducted when the participants were alone.
Social distractions by cell phones occurs both during planned and unplanned viewing, since
it is hard to predict when someone will call. On the other hand, Internet is used to socialize
by applications such as Skype, MSN and Facebook chat. Using IM applications and the Facebook chat require more active actions from the user. However, the study has shown that
despite the more active approach, online social distractions are not affected by the planning
of the viewing. As previous research implied, this study also showed that women tend to
socially distract themselves more than men. The case of Emma was the most distinct example of social distraction since she frequently used her cell phone during both commercial
breaks and the TV programs.
Lastly, non-media distraction mainly involves domestic chores such as cleaning and tidying.
Non-media distractions often occur during unplanned viewing and also result in the person
actually leaving the sofa and barely seeing the TV at all (depending on the placement of the
TV). This type of distraction is equally used by men and women. E.g. Andreas‘s case
showed several occurrences of this phenomenon as he had a tendency to leave the sofa and
cook food during the viewing. At this point he had his back towards the TV, and was not
watching it. Hence, there was no focus towards the commercials except for hearing the
sound.
6.2.2

Avoidance

Further, apart from the three distractions stated in 6.2.1, the authors have identified one
additional category that influences the way one watches TV, i.e. technical avoidance. This category differs in the meaning it does not open up for multitasking; it is solely an avoidance of
commercials. Technical avoidance is based on mechanical avoidance, which has been identified in other studies, as presented in the previous research section. The researchers have
developed it one step further by taking the aspect of planned and unplanned viewing in to
account.
Technical avoidance involves switching channels or muting the sound during commercial
breaks in order to avoid the advertisement. From the study, it has been observed that technical avoidance is more common when the viewing is unplanned since the viewer does not
risk missing the show to the same extent as when the viewing is planned. As previous research showed, this study supports the statement that men tend to use technical avoidance
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more than women. From the observations, Andreas was the one who tended to switch
channels the most, both during commercials and during the TV show itself.
Important to note is that technical avoidance is not a distraction but influence the other
distractions and multitasking. If the TV is on mute it is difficult to draw the attention back
to the TV, if it became the secondary activity. This will be further described in model 4.
6.2.3

Discussion

Based on the four identified categories, the following section will discuss the further development on their connection to each other and the effects of other aspects such as planned
and unplanned viewing. The researchers have not encountered previous research regarding
planned and unplanned viewing and considered it an important factor to observe. These
connections are described in three models created by the authors, that follow below. First
off, model 2 presents how the level of multitasking changes depending if the TV viewing is
planned or unplanned. It shows that unplanned viewing causes the multitasking to increase
whilst planned viewing has the opposite effect. Further, the multitasking is expanded and
divided into three different categories of distractions. Based on model 1, the multitasking
consists of social distractions, media distractions and non-media distractions, leaving out
technical avoidance as it is not considered multitasking.

Model 2. Level of multitasking

The researchers have identified the following patterns; all of the observations showed a
clear increase in the level of multitasking when the viewing was unplanned. This change
was not as significant during the commercial breaks as it was during the viewing of the
program itself. The multitasking behavior tended to be similar during the commercial
breaks regardless of the planned vs. unplanned factor, yet showing a relatively small increase when the viewing was unplanned. Instead the significant change was observed when
comparing the level of multitasking during the actual program. Using the case of Emma,
who had the largest amount of planned viewing, to compare the differences between the
two different types of viewing, the change in the amount of multitasking could be observed
clearly.
Although this model mainly shows the change in multitasking during the program itself,
the observations also showed that this would affect the level of multitasking during the
commercial breaks, thus causing distraction(s) away from the commercials. In other words,
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the level of multitasking during the program expands into the commercial breaks. In Emma‘s case this was observed as she would be more prone to view the ―sponsored by‖ and
the first couple of commercials when the viewing was planned. On the other hand when
the viewing was unplanned the multitasking could progress from during the show into the
commercial breaks. This can be further established by looking at the other occurrences of
planned viewing amongst the other two participants.
Continuing, model 3 below regards the technical avoidance of zapping and the effects on
the level of commercial avoidance. It can be applied when the viewer does not leave the
TV during the commercial breaks. It shows that when the viewing is unplanned, zapping is
done randomly back and forth across the whole span of channels (illustrated by the lines in
the model), thus causing a high level of commercial avoidance. This would then increase
the level of commercial avoidance.
On the other hand, when the viewing is planned, if zapping, the viewer always has a base
point to which he/she has a desire to return to, due to the program of interest. This is illustrated by the circle in the model. Pointing out that the level of zapping does also tend to
be lower when the viewing is planned and that the return to the base point might occur before the program starts. Resulting in a lower level of commercial avoidance, due to the risk
of missing the start of the program.

