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Current cases of and motivations for second screen use by 
generation Z: university students
Aydın Yeşilyurta and Sibel Karadumanb

aDepartment of Radio, Television and Cinema, Akdeniz Universitesi, Antalya, Turkey; bFaculty of Communication, 
Akdeniz Universitesi, Antalya, Turkey

ABSTRACT
Second screen use is becoming increasingly popular among young people. 
Türkiye can be expressed as a place where the use of devices such as TV, 
phone, tablet and computer is widespread. This study, which is based on the 
uses and gratifications approach, seeks answers to the following questions: a) 
which devices are used as second screens, b) with which TV programs they 
are used, c) with what kind of motivations they are used by Generation 
Z members who still watch TV. We collected data from university students 
using a questionnaire and the convenience sampling method, which is a type 
of non-probabilistic sampling, through SPSS. The data showed that 
Generation Z primarily uses smartphones as second screens, and only 
a few use second screen applications on their mobile phones. Music pro
grams are the most popular thematic programs watched together with 
the second screen. Women tend to use their second screens for watching 
series and shopping. Generation Z prefers using a ‘smartphone with compu
ter’ as a second screen. Future studies could investigate the motivations of 
students and academics to use second screens in distance education. 
Additionally, future studies can investigate the usage habits of second 
screens in second language learning.

Introduction

It is a generally known fact that 97.1% of the world’s population has smartphones while the 64.4% of it 
has computers and 34.3% of it has tablets. Each individual worldwide spends 6 hours 54 minutes on 
the internet and 3 hours 24 minutes watching television (We are social, 2022). In Turkey, a country 
with a population of 85.30 million, there are 68.9 million social media users and 69.95 million internet 
users, while there are 76.89 million smartphone users. On average, people in Turkey watch TV for 8  
hours a day (Datareportal, 2022) and spend a total of 7 hours on the internet, three of them on social 
media (Web Tekno, 2022). In Turkey, the vast majority of Generation Z, whose 97% have smart
phones, uses their smartphones for 4 hours in a day on average, while 66% of them use social media 
(Marketing Türkiye, 2022), and watch TV for nearly 3 hours (RTÜK, 2022).

As per the research that investigates whether individuals are online on second screen devices while 
watching TV or not, ‘the participants in selected 40 countries are asked if they connect to the Internet 
via another device (like the computer, smartphone or tablet).’ More than half of the TV audience in the 
36 countries out of 40, which makes up the participant group, utters that ‘they connect to the Internet 
via another device while watching TV.’ In the remaining 4 countries, only less than half of TV 
audience expresses that they connect to the Internet (Statista, 2020). In another research, 34 of 42 
selected countries, one of them being Turkey, it is seen that smartphones are mostly used for 
connecting to the Internet while watching TV, and in 7 countries, the most used device for connecting 
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to the Internet is the computer. In the remaining countries, smartphones and computers are used 
equally while connecting to the Internet (Statista, 2020).

In previous research studies, various topics related to second screen use were discussed (Cheng 
et al., 2023; Chung et al., 2023; Etura Hernandez et al., 2023; Intyaswatı et al., 2023; Kannas et al., 2023; 
Lee, 2021; Navarro et al., 2022; Malka et al., 2023; Valecha & Jaggi, 2020). The following questions are 
currently unanswered in the literature: 1) What devices do Gen Z mostly use as a second screen, and 
how important is this practice? 2) What types of TV programs do Gen Z watch while using 
their second screens? 3) What motivates Gen Z to use a second screen? This study aims to fill this 
gap in the literature by identifying: a) the devices most commonly used by Gen Z as a second screen, b) 
the TV programs most frequently watched while using a second screen, and c) the second devices most 
commonly used simultaneously. The secondary goal of this study is to (d) identify the motivations 
behind using second screens for Generation Z and (e) investigate whether it depends on gender or not. 
On this basis, we researched what second screen means, the advantages and disadvantages of using it, 
and the fields/aims of its use with the help of extensive literature and fieldwork (Guo, 2019). 
Investigating active audience behaviors helps to better understand the process of participation in 
social television and to make suggestions for future studies.

In the study, which parallels the paradigm of the Uses and Gratifications approach that actively 
accepts users, the Internet and social media are not only a source of information and entertainment, 
but also platforms for social interaction and self-expression for Generation Z, which is an extremely 
active and selective generation in media consumption.

Literature review

The concept of the second screen emerged in the 1990s, around the same time that interactive 
television research began (Basapur et al., 2012). The second screen refers to the use of digital devices 
such as smartphones, tablets, and computers to access social network sites and participate in discus
sions or interact with other audience members while watching TV (Crowdpark, 2011; Dias, 2016; 
McGregor et al., 2007). People who use a second screen while watching TV are called ‘second screen 
users’ (Gil de Zúñiga et al., 2015). To fully understand this phenomenon, it is important to consider 
the motivations behind the audience’s interaction and use of the second screen (Blake, 2017). 
Generation Z is socializing more by actively using media content with their second screen usage. 
According to the Uses and Gratifications approach, media is a tool used to meet these personal and 
social needs.