Model 3. Planned vs. unplanned viewing

In short, when the viewing was unplanned, the level of commercial avoidance is higher
than when the viewing is planned. This was a phenomenon that was observed throughout
the observations, especially in the case study of Andreas. He was the most accurate example of this behavior, as he would be continuously zapping around the TV channels looking
for something interesting to view, and would constantly avoid any type of commercials. As
he did not have a base point to which he had any incentive to return, he would be constantly moving back and forth across the channels.
Finally, as previously discussed, multitasking is divided into three distractions, which were
identified in model 1. Model 4 deals with the level of distraction that would increase when
the different distractions are combined to some extent. Note, this does not imply that all of
the tasks occur at the exact same time, rather that the viewer changes between them.
Identifying which are the distractions used, and showing that combining them
simultaneously would cause an increase in the level of distraction from the commercial.
The factor technical avoidance, when it occurs, works as a multiplier and increases the level
of distraction away from the commercial, as the formula of the model shows. For instance,
if the viewer is distracted by media, such as a computer, and at the same time mutes the
sound of the TV, the level of distraction is high since there is nothing to make the viewers
change their focus back to the TV. Anna is an example of this since she had a tendency to

43

mute the sound when multitasking, hence not being affected by the TV at all. On the other
hand, technical avoidance does not always occur. To illustrate, if the viewer is using the
computer as a primary activity, and is not zapping nor muting, the level of distraction is
lower since the viewer could still be reacting to sounds and music coming from the TV.
For the other three participants, this was more common than combining the distractions
with the avoidance.

Model 4. Level of distraction

As stated by Pilotta and Schultz (2004), when the consumer receives several message from
different channels could cause dilution of the message processing. In the study it has been
observed during several occasions, that the participants would combine several distractions
and as well as with technical avoidance. As mentioned above, Anna was a clear example of
this resulting in not having a high level of exposure towards the commercials shown on
TV. Therefore the researchers argue that this is importante for further research as a base to
measure how the multitasking and commercial avoidance effects the processing of
advertising messages. It shows the relation between the distractions, and how it affects the
level of distraction when combined.

6.3

Marketing opportunities

As stated in the introduction, one of the aims of this thesis is to identify opportunities for
marketing companies, based on the consumption trends identified. From the four categories the authors identified in model 1, a discussion can now be held based on the findings
emerged from the four cases.
When discussing media distraction, there are several marketing opportunities that can be taken advantage of when trying to reach this target audience, by using other media channels
than the TV. Previous research presented in the frame of reference section, stated that
commercial avoidance is greater for TV than for other types of media. This statement is also supported by this study. When using other media channels, such as the computer, the
amount of time a person needs to only view advertisement is, if any, low. This because
most advertising on i.e. a webpage, is presented on the sides of the media content itself,
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causing the consumers to be forced to see the advertisement if they want to view the media
content. TV advertisement rarely appears at the same time as the program, and therefore
making it much easier for the consumer to avoid the commercials by zapping or even leaving the sofa.
Something that the researchers argue affects the amount of TV advertising viewed is the
use of the Internet when viewing TV programs. This is closely connected to the factor of
planned vs. unplanned viewing, as the Internet can provide them with programs that are
not shown on Swedish TV and also they can download or stream them of the Internet
whenever it suits them. Russel (2009) state: ―Many consumers are insisting on participation
in the creative process, turning their backs to media that they cannot choose, control, or
create‖ (para. 9).
Assuming that young people of today live a fast-paced life where they need to be flexible,
the Internet provides them superior flexibility compared to the TV. If the TV channels
would release their shows on the Internet where consumers could stream it, and inserting
small amounts of advertising, the need to download the programs elsewhere could be eliminated. The viewing would then become planned and, as stated previously, when the viewing is planned the consumer tends to watch the first couple of commercial. Meaning that if
the commercials would be kept short, the consumer would be less prone to change focus
as the program would soon start again. Then the TV channels would be able get advertisement revenues from this. The researchers have seen tendencies of this through, e.g. TV3
PLAY, encouraging people to watch the shows through their web pages. Since the commercials are difficult to avoid using these players, companies should realize the value of using this new media channel.
Further, there are similar ways of using this way of marketing channel for the music Industry as well. An example of this type of advertising is the Swedish music application Spotify,
which allows the user to stream music for free from the Internet, but between the songs
the application would play a short advertising spot. The breaks are short and cannot be
avoided by lowering the volume, making the user more or less forced to listen to the advertising. As it is very short, it does not affect the music experience significantly. Therefore,
the researchers consider Spotify, TV3/TV4 PLAY (and similar TV sites) and the new video
application Voddler, to be useful channels for reaching the target audience and decrease
commercial avoidance.
The second distraction discussed is social distractions. From this category, there are various
ways of using the cell phone as a marketing channel, e.g. through text messages with offers
and ads. This is already exploited by companies for instance clubs and stores. In order to
make this more interactive, the companies could develop this further by creating advertisements with sounds, pictures and movements, through Multimedia Messaging Service
(MMS).
Further, the researchers argue that opportunity mostly lies within the Internet. This study
has shown that interaction and communication is done through the Internet, through e.g.
IM applications. Therefore, advertisings could be further developed for applications such
as Skype and MSN. One possibility is to develop moving images advertisements as for instance banners within the application field, similar to TV commercials.
The last distraction, non-media distraction, is dead-end since the potential customer does not
have any focus towards the TV and will not notice any message from the commercial.
Hence, it does not open up to any valuable opportunities and cannot be exploited.
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Finally, the possibilities of technical avoidance lie within the strategy of marketing communication. When the viewer is zapping through the channels there are ways of making the viewer
notice a commercial. Marketers need to understand what is of interest for the viewer and
what is making them focus on the commercial. The observations have showed that, as discussed in 6.1.2, the participants reacted to sounds, music and voices, which act as attention
gainers. These stimuli should be used to make the viewer react to the commercials. One of
the cases showed that dark, calm male voices or familiar ones work efficiently as attention
gainers. Also, two of the cases supported the theory of using celebrities, either actors or
musicians, since it made them both notice the commercials. Therefore, it is important for
marketers to understand the preferences and taste of their segment in order to target their
audience in the best possible way.
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7