Although studies are showing that individuals use a second device while watching television even 
before computers, tablets, and smartphones took their place in daily life (Geerts et al., 2014), ‘The 
practice of using the second screen,’ which has become more and more phenomenal today (Giglietto & 
Selva, 2014), is becoming increasingly common (Shim et al., 2017). The second screen, which emerges 
naturally with the increase in the use of devices such as tablets, computers, and phones (Brown et al.,  
2019), enhances the interactive television experience (Cruickshank et al., 2007). While the second 
screen used for the watched TV content contributes more to the viewer about the content, when it is 
used independently of the content watched on TV, it can have an impact on the content (Ran & 
Yamamoto, 2019). It is also stated that the use of second screens changes media consumption habits 
and enables individuals to approach media sources more critically and effectively (Cheng et al., 2023).

We can mention an interaction between second screen use and ‘internet and social network sites,’ 
which comprise the components of new media. People can communicate with each other thanks to the 
opportunities provided by the Internet with cost control (Lupia & Sin, 2003) through communication 
technologies (Cho et al., 2009). They communicate this way to both discuss (Southwell & Torres, 2006) 
and exchange information (McGregor et al., 2007). It must be noted down that the exchange and 
dissemination of information are much easier through social network sites (Southwel & Yzer, 2007), 
and the more people receive information through social media, the more they have the possibility to 
give this information out on the Internet (Weeks & Holbert, 2013). TV audience uses applications that 

2 A. YEŞILYURT AND S. KARADUMAN



generate new media (social media, digital platforms, etc.) and desire to become more actively involved 
in the process and become individuals who make up their minds about what to watch (Shim et al.,  
2017). In this way, the audience turns their individuality into socialization/sociality (Gil de Zúñiga 
et al., 2019). These data increase the rates of using second screen devices while watching TV. The 
television, regarded as the second most important medium following new media (PwC, 2022), 
preserves its central position in the sitting room, however, its centrality sometimes is replaced 
with second screens and sometimes lost (Wilson, 2016) since the balance between first and second 
screens depends on the gratification sought by the audience and the need of audience (Cunningham & 
Eastin, 2017).

From the perspective of Kroon (2017), the focus of the audience, whose attention has shifted to 
the second screen, is tried to return to the TV. In such an environment, second screen applications 
such as QR codes, hashtags, and voice verification were developed so that the audience would be able 
to use and get warned against television (Angeluci et al., 2017) Although this type of second screen 
applications motivate the audience as it contributes to their personal experience (Cerny & Donahoo,  
2018), offers a kind of ‘unison experience’ (Angeluci et al., 2017) and gives more freedom to control 
screen time, the audience prefers using second screen applications less (Lee et al., 2018).

Being importance also for marketing experts, second screen applications are regarded as comple
mentary and ancillary equipment in marketing campaigns (Vanattenhoven & Geerts, 2016). What 
needs to be considered here is that the second screen (smartphones, tablets, computers, etc.) is not 
replacing with first screen (TV) but rather becoming an ancillary device used for completing the first 
screen experience (Cunningham & Eastin, 2017).

Many researchers have examined the advantages and disadvantages of using a second screen. 
According to these researches, the audience who uses a second screen while watching TV: can get 
support for cultural and linguistic issues that are hard to understand and learn, collect information 
about specific topics, and prepare personal learning schedules/plans (Fallahkhair et al., 2005), while 
watching the news remember what they watch less than those who do not use a second screen 
(Cauwenberge et al., 2014), can vote for TV programs, do online shopping (the producers may get 
feedback from the audience), and can be less productive while performing multiple duties (Macrì,  
2016), can have conversations about what they watch with their friends and share it on social network 
websites (Medina et al., 2015), can interact personally and multiply with advanced usable technological 
opportunities (Mendes Costa Segundo & Santos, 2013), can have difficulties focusing on the first 
screen while using the second screen and have cognitive troubles (Emmerich et al., 2014), may end up 
having an attention deficit, yet using a second screen may offer the opportunity to pay more attention 
to TV programs (Gil de Zúñiga et al., 2015; J. Jensen et al., 2015), may enable them to join TV shows 
interactively (Davis & Yung, 2005).

The second screen use varies from one place and one reason to another. For example, the majority 
of the football fans in front of the television actively use WhatsApp and when they do so, they increase 
their entertainment (Weimann-Saks et al., 2020). Another research has argued that 79% of sports 
program audiences surf on social media independent of the program’s content, while 69% of them 
research sports (Rubenking & Lewis, 2016). The research conducted on 23 countries by Statista has 
detected that more than half of the TV audience uses second screens independent of what they watch. 
The research has also stated that the followers of the 2017 Winter Olympics and 2018 FIFA World Cup 
use second screens during sports competitions (Statista, 2020).