Conclusions

This concluding chapter will present the main findings of this report and sum up the most important aspects
to the reader. The answers to the research questions will be presented in order to answer the purpose.
This research has identified a number of findings connected to the target group‘s media
consumption habits. To remind you of the purpose,
The purpose of the thesis is to, through an ethnographic case study, understand 20-25
year olds’ multitasking habits when watching TV and to create a framework of the distractions identified for media consumption.
First of all, it can be concluded that media multitasking is widely spread amongst the participants in the study. The authors would like to support the research of Foehr (2006) claiming that multitasking has become a part of everyday life for young people. Therefore the
existence of multitasking and the need to better understand the effects of it, cannot be ignored and have to be taken into consideration when using TV as a marketing tool. One of
the research questions were; if these new trends of media multitasking have made it harder
to make 20-25 years to watch advertising on TV. This study shows that due to these trends
together with the availability of media today, this target group has much more options
when consuming media and can therefore avoid commercial to larger extent.
The most important factor identified in this thesis when it comes to multitasking habits
when watching TV, was the planned vs. unplanned factor. This had a large effect on the
level of multitasking during the program itself, but also during the commercial. The
amount of multitasking differed during the TV program whether the viewing was planned
or not, showing that the level was higher when the viewing was unplanned. Hence, when
looking at the effects of planned vs. unplanned during commercial breaks, the participants
would often multitask during commercial breaks regardless of the viewing was planned or
not.
When the TV was used as the secondary activity, this study showed that the participants
would react to sound or noises familiar to them. This could act out in both a negative and
positive way. One of the participants would react to voices or noises she found annoying
by muting the sound of the TV. However, for most occasions the participants would
change their focus back to the TV and watch the commercial when reacting to sounds or
voices of interest. Sounds could often also be music of interest for the consumer. The research found that the most effective attention gainer is familiarity and therefore the use of
celebrities in advertising works with a positive effect in this context.
Something that has both been expressed by the participants themselves and has also been
observed by the authors is the use of TV as company. In many situations the TV is turned
on, without being watched. Looking back on the information used today by marketing
companies to justify advertising on TV, the relevancy and accuracy of viewer ratings could
be discussed, as many times the TV is turned on but not being watched. This gives inaccurate numbers about the amount of viewers and the exposure to TV advertising.
The media landscape is changing and this report aimed at starting a discussion about the
use of TV advertising, as well as helping marketers find new ways when targeting their audience. The authors have created a base from which further studies of this phenomenon
can start. Going back to the statement of Strauss and Corbin (1998) that the aim of the
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study is not always to create new theory, providing a clear description of a phenomenon is
a just as valid outcome. This study has provided a description of the observed phenomenon and created framework of three distractions and one avoidance occurring: social distraction, media distraction, non-media distraction and technical avoidance.
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8

Discussion

The final section will discuss the research quality and method of the report, as well as suggestions for further
research.

8.1

Critique of study and method

For all research, it is important to consider the chosen methods used, as well as the ones
excluded. The researchers argue that an ethnographic observation was the appropriate method to obtain information about the participants‘ patterns and actions, habits that they
might not be aware of. Another option could have been in-depth interviews, to ask selected
people about their TV and multitasking habits. However, as stated, people are not always
aware of their behavioral patterns, therefore, that could be difficult to obtain the right information through this method. Sapsford and Jupp (2006), state that one of the advantages
is that the observation takes place in the natural environment and does not have to be accounted for afterwards. Moreover, the observer is allowed to see things that the participants do not and are not aware of, which therefore would not have been brought up in an
interview (Sapsford & Jupp, 2006).
Continuing with the selected literature, the sources and research used were all gathered
from academic databases. Each sources used had performed serious research within the
field and is therefore valid for this study. Also, selecting statistical sources always have to
be done with care. The statistics used came from MMS, which has a long record of research, as well as a respected reputation.
Moreover, the question raised during the research was, is this a new phenomenon? Have
the researchers discovered a phenomenon or simply observed something already known?
One of the problems with ethnographic studies is if the researchers discovered something
new (Arvastson & Ehn, 2009). However, this question rose since the researchers are within
the same segment as the participants, making the information more obvious for them.
Hence, the aim is to provide marketers with 20-25 year olds media consumption patterns
and multitasking habits, therefore, the information is likely to be new to them and now
they are provided with an academic source regarding the phenomenon.

8.2

Further research

As mentioned earlier, the aim of the study was also to open up the discussion about the
particular phenomenon as well as to further research. This study is based on young people
in Sweden, because of the cultural similarities between Sweden and other western cultures,
the frameworks created are applicable to other similar cultures e.g. for the Scandinavian
countries. Moreover, the researchers encourage to continuous research for other cultures
and age categories, where it can be assumed for the patterns and behavior to be different.
Also, the sample for the study is small. Therefore, one step is to expand the sample for
both this target group and other, as well as expanding the time span. That would enable the
researchers to identify more in-depth what kind of commercials participants notice, more
stimuli and preferences.
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Appendicies
Appendix A
Emma, Observation ex. 1
Tuesday 27th of October 2009, 20.00-22.00


Mood. How are you feeling?