Since TV audiences can access more visual content about the TV programs they follow (Wiehl,  
2014), they may use their mobile devices as second screens so often (Petrangeli et al., 2015). 
The second screen uses may change due to the use of interactive screens and to the TVs’ ability to 
connect to the Internet (Horning, 2017) to introduce and distribute the content and promote 
interaction. Here, the audience prefers using certain media depending on the gratifications they 
provide and the needs they meet (Dimmick, 2003). The theoretical foundation of this research within 
the scope of the information above is comprised of a ‘uses and gratifications approach’ to identify the 
devices used by TV audiences and the type of gratification they feel after.
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Arguing that the studies based on the Uses and Gratifications approach contrast with the classical 
mass communication research formulations, Katz supports his thought by asking ‘What do people do 
with the media?’ instead of “What does media do to people? (Katz, 1959). It is stated that the 
psychological and social environment of the audience, their needs, and motivations for communica
tion, attitudes and expectations about the media, functional alternative approach to using commu
nication tools, communication behaviours and their watching attitudes following the behavior 
generate the basic components of Uses and Satisfactions theory (Rubin, 2009). Ultimately, while the 
individuals using second screens see a decrease in their real-time needs, they feel satisfied at the same 
time as per Uses and Gratifications approach (Wang & Tchernev, 2019). The fact that they have grown 
up intertwined with digital technologies, which is one of the most distinctive features of Generation Z, 
has a significant impact on media consumption habits and expectations. The Uses and Gratifications 
approach, which tries to understand the purposes for which individuals use media content in media 
studies and how they get satisfaction from these uses, provides a theoretical framework for our study 
in this respect.

Theoretical framework

The Uses and Gratifications approach provides an appropriate theoretical framework for under
standing the media consumption habits of Generation Z and the motivations underlying these habits. 
From the perspective of this approach, we can say that Generation Z is active, selective and critical in 
media consumption and uses media content to meet its personal and social needs. The theory offers 
important clues in understanding the media choices and usage patterns of these users. Because, when 
a researcher is about to design research on young people habits of using technology, digital media, 
social media, etc., he/she needs to reconsider and re-use the approach of Uses and Gratifications 
(Dunas & Vartanov, 2020).

Katz, the creator of the Uses and Gratifications theory, underlines the reason people consume 
media rather than the way the media affects people (Katz et al., 1973–1974). This approach of Uses and 
Gratifications guides communication researchers to investigate the aims of using mass communica
tion tools by the audience who interacts with the media (Smock et al., 2011) and expresses that people 
make their choices and decisions actively to meet their own psychological and sociological needs (Ji,  
2019) and thus tries to explain generally what individuals, groups and societies do with the media (K. 
Jensen & Rosengren, 2005). The interaction and socialization rate of the audience using the second 
screen (Gil de Zúñiga et al., 2019) strengthens the foundation of this Uses and Gratifications theory 
(Ruggiero, 2000) since the degree of control of the participants increases during the communication 
process (Angeluci et al., 2017). As the focus shifts to the new media tools, the real-time needs of second 
screen users decrease in an environment where the increasing originality of the Uses and 
Gratifications approach is being mentioned (Su & Chen, 2020) and the users may feel satisfied 
according to this very theory (Wang & Tchernev, 2019).

Methodology

The study aims to reveal the second screen usage habits and motivations of the Z generation. In the 
study where we adapted the basic question of the Uses and Gratifications Approach, what does 
Generation Z do using a second screen? based on the question, many hypotheses have been developed. 
In this direction, the following questions and hypotheses were formed. Generation Z based on Uses 
and Gratification Theory:

RQ1: What are the devices most used by them as the second screen?

RQ2: With Which types of television programs (series, documentaries, sports, music, etc.) do they 
use second screen devices most simultaneously?
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RQ3: Does Generation Z use the second screen about the content being watched at that moment?

RQ4: Do the motivations behind using second screen depend on gender?

Considering these questions, the following hypotheses are generated:

H1: The majority of the TV audience Generation Z does not depend on only one screen.

H2: Generation Z becomes more active, interactive, and involved when they use a second screen.

H3: The second screen device used by Gen Z while watching TV depends on gender and program 
type.

H4: The motivation behind using a second screen differs from one gender to another.

Data collection & sampling

Turkey can be expressed as a place where the use of devices such as TVs, phones, tablets and 
computers is widespread. As stated in the introduction of the article, the Z generation, born into 
technology, consumes the screen too much. This causes the Z generation to be selected as a sample and 
to be the subject of research. Throughout this study, fieldwork was carried to measure the habits 
of second screen use and motivations of Generation Z. Out of quantitative methods, the questionnaire 
technique was used as data collection tool.

The research universe consists of Akdeniz University students in Turkey. The number of students 
enrolled in Akdeniz University is known to be 65.043, so the sample size must be at least (minimum) 
382 (Tutar & Erdem, 2020). In addition, the Table 1 showing how large the sample size should be 
according to the size of the universe is presented below (Ural & Kılıç, 2005).