Fine, everything is good.


Schedule, busy day? Stressed?

No, not stressed.


What did you do before I arrived?

Had dinner. Also, cleaned and tidied up around the flat.


How the day has been (straight from school or from coffee with friends)

Day has been good. She was at school for most of the time. Had some coffee with
friends and was at a friend‘s place before coming home cleaning.


What are you doing now?

Unplanned viewing flipping through channels.


Any plans for tonight?

No not really, going to stay home and just relax. Watch TV.


Planned or unplanned viewing of the TV-show

Unplanned.


Has the observant seen the show before/interest of the show? Is there any
show you plan to watch tonight?

No, she has not seen any of the shows before. She does not show much interest either.
Did not plan to see any specific show.
Field notes
As we are sitting down in the sofa, she immediately turns on the computer in front of the
TV ―as usual‖. She only checks Facebook (use of other media). Does not watch the show
much, the ―hot guys‖ on NCIS on TV3. Still, she is not that interested. Occasionally she
looks up from the computer when there is ―exciting music‖, ―hints of tension, excitement‖
but the computer is the primary medium. During the commercial break, she turns off the
computer and goes in to the kitchen to drink water. She also brings a snack. During the
break she continues to check her phone, replying to texts from a friend (behavioral
avoidance). She tries to talk to me – get more social distraction. Although, in order to
make her understand that there is not use in trying to talk to me, I barely reply to her questions and comments and look into my notes instead.
The only commercial she notices is the Michael Jackson one, she looks up and then sings
along. Still using her phone. Gets bored and goes in to the kitchen again.
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Comes back and changes the channel. Stays at ―Äntligen hemma‖ and relaxes in the sofa. I
am positioned in the sofa with her in order to make the situation as normal as possible and
every time she looks at me I pay attention to the TV so that she does not feel observed.
She starts to text in the middle of the show. Does not notice the show anymore, gave the
TV a glance every now and then. Continues to text. She stares at the TV without interest,
zapping through the channels (mechanical avoidance). Finds The Hills and gets happy.
Although she was happy about the show she starts to text again, she seems quite tired.
During commercial break she changes the channel immediately but is exposed to the
―sponsored by‖. She stays at one extreme commercial about a strange new show that she
has not seen before. ―Always commercial break at the same time at all channels‖
Changes channel again, stops at channel 8, random show. More or less the only show
without commercial. Watch that one for 3 min, commercial break, sees ―sponsored by‖
and then changes the channel back to the hills. Starts to go through papers for work tomorrow morning (other distractions, work related). Does not focus on the TV. Glances
but mostly looks into her papers.
Switches channel back to TV8 again, and gets up to fix things in the hallway, collecting
shoes and other loose things (other distractions, tasks around the house). Gone for
about 1 min, back again but slightly uninterested in the show. In my opinion, quite exciting
show and she stays at it even though she has not seen it before. When it is over she starts
zapping again (mechanical avoidance). Stays at the commercial for the show Raw on
channel 5. Zapping, stays at the commercial for NCIS on TV 3. Does not prioritize Mentalist or Desperate Housewives. Goes back to MTV with ―a double shot at love‖. Saw it
yesterday. She did notice the other shows but wanted to see this one, continue with that
when I leave.
―When I watch Idol, I‘m pretty much IN the TV. Then I really pay attention‖. TV‘s always
on.
Gets a text from a friend encouraging her to turn on TV 3 where another show starts that
she is interested in. Gets happy about the reminder and follows it carefully. Before the
break comes on, there are questions for a competition to the show, watches them and the
sponsored by before getting up and gets some water. Returns to the sofa, still in the commercial break, turns on the computer and Facebook, talk to some friends on Facebook
chat (distracted by other media). The same channel is on but she does not watch the
commercials. Sponsored by comes on, she looks up, turns down the computer and watches
the show again. This time as well she is quite in to the show.
Next commercial break, after sponsored by, she starts to reply to texts, drink some water
and distract herself with random objects around her. Does not focus on the TV. A commercial for a game console comes on, with popular music, she looks up and then down to
her phone again. Sponsored by comes on, and she watches the TV program again.
When the show ends, the final program of the reality show, there is an announcement saying ―watch exclusive episodes and not before seen material on TV3 PLAY. She gets all excited and says that she is definitely going to watch that one. Not at this very moment
though. I leave and she has no plans for the night, just going to watch some random shows
on TV and then sleep. She did not feel like she had any specific aim with the TV viewing.
She watched what ever came on and if nothing was of interest, the TV was still on but she
distracted herself with other things.
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Emma - Observation ex. 2
Wednesday 4th of November 2009, 20:30-21:00


Mood. How are you feeling?

Fine, everything is good.


Schedule, busy day? Stressed?

Yes, busy day but not stressed.


What did you do before I arrived?

Just got back from a friends place and had dinner.


How the day has been (straight from school or from coffee with friends)

Day has been good. She went shopping and then went to school for a while just to
continue shopping afterwards with a friend.


What are you doing now?

Setting the mood by lighting candles, cozy to watch the TV show.


Any plans for tonight?

No not really, going to stay home and just relax. Watch TV.


Planned or unplanned viewing of the TV-show

Planned.