In such a sample, the confidence level is 95% while a rate of 5% is accepted as the error 
margin (Creswell & Demir, 2017, s. 159). During the research ‘easily accessible sample’ was used 
and 455 individuals were accessed. This sample was used since it fits the research, makes it 
possible to access the targeted number in a short time, and is budget-friendly. Moreover, this 

Table 1. Sample size vs. Population size.

N: Universe Size Volume n: Sample Size Volume

N – n N – n N – n N – n N - n

10 – 10 100 – 80 280 – 162 800 – 260 2800 – 338
15 – 14 110 – 86 290 – 165 850 – 265 3000 – 341
20 – 19 120 – 92 300 – 169 900 – 269 3500 – 346
25 – 24 130 – 97 320 – 175 950 – 274 4000 – 351
30 – 28 140 – 103 340 – 181 1000 – 278 4500 – 354
35 – 32 150 – 108 360 – 186 1100 – 285 5000 – 357
40 – 36 160 – 113 380 – 191 1200 – 291 6000 – 361
45 – 40 170 – 118 400 – 196 1300 – 297 7000 – 364
50 – 44 180 – 123 420 – 201 1400 – 302 8000 – 367
55 – 48 190 – 127 440 – 205 1500 – 306 9000 – 368
60 – 52 200 – 132 460 – 210 1600 – 310 1000 – 370
65 – 56 210 – 136 480 – 213 1700 – 313 15000 – 375
70 – 59 220 – 140 500 - 217 1800 – 317 20000 – 377
75 – 63 230 – 144 550 – 226 1900 – 320 30000 – 379
80 – 66 240 – 148 600 – 234 2000 – 322 40000 – 380
85 – 70 250 – 152 650 – 242 2200 – 327 50000 – 381
90 – 73 260 – 155 700 – 248 2400 – 331 75000 – 382
95 – 76 270 – 159 750 – 254 2600 – 335 1000000 – 384

ATLANTIC JOURNAL OF COMMUNICATION 5



method was preferred because it was thought that more clear answers to the research questions 
could be obtained. In other words, due to the limitations of this study, this type of method was 
preferred not only to measure the motivation of university students who use second screens, but 
also to determine how many of the university students are second screen users or not. In this 
way, the findings; In parallel with the research questions, it will be easier to generalize it to the 
population. However, if a study is to be designed that includes only students using second 
screens, then working with one of the probability sampling methods will provide more useful 
data for the researchers’ questions and hypotheses. For a balanced distribution, random parti
cipants were included in the questionnaires from all faculties. The data were collected through 
interviews with 455 people on the campus of Akdeniz University in April 2022. 17 question
naires were not included in the study since they were mistaken and incomplete while 438 
questionnaires were included in the research. In addition, ethics committee permission was 
obtained from Akdeniz University Ethics Committee with document date and number 
‘21.04.2022 -344,341.’

Instrumentalization

A questionnaire consisting of three parts was used in the research: ‘The demographic Information 
Form, Technology Usage Habits Form, and Second Screen Usage Motivations Form.’ Demographic 
Information Form: In this section, the participants; gender in order to analyze whether the motiva
tions for using technology and second screens differ according to gender; the age of the participants to 
have the average age information; type of accommodation to determine whether they have a television 
or whether they have a suitable environment for watching television; To determine whether the 
distribution is balanced or not, questions were asked about their faculties. In total, four questions 
were asked. Technology Usage Habits Form: In this section, the participants; whether they currently 
live and have a television in their family home, whether they watch television, how much they watch 
per day, what communication devices they have to use as a second screen, which two screens they use 
most together, how often they use social networking sites, whether they use a second screen applica
tion or not. The answers to the questions of which digital platforms they do not use and which digital 
platforms they subscribe to were sought.

A total of 14 open-ended, closed-ended, multiple-choice, graded (1 most, 2 medium, 3 less) 
questions were created during the literature readings for the research. It is thought that these answers 
are the reasons that form the infrastructure of the process leading to the use of the second screen. So 
much so that the data obtained in this section were compared with the second screen usage motiva
tions section and binary analyses were made. Second Screen Usage Motivations Form: In this section, 
7 questions were asked in the first place, seeking answers to the participants’ second screen use. 
Immediately afterward, 18 rated questions were asked. The questions were compiled from the scales 
developed by Shim et al. in 2015, and the scales developed by Lim et al. in 2017, second-screen 
statistical research by the American Statista company, and literature readings (Shim et al., 2015, 2017; 
www.statista.com). The questions were created using a 7-point Likert type. However, as a result of 
expert opinions, the questions were not adapted to Turkish as a scale, so they were not used as 
a 7-point Likert scale. For the participants to give clearer answers; I disagree (1), I am undecided (2), 
and I agree (3).

Measurement

Gratifications and motivations: preference to use the second screen with or without the 
content watched

The questions and motivation items were created based on previous studies that investigate ‘searching 
for information, entertainment, self-expression, spending time, interpersonal interaction’ (Hunt et al.,  
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2012) and ‘habit, relaxation, escape and social interaction’ (Godlewski & Perse, 2010), scales developed 
by Shim et al. (2015) and Shim et al. (2017), second screen statistical researches conducted by 
American Statista company (Statista, 2020) and literature readings. The questions were designed as 
(1) Disagree, (2) Indecisive and (3) Agree to enable participants to give clearer answers. In addition, it 
was asked whether there was a TV in the place where they lived and in their family homes (two 
different types of accommodation were asked since they were university students) and how much TV 
they watched per day.

Tv – smartphone, coumputer, tablet multitasking frequency

The frequency of TV – smartphone, Coumputer, Tablet multitasking was measured by one question: 
‘What second screen device do you use while watching TV and the response categories ranged from 
none (1), rare (2), often (3).’

Second screen devices used simultaneously choice

Second Screen Devices Used Simultaneously Choice was measured by one question: Which two 
screens do you use most often at simultaneously and as the response participants were asked to 
mark two screens they used simultaneously.

Second screen usage preference according to the type of tv program watched

Second screen usage preference according to the type of tv program watched was measured by one 
question: ‘With which program do you use your second screen devices at the utmost and the response 
categories ranged from none (1), rare (2), often (3).’ TV program types (Rubenking & Lewis, 2016) and 
content (such as entertainment and information) (Su & Chen, 2020) can affect the second screen usage 
preference.

Interaction

Whether participants interact using the second screen was measured by 4 questions: ‘what second 
screen devices (such as smartphones, computers, tablets) they have,’ ‘which social media apps they 
use,’ ‘how much time they spend on social media,’ ‘whether they feel more active when they use 
a second screen.’

Attention deficit

A question was asked about whether using a second screen distracts the second screen user: ‘Do you 
get distracted when you use your second screen devices while watching TV?.’ Response categories 
ranged from none (1), rare (2), often (3).

Frequency of second screen apps use

Frequency of Second Screen Apps Use was measured by one question: ‘Is there a second screen app 
you use? (Click ’other” if you don’t use it). Response categories ranged from none (1), rare (2), 
often (3).

Data analysis & reliability

The data analysis was conducted using the SPSS package. Data control was made by the researchers 
and incomplete and mistaken data were corrected. Frequency and percentage analysis were used in 
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data analysis while the chi-square analysis method was employed in the comparison of categorical 
variables. In the statistical comparisons, the results were assessed according to 0.05 significance level. 
The reliability of 18 statements created to measure the second screen usage status and motivation of 
the participants was tested on the SPSS program. When we did factor analysis, we found that 
the second dimension was 0.45 Cronbach α. We removed expressions with low communality values. 
The second dimension was still low. We have removed all expressions in the second dimension. Only 
two dimensions remain. There was no significant factorization in either dimension. That’s why we 
canceled the factor analysis. We only took the Cronbach α value of the motivational expressions. 
Cronbach α value was determined as 0.913 for 18 statements. This value is above the accepted 0.60 and 
indicates high reliability.

Findings

Table 2 shows information about the demographic information of the participants. Being 58.2% of 
them female and 41.8% of them male, totally of 438 students participated in the research. 53.7% of the 
students are 18–22 years old, while 40.2% of them are 22–25 and 6.2% of them are 25 years old and 
above. As per their accommodation type detected, state dormitories had a share of 37.4% while those 
living with the family had a share of 25.3% and those living alone or with friends made a share of 25.3% 
while the rate of private dormitories was 9.8% and the relatives make 2% of the total pie. The 
participation level was detected as 14.8% from the Medicine Faculty, 14.2% from Faculty of Letters, 
9.6% from the Education Faculty, 8% from Theology Faculty and Communication Sciences Faculty, 
7.1% from the FEAS and Applied Sciences Faculty, 5.9% from Faculty of Sciences, 5.7% from 
Engineering Faculty, 3.7% from Architecture Faculty, 3.2% from Nursing Faculty and Health 

Table 2. Frequency and percentage distribution of participants’ responses to Demographic Variables.

Variables Group Frekans Percentage

Gender Female 255 58,2
Male 183 41,8

Age 18–22 235 53,7
22–25 176 40,2
25+ 27 6,2

Accomodation Government dorm 164 37,4
Private Dormitory 43 9,8
At home by yourself or with friends 111 25,3
with his family 111 25,3
with relative 9 2

Faculty Medicine 65 14,8
Literature 62 14,2
Education 42 9,6
Theology 35 8
Communication 35 8
İİBF 31 7,1
Applied Sciences 31 7,1
Science 26 5,9
engineering 25 5,7
Fine Arts 17 3,9
architecture 16 3,7
Nursing 14 3,2
Health Sciences 14 3,2
Law 7 1,6
Tourism 7 1,6
Agriculture 5 1,1
Basic Maritime 4 0,9
Dentist 1 0,2
Sports Sciences 1 0,2

Toplam 438 100
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Sciences Faculty, 1.6% from Law Faculty and Tourism Faculty, 1.1% from Agriculture Faculty, 0.9% 
from Basic Navigation Faculty and finally 0.2% from Dentistry Faculty and Sports Sciences.