Has the observant seen the show before/interest of the show? Is there any
show you plan to watch tonight?

Yes, she has seen it before. Quite in to it. Did plan to see it.
Field notes
Before the program starts, she is on Facebook but closes the computer when the program
starts. She shows interest in the show. Watches carefully and does not use any other distractions. Commercial comes, sees about half of all of them, then goes to the kitchen to get
water. Continues to watch the commercial when she comes back, plays randomly with
things around her. Turns on the computer and books a class at the gym (use of other media). Notes the online poker commercial, dark man voice speaking English. I know that
Emma has no interest in poker but probably noted the different language and man‘s voice.
When the commercial ends, she enters Facebook again (other media). Still on Facebook,
but notices the Eminem & Jay Z commercial for ―Rock band‖. This is more of the type of
music Emma likes. Continuing, still using Facebook with the TV in the background she also notices the music in the Samsung commercial. Continues with Facebook again but does
notice ―sponsored by‖ and shuts down the computer.
Gets a call in the middle of the show, answers, looks at me and barely focus on the program anymore. Still plays with things around her and continues to talk (social distraction,
although not caused by her). Commercial break again, call ends and she sees sponsored
by yet again.
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During the break she starts to send texts (behavioral avoidance). Does not notice the
poker commercial this time. Stops and sees a few commercials. Show starts again and she is
into the show again. Show ends and she starts to flip through the channels (mechanical
avoidance). Stops at another show she usually sees. This one is not planned but now
Emma is quite in to this program as well. Yet again, sees sponsored by and a few commercials. Gets up and goes in to the kitchen again. Comes back to the hallways and starts to
pack things for tomorrow (other distractions). Gets back to the sofa just in time for the
sponsored by again. Watches the show carefully.
Another commercial break, notice the rock band commercial again and then starts to text,
replying to texts she got earlier (behavioral avoidance). Looks up every now and then but
does not seem to pay attention to anything special, this time it was a dark man voice again.
Sees sponsored by and the show continues; now she is also in to the show.
Yet again, the commercial breaks come on, staring at a few commercials, then gets up to tidy up a few things in the room (other distractions). Hears the sponsored by and sits
down again to continue to watch the show. Show ends and she starts zapping through the
channels until she stops at any random show. Watches it with somewhat interest. Sponsored by comes on before the commercial break, she sees it, a few commercials before
turning on the computer and checks Facebook (other media). She glances at the TV now
and then but the focus is on the computer. Sponsored by comes on yet again, she turns off
the computer and continues to watch the rest of the show. She seems relaxed and now a
bit more tired than earlier.
The show ends and so does the observation. I leave and she is going to finish off some
school things for tomorrow, which she just realized that she had. Therefore she does not
want to watch TV anymore and the observation ends 30 min earlier than planned. She says
that she will leave the TV on, just the sound in the background makes the flat less lonely
and quite. Instead she sits in the kitchen with her computer to finish off the work for tomorrow.
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Appendix B
Johan - Observation ex. 1
Monday 2nd of November, 20.00-22.00


Mood. How are you feeling?

Fine, everything is good.


Schedule, busy day? Stressed?

Not really, not feeling stressed.


What did you do before I came?

Cooked dinner


How the day has been (straight from school or from coffee with friends)

Day has been good. Went for a walk with a friend and grocery shopping.


What are you doing now?

Just chilling, watching TV


Any plans for tonight?

No not really, going to stay home and just relax. Watch TV.


Planned or unplanned viewing of the TV-show

Unplanned.


Has the observant seen the show before/interest of the show? Is there any
show you plan to watch tonight?

Yes, he has seen the show before and is interested.
Field notes
The viewing starts off being unplanned. Although, as he checks an online TV tableau, he
realizes that there is a show he wants to see in 10 minutes. The TV show is of interest to
him, and he has seen it before. Until the program starts, he is watching any show that is on.
Is watching relaxed in the sofa without further distractions. Is a bit uncomfortable in the
situation about me being there at first. Strange not being able to talk to me, but gets more
and more relaxed as time goes. He tried to talk to me at several times and comment on
things, did not know what to do. But as I did not reply, or only with short answers, he
stopped trying to communicate.
Before the commercial breaks come on, he barely sees the sponsored by and immediately
changes the channel (mechanical avoidance). Zapping for a while before stopping at a
random channel. Gets bored and goes away to the computer. Stars to fix some things at the
computer, some kind of work for his blog (other media distraction). I stay in the sofa
while he is sitting by the computer and stays there until the program he is planning to see
starts. He hears the intro and comes back to the sofa. He is watching a program on SVT,
meaning that there are no commercial breaks. He is very focused on what he is watching,
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does not do anything else to distract himself, just lying in the sofa. When the show ends he
starts zapping again, stays at a channel where another interesting show is supposed to start,
since it is still commercial break he goes away to the computer again (other media distraction). At the computer he fix the things with his blog again, while he is talking to some
friends on both MSN and Skype.
After a few minutes, the program he starts. He gets up from the computer, gets some water
and is back in the sofa again. Relaxed and watching the program without any distractions.
Looks at me from time to time, curious what I am doing, but does not try to communicate.
When the commercial comes on again, he does not see sponsored by and starts zapping
through the channels again (mechanical avoidance). Continues zapping without stopping
at anything special until the show starts again.
Another program starts after the previous one, same one and he continues to watch that
one too. Not planned but it is a series that he enjoys to he continues to watch it. Same patterns occur when the commercial comes on again, he does not get to see more than one
second of the sponsored by before changing the channel. Either he gets bored and goes up
to the computer until he hear that is has started again or continues zapping without stopping at any commercials maybe at a random show but does not watch it for more than one
minute or so.
Overall, he was relaxed and when he is watching a show, he does not do other things. It is
when the commercial break comes on, and nothing else he wants to see, that he gets up to
the computer. Also, since one show was from SVT, there was nothing to observe during
the non-existing commercial break.
The observation ends and he plans to continue to fix with his blog when I left. When the
computer is on, he keeps the IM programs on as well.
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Johan - Observation ex. 2
Wednesday 11th of November 2009, 20.00-22.00


Mood. How are you feeling?