Relevant to technology using habits

Frequency and percentage distributions of responses by participants to the variables about TV

It should be noted that although 41% of the Z generation participating in the research stated that they 
do not watch TV when their answers to Frequency of Using Second Screen While Watching Television 
(As per the Device) were examined, it was found that 90% of them used a second screen while 
watching TV with various tools (Table 3).

Frequency distribution of communication devices of participants

Frequency distribution related to the findings about communication devices of students is shown in 
Figure 1. As per these data, the most used device is smartphone (f = 434) and laptop (f = 336). The least 
used devices are desktops (f = 67) and smartwatches (f = 1), relatively. The tablet is a communication 
device preferred in a medium range (f = 90) (Figure 1).

Frequency distribution of communication devices used simultaneously by the participants

Accordingly, participants were asked to respond to which communication devices they use 
together. When the frequency distribution of the devices used simultaneously as per findings 
obtained is reviewed, it is detected that the students use PC and smartphone together at the 
utmost (f = 316), and then TV and smartphone, then TV and PC (f = 67), then TV + Smartphone 
and PC (f = 9), then only smartphone (f = 8) and finally PC + Tablet and smartphone (f = 2) 
(Figure 2).

Table 3. Frequency and percentage distributions of responses by participants to the variables about TV.

Variables Group Frequency Percentage

Do you have a TV where you live? No 191 43.6
Yes 247 56.4

Do you have a TV in your family’s place? No 7 1.6
Yes 431 98.4

Do you watch TV? No 180 41.1
Yes 258 58.9

How much do you watch TV in a day? 0–1 hour 100 22.8
1–2 hours 77 17.6
2–3 hours 34 7.8
3–4 hours 10 2.3
4–5 hours 8 1.8
5+ hours 71 16.2
None 138 31.5

Total 438 100

434
336

90 67

0

200

400

600

Smart Phone Laptop Tablet Desktop

f

Figure 1. Frequency distribution of communication devices of participants.
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Frequency distribution of social media applications used by participants (f)

The most used social media application among students is detected to be Whatsapp (f = 414), which is 
followed by Instagram (f = 405). Other applications coming after have such frequency distributions 
relatively: Youtube (f = 397), Twitter (f = 285), Snapchat (f = 178), Facebook (f = 150), Messenger 
(f = 70), Tumblr (f = 15), other applications (f = 14), Scorp (f = 5), Swarm (f = 5) (Figure 3).

Frequency and percentage distributions of time spent on social media by participants (daily)

When the distribution of time spent on social media by students is reviewed, the rate of people saying 
0–1 hour is 5.55%, 1–2 hours is 20.5%, 2–3 hours is19.2%, 3–4 hours is 17.6%, 4–5 hours is 10.7% and 
5 hours and above is 26.5% (Figure 4).

0 50 100 150 200 250 300 350

PC and smartphone

TV and PC

PC and tablet

TV + phone and PC

PC + tablet and telephone

316
182

67
50

22
17

9
8

2

Which communication devices youuse together?

f

Figure 2. Frequency distribution of communication devices used simultaneously by the participants.
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Figure 3. Frequency distribution of social media applications used by participants (f).
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Figure 4. Frequency and percentage distributions of time spent on social media by participants (daily).
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Second screen use states and motivations

Findings related to participants’ information about second screen concept

The participants were defined second screen and asked if they had information about it or not. 
Accordingly, 50.7% of students stated that they knew the meaning before while 49.3% expressed that 
they had no information hereabout. According to Table 4, H1 does not seem to be supported. 
However, it is seen in Figure 2 that this is not the case (Table 4).

Frequency of using second screen while watching television (as per the device)

The participants were asked if they ‘use second screen while watching TV’ and the frequency and 
percentage values of responses are shown in Figure 5. As per these data, total f = 385 students were 
detected to use telephone as the second screen while watching TV. 67.5% of respondents were 
using second screen often while 24% of them used it rarely. Moreover, the smartphone is detected 
to be the only communication device accepted as ‘the often-used device’ with a rate of more than 50%. 
The second most used communication device employed by students is detected to be computer 
(f = 202 students in total) with an oft-used rate of 45% and rare-used rate of 16.4%. These statistics 
are followed by others with a rate of 4.1% (f = 121 total) and tablets with a rate of 3.1% (f = 257 total). 
The other option comes first among the second screen devices which are never preferred by the 
participants while watching TV with a rate of 86% and tablet, computers, and finally smartphone 
follows it with rates of 68.5%, 38.6%, and 8.6%, relatively (Figure 5).

Frequency of using second screen while watching TV as per participants’ gender (according to 
device type)

Whether there is a significant relation between using second screen while watching TV and 
gender was researched and the findings are shown in Table 5. As per these data, a significant 
relation between smartphone use and gender has been found (χ2 = 6.589, p < .05). Hereunder, in 
the group where people use smartphones as the second screen ‘often,’ the rate of women is 
higher than men (62.7% vs. 37.3%) while in the group where people never use it as the second 

Table 4. Findings related to participants’ information about second screen concept.

Variables Group Frequency Percentage

No 216 49.3
Do you know ‘the second screen’ concept means  

the explanation/definition above?
Yes 222 50.7

36

176
127 104101 73

148

12

284

8
54

5

421

257
329

121

0

100

200

300

400

500

Smart Phone Tablet Computer Other

What devices and how often do you use as a second screen while 
watching TV?

None / n Rare / n Often / n Total / n

Figure 5. Frequency of using second screen while watching television (as per the device).
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screen, there are more men (58.3%) than women (41.7%). When the rates of those who say they 
use often tablets and computers, women and men are found to have similar statistics (Table 5).

Second screen use frequency as per TV program being watched

It has been analyzed that individuals who watch television use their second screen devices simulta
neously with which television program types and how often they are used. Accordingly, in terms of 
frequent use, 57.8% (n = 178) of the participants mostly use their second screen while watching music 
programs. And music programs are the only type of program that is above 50%. The second most 
preferred type is the series with a rate of 46.3%. As detected, the third most preferred program is the 
news with a rate of 35.4%. The approximate data belong to sports program. Namely, the participants 
were witnessed to watch sports programs as the fourth program during which 34.7% of the partici
pants use their second screen devices. The sports program is followed by documentaries, talk shows, 
and others, being 26.7%, 26.7%, and 23.4%, relatively. The second screen device used by Gen Z while 
watching TV depends on program type (Figure 6).

Second screen use frequency as per TV program being watched (as per gender)

While tendency to watch TV varies from one region, age range, and personal taste from another 
depends on the audience’s preference for the content the audience goes for some hedonistic taste and 

Table 5. Frequency of using second screen while watching TV as per participants’ gender (according to device type).

Item Variable Group
Female Male

Chi-square pn(%) n(%)

(Frequency of using second screen  
while watching TV)

Smart phone None 15(41.7) 21(58.3) 6.589 0.037*
Rare 56(55.4) 45(44.6)
Often 178(62.7) 106(37.3)

Tablet None 97(55.1) 79(44.9) 2.01 0.366
Rare 47(64.4) 26(35.6)
Often 4(50) 4(50)

Computer None 71(55.9) 56(44.1) 1.249 0.535
Rare 87(58.8) 61(41.2)
Often 27(50) 27(50)

Others None 56(53.8) 48(46.2) 0,482 0.786
Rare 7(58.3) 5(41.7)
Often 2(40) 3(60)

Cronbach α = 0,913 > 0,60.
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With which program do you use your second screen devices at the 
utmost?
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Figure 6. Second screen use frequency as per TV program being watched.
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makes preference based on the pleasure he/she will get, according to the research. To ground on 
developing technologies, individuals have too many communication tools to watch. Moreover, there 
are many contents and applications for watching or using. Such an environment bears the hypothesis 
that ‘the type and frequency of second screen use while watching TV may depend on the gender and 
TV content.’ The second screen device used by Gen Z while watching TV depends on gender 
(Tablo 6).

The effect of using second screen while watching TV on attention deficit

Out of participant students, 24.9% of them expressed that they are not distracted when they use second 
screen, while 55.5% of them stated that they are a bit distracted. However, 19.6% of them said that they 
were distracted too much when they used second screen (Figure 7).

Findings related to the activity of audience using second screen while watching TV

The frequency and percentage distribution of students’ views about the effect of using second screen 
on their activity were examined. According to the findings, 212 of the participants (50.1%) were 
indecisive, 120 of them (28.4%) said no while 91 of them (21.5%) said yes (Figure 8).

Percental findings related to the frequency of second screen apps use by participants

The participants were asked to tick the frequency of second screen use. If there is no application they 
use, they are asked to tick ‘others’ option. When viewed from this perspective, the frequency of 

24.9

55.5

19.6

Do you get distracted when you use your second screen devices 
while watching TV?

None (%) Rare (%) O!en (%)

Figure 7. The effect of using second screen while watching TV on attention deficit.

28.4

50.1

21.5

0

20

40

60

No (%) Indecisive (%) Yes (%)

Do you think that using second screen whilewatching TV makes 
you more ac!ve?

Figure 8. Findings related to the activity of audience using second screen while watching TV.
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applications used and unused and the distribution of their rates are shown in Figure 9. F = 173 of the 
students ticked ‘others’ option. This means that f = 173 of the f = 438 participants did not use second 
screen applications. When the findings were examined, Shazam was identified as the most used second 
screen application by total f = 153 students, being 34.6% at the utmost, 39.9% at the medium, and 
25.5% at the minimum. Being used by totally f = 71 students, National Geographic & Nokia comes 
in second following Shazam with 21.2% at the utmost, 28.2% at the medium, and 50.7% at the 
minimum. Being used by totally f = 60 students, Kara Para Aşk application comes in third with 
11.7% at the utmost, 35% at the medium, and 53.3% at the minimum. This is followed by Bir Erkek 
Bir Kadın (n = 58), Ekranda (n = 56), Nexum (n = 49), Dediki (n = 48), Wahooy (n = 48), Viggle 
(n = 46), Zeebox (n = 46) and GetThis (n = 46), relatively (Figure 9).