Fine, he is in a good mood. As usual. Well, maybe a bit more tired than usual.


Schedule, busy day? Stressed?

Not really, not feeling stressed. He has a larger workload from school but is not
stressed.


What did you do before I came?

Studies and had a friend over, who left before I came.


How the day has been (straight from school or from coffee with friends)

Day has been good. Spent a few hours at school. Then went for a walk with a friend
and grocery shopping.


What are you doing now?

Relaxing, by watching TV.


Any plans for tonight?

No special plans for tonight, just going to relax.


Planned or unplanned viewing of the TV-show

Planned.


Has the observant seen the show before/interest of the show? Is there any
show you plan to watch tonight?

No, he is just turning on the TV to see what is on.
Field notes
When I arrive, the show that he planned to see starts. Therefore, he sits down in the sofa
while I place myself by the table. He was more uncomfortable with me in the sofa, so for
the other observations, I changed my position to the table 1.5 m away from him, which
worked out better. Continuing, he watches the show carefully and without doing anything
else. Just lying relaxed, watching. When the commercial break comes on, he is zapping for a
minute or so (mechanical avoidance), returns to the first channel, where the commercial
break is still on. Instead, he gets up to use the computer, wants to know if anyone has written to him on MSN or Skype (other media distractions, also socializing), sits there for
a while, until he hears the commercial break ending and returns to the sofa, lying as relaxed
as before. Still watching the show without other distractions.
When the commercial break comes on again, he starts zapping immediately (mechanical
avoidance). After a minute, he returns to the first channel again, but the commercial break
is still on. Therefore, he gets up to do some dishes. With his back against the TV, he does
not turn towards it, except for one occasion when his ―favorite‖ commercial comes on. It
is a beer commercial with people in a nicely decorated flat and with both men and women
screaming in it. He enjoys watching that one. When it ends, he turns back to the dishes. Fi-
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nishes off, hear the program start again and goes back to the sofa. Lying as relaxed as before.
When the next commercial break starts, he is only zapping at this point until the break is
over (mechanical avoidance).
When the show ends, there is another show he enjoys at another channel, which he switches to instead. Watches it but starts to look more tired. The next commercial break comes
on and yet again, he starts zapping for barely a minute (mechanical avoidance) before
getting up to look at the computer (other media distraction). Talking to some friends on
MSN. Hears the program start again and returns to the sofa. He does not focus on anything else in the room or me. The two following commercial breaks have the same pattern,
since he is looking more and more tired; he is only zapping until the program starts again
(mechanical avoidance).
The observation ends, he is now tired and planning to watch some more TV before going
to bed. Needs to be fit for tomorrow when more schoolwork is waiting.
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Appendix C
Anna, Observation ex. 1
Monday 26th of October 2009, 20.00-22.00


Mood. How are you feeling?

Feeling pretty tired, have a lot to do in school


Schedule, busy day? Stressed?

Really stressed, been studying in school all day


What did you do before I arrived?

Came home an hour ago, had some dinner and just been sitting on the couch


How the day has been (straight from school or from coffee with friends)

Day has been hard, spent all day at school and afterwards came straight home


What are you doing now?

Unplanned viewing, just going to watch some TV to kill time and relax


Any plans for tonight?

Nothing really


Planned or unplanned viewing of the TV-show

Unplanned


Has the observant seen the show before/interest of the show? Is there any
show you plan to watch tonight?

Did not plan to view anything in particular, but recognizes the show and finds it
somewhat entertaining
Field notes
The first thing that is observed is the combined use of the computer while watching
TV(use of other media). Her focus is shifting back and forth between the two sources. As
the observation is done by sitting on the sofa next to the participant, it is observed that she
shifts her focus to the TV while waiting for her friends that she is talking to, to respond.
She is using Facebook and a IM program. The program that is shown on the TV, is Cops
on TV6. She looks up occasionally when the police in the show make an aggressive arrest.
She seems to have difficulties ignoring the observer, making comments about the aggressive behavior of the police. The first commercial break, she mute‘s the sound of the
TV(mechanical avoidance) and gets up to go to the bathroom.
She is somewhat curious of what the observant is doing, and so far she has not been able
to avoid the presence of the observant and keeps making comments and trying to start a
conversation. Observer avoids her questions.
When she comes back, she reacts to the number of people that have written on IM to her
when she was gone, so she starts off by replying to her friends. Then realizes that the show
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has started again and then turns the sound back on. But still has her focus on the computer.
Now she does some zapping (mechanical avoidance) and stops at Kanal5, for some reason she throws the remote on the bed. Continues to use her computer and not paying
much attention to the TV. Commercial breaks starts and immediately her focus shift towards the TV and she starts to look around for the remote, says: ―I hate when they increase
the sound level during commercials‖. After seeing that the remote control is too far away
for her to reach, she just ignores the commercials and returns to looking at the computer.
Reacts to L‘Oreal with Eva Longoria and watches that entire commercial.
Summarizing the first hour of this session, although the TV is used, it is not the primary activity. The computer is instead the primary activity (media distraction) and the TV is used
as background entertainment.
Anna puts away the computer, and solely focuses on the TV. But in accordance with her
own statement she seems to be very tired and is now lying down. Although she is only focusing on the TV it does not feel like she is really watching what is shown. When asked,
she states that she does not care about what she is watching and she is too tired to even
care.
Gets a text message and responds to it (behavioral avoidance). Gets up to get the remote, and starts zapping for a short while, not finding anything of interest and returning to
the previous channel. She continues to either lower to sound level of the TV or completely
muting it (mechanical avoidance).
Anna is too tired to do anything, barely reacts to anything except the text messages (behavioral avoidance) she received on her phone.
The last 15 minutes have been without any activity, and she almost falls asleep. Observation ends at 22.03.
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Anna, Observation ex. 2
Tuesday 10th of November 2009, 20.00-22.00


Mood. How are you feeling?

Feeling good, not much to do at school.


Schedule, busy day? Stressed?

Calm day, been to school and had some coffee with friends then came home and did
some laundry.


What did you do before I arrived?

Just been at home and cleaned a bit and did some laundry.


How the day has been (straight from school or from coffee with friends)

Really relaxing, been at school but not studying


What are you doing now?

Just going to watch some TV


Any plans for tonight?

None, just to watch a show at 21.00


Planned or unplanned viewing of the TV-show

Both, she is just going to watch some TV now but at 21.00 she is going to watch on of
her favorite shows


Has the observant seen the show before/interest of the show? Is there any
show you plan to watch tonight?

She does not know what is shown right now, but she has no plans of watching anything in particular.
Field notes
After only a few minutes of zapping around some channels, Anna stops at TV6 where an
episode of The Simpsons is being shown. As she puts away the remote, she instead picks
up her computer and use it as her primary source (use of other media). She sporadically
looks up towards the TV during the show. Anna is ignoring the presence of the observant,
not asking any questions or looking towards the observer. Good, Anna feels relaxed and
behaving natural.
Asking her about what she is doing on the computer, she responds: using IM to talk to
friends (behavioral avoidance), Facebook and watching some Youtube clips. Anna is
very active today. Using the computer and her focus is shifting back and forth between the
computer and the TV. She is very keen on avoiding commercials and quickly reacts to the
commercial breaks by zapping (mechanical avoidance). She says that she is not planning
to watch any specific program and therefore she does not care really what channel is on.
During her zapping (mechanical avoidance) she again stops when seeing a L‘Oreal
commercial with a female American celebrity. At this point she watches the whole commercial and then continues zapping. Returns to the previous channel where a episode of
Family Guy is playing. When asked about why she stopped at this show she responded:

64

―there is not anything else I want to see and I sort of think Stewie (a character in the show)
is cute‖
Anna is relaxed and ignoring the observer, therefore the observer changes position and
moves to the sofa, sitting next to her. From here her activities on the computer could be
better observed.
Continues to use her computer with the TV playing in the background. Turns up towards
the TV when she hears something funny or when she waits for her friends to respond on
IM. Commercial with a male American celebrity starts playing, and Anna watches the entire
commercial. Anna likes this actor because he stars in one of her favorite shows. After this
commercial Anna does some zapping, then mute‘s the sound of the TV.
Returns her focus to the computer (use of other media), then does some zapping, but
finds nothing of interest to her. Changes the channel to MTV. Answers her friends on IM
(behavioral avoidance), and then gets up to get some water, after drinking some water,
she picks up some of her clothes that were lying on the kitchen table, folds them and puts
them in her closet (other distractions). Keeps an eye on the TV while doing this.
See‘s that her show is about to start and therefore returns to the sofa. Picks up the laptop
and writes her friends on IM. When asked about what she is talking with her friends about,
she says: ―Just told them that I‘ll talk to them later‖.
Now she is much more focused on the TV, the computer is closed and lying to the table in
front of her. During the program itself her focus is totally devoted to the TV. Commercial
break, she watches the ―sponsored by‖ ad, and then leaves the sofa to go to the bathroom.
Comes back to the couch, check her phone and returns to the show. 100% focus on the
show
Commercial break, again watches the ―sponsored by‖ advertisement. Lowers the sound of
the TV and looks at the computer and reads a couple of newspaper articles on aftonbladet.se. Keeps an eye on the TV so that she knows when her show starts again.
Returns back to the show, 100% focus on the show until it ends at 22.00. End of observation.
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Appendix D
Andreas - Observation ex. 1
Thursday 29th of October 2009, 19.00-21.00


Mood. How are you feeling?
Sick, had fever during the night and very tired during the whole day



Schedule, busy day? Stressed?
No, since he is sick, he‘s just been taking it easy and not being stressed



What did you do before I arrived?
Has been home the whole day



How the day has been (straight from school or from coffee with friends)
Has mostly been in the sofa or sleeping, just had dinner



What are you doing now?
Has been watching TV for the last hour



Any plans for tonight?
No



Planned or unplanned viewing of the TV-show
Unplanned, just watching TV to kill time



Has the observant seen the show before/interest of the show? Is there any
show you plan to watch tonight?
Started with a food program that he has seen before, however, he didn‘t plan to see
it. No other shows he planned to see during the evening.

Field notes
Andreas is lying in the sofa, watching channel 8 and the program Masterchef when the observation begun. He has seen the show before but did not plan to see it. He is yawning and
is semi interested, he‘s whole body language tells me he is bored and tired. I am sitting in
the sofa as well.
He is watching the show until it is over, then immediately starts zapping between channels,
(mechanical avoidance) stops at channel 6 and the show 2 ½ men that he has seen before and enjoys. Watches the show for 2 minutes then brings the computer (media distraction).
He has the computer as primary activity and is not paying attention to the TV. Commercial
goes on after the show, still computer as primary activity, looking up once in a while at the
commercials, only for a second. Surfing at newspaper Internet pages and checking e-mail.
Puts the computer away

66

For the next 20 minutes he‘s back lying in the sofa and can‘t decide what show to watch,
stops for approximately 2 minutes on one show and then keeps zapping (mechanical
avoidance), even though he likes the show. Is not exposed to any commercial, starts
switching channels as soon as he realizes the break is coming. Keeps commenting that
there‘s nothing to watch.
Leaves the sofa, feeds the fishes, The Simpsons are on, which he says he likes. Even
though, no focus on the TV what so ever. Does the dishes (domestic chores) with his
back towards the TV; Simpsons are still on, no attention towards the TV
Goes back into the sofa, now 2 ½ men which he‘s watching until the break, then switches
to a show he‘s never seen before: Border Control Australia. Finds it interesting and watches it to the end. Watches the ads for once (2 minutes) and was commenting on Burger
King and hamburgers.
Very unfocused, keeps zapping even though there are shows he enjoys. Goes mainly between two shows
Pick up a book and starts reading as the primary activity, sometimes he glazes at the TV to
see what is going on (2 sek each). (other distractions)
Gets some ice cream when watching Kanal 5 and SOS Gute until the end of the observation.

Overall comments: He is very tired and unfocused, not exposed to commercials since he
zapping every time the break comes on. Zapping even though good shows, no planned
shows. He is affected by my presence, keeps talking to me and I can feel he is acting differently than normally, even though I ask him not to mind about me
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Andreas – Observation ex. 2
Monday 2nd of November 2009, 19:00-21:00


Mood. How are you feeling?
Still a bit sick, no fever but a sore throat, tired



Schedule, busy day? Stressed?
Has been in school all day, busy with school work so a bit stressed



What did you do before I arrived?
Has been in school all day



How the day has been (straight from school or from coffee with friends)



Came home from school 2 hours before the observation, was sleeping right before
I came



What are you doing now?
Cooking dinner



Any plans for tonight?
Some schoolwork



Planned or unplanned viewing of the TV-show
Unplanned, just watching TV to kill time



Has the observant seen the show before/interest of the show? Is there any
show you plan to watch tonight?
Started with a program he has seen before, however it‘s unplanned

Field notes
Cooking at the same time as the TV is on (domestic chores), a comedy show (2 ½ men)
he has seen before and enjoys, no attention to the TV while cooking. Moves over to the
kitchen and continues cooking, returns to the sofa when he has the possibility to. being in
the kitchen he has no focus what so ever on the TV and is not reacting to any sounds even
though he can hear the show/ad.
Reacts on a car ad, when understanding what brand it is for, he keeps zapping through
both commercials and TV-shows (mechanical avoidance). After a minute, he stops at Jay
Leno show that he sometimes watches, and is interacting with the show by answering the
questions asked. Seems interested and laughs.
Commercial goes on, straight away he‘s attention is elsewhere (sees the ―presented by‖) and
goes go the kitchen. When the show goes back on, he‘s watching from the kitchen, interested by Jay Leno. Focus goes back and forth from cooking and watching the show.
The food is done and he brings it to the sofa (eats in the sofa), Jay Leno is over and
commercial is on, he starts zapping straight away and stops at the first show that is on,
―Highlands‖, that he has never seen before and has no idea of the content. Is eating at the
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same time as he is watching. Commercial goes on and he doesn‘t care to change the channel.
Not reacting to a specific ad but has a pattern of looking up on the ads every 10 th second,
for approximately 4 seconds each.
He is done with the food and continues with the show that he say he likes. Commercial
goes on and he immediately presses the ―mute‖ bottom (mechanical avoidance), and
brings the computer (media distraction). He says he is surfing through newspaper pages.
He is glazing at the TV once in a while, doesn‘t care that the show is back.
A new show is on which he likes, still has the computer as the primary activity but has now
the sound on the TV and is glazing more frequently. No pattern of when he is watching,
approximately every second minute.
Gets more and more absorbed by the computer and glazes less and less at the TV. Was
reacting when a new bank commercial was on, and watched until he saw what company it
was for.

Overall comments: When eating in front of the TV, he didn‘t care what show was on, as
long as he had a show to watch, and as a result he saw the commercials. Absorbed by the
computer, looked up at the ads when it was something he didn‘t recognize, kept watching
until the name of the company was displayed.
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