Motivations behind using second screen

Second screen users desire to be more actively involved individuals who decide what and when to 
watch using applications that generate social media (like digital platforms, social networks, etc.) and 
also watching traditional media (like TV) rather than being passive receivers of ready-made programs 
offered by only one medium. The users of second screen are increasingly turning their individualities 
into socialization via second screen devices. Within these data, Generation Z is probed about whether 
they play a more active, interactive, and involved role or not while using second screens (Table 6).

Motivations behind using second screen (based on gender)

Users may create friend groups and join the groups through these second devices and share ideas 
about programs seen on TV. Second screen use may make the experience of watching TV multi- 
dimensional and encouraging. On this axis, whether the motivation behind using second screen 
depends on the gender or not becomes a kind of research hypothesis.

Whether there is a difference between gender and motivation was examined via chi-square method 
(see Table 7). In this method, there are categorical variables that have two or more categories and the 
method aims to show whether there is difference between categoric variables rates and is not 
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Figure 9. Percental findings related to the frequency of second screen apps use by participants.
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parametric. Accordingly, a significant difference between the item ‘I use second screen in order to 
follow my social media accounts’ and gender has been detected (χ2 = 12.473, p < .05). The rate of 
women that agree with this item is higher (68.2%) than that of men (31.8%).

And there is also another significant difference between the item “I use second screen in order to 
communicate with my friends/message them and gender (χ2 = 6.229, p < .05). When the distribution of 
women responses to this item are examined, it can be seen that their rate of agreement is higher (63.2%) 
than that of men (36.8%).

There is a significant difference between the item ‘I use second screen in order to shop online or 
look at the product’ and gender (χ2 = 6.229, p < .05), either. The rate of women’s agreement on this 
item is higher (71.3%) than thaf of men (28.8%). The motivation behind using second screen differs 
from one gender to another. According to these data, H4 is supported (Table 7).

Conclusion & discource

Since Generation Z grew up in the digital and social media age, when examined within the framework 
of this theory, it is seen that their media consumption behaviors are very different from traditional 
media. Especially in this period, when interactive and personalized content is at the forefront, the 
media use of Generation Z is shaped as a means to meet its social needs in accordance with the 
predecessors of the theory. This study is based on the satisfactions of Generation Z while watching 
television with their second screen. From this point of view, in this study, we investigated the second 
screen usage motivations of the Z generation, who are university students, as well as which devices 
they use as a second screen the most, with which TV program types they use these devices and whether 
it differs according to gender. In addition, we have added a new discussion to the use of the second 
screen by investigating which first and second screens Generation Z prefers to use at the same time.

The findings obtained have shown that Generation Z is active, selective and purposeful in media use, 
and how the Uses and Gratifications approach provides a framework for understanding these behaviors. 
The second screen usage habits of Generation Z can be evaluated as meeting various needs within the 
framework of the Uses and Gratifications approach. These motivations reveal the active participation of 
Generation Z in media consumption and the search to meet their various needs. Based on this, the findings 
we obtained, the hypotheses we created and the validity of our questions are discussed as follows.

Table 6. Motivations behind using second screen.

Motivational Items
Agree Indecisive Disagree
n(%) n(%) n(%)

To share my questions and thoughts with others simultaneously 133(30,4) 166(37,9) 139(31,7)
To get new information about TV programs 131(29,9) 153(34,9) 154(35,2)
To get information about the programs I like 138(31,5) 146(33,3) 154(35,2)
To participate in the voting on TV series or programs I watch 250(57,1) 129(29,5) 59(13,5)
To convey my views or opinions to program producers 259(59,1) 131(29,9) 48(11)
To learn other people’s opinions and thoughts about TV programs (series, sports, 

documentaries, news, etc.)
179(40,9) 155(35,4) 104(23,7)

Sharing my instant excitement about TV programs (series, sports, documentaries, 
news, etc.) with others

184(42) 148(33,8) 106(24,2)

To follow my social media accounts 126(28,8) 133(30,4) 179(40,9)
To read my e-mails 159(36,3) 173(39,5) 106(24,2)
To have fun 99(22,6) 143(32,6) 196(44,7)
To communicate/message with my friends 91(20,8) 116(26,5) 231(52,7)
To relieve my boredom 94(21,5) 145(33,1) 199(45,4)
To interact with others 98(22,4) 168(38,4) 172(39,3)
To learn other people’s opinions and thoughts on any subject 148(33,8) 151(34,5) 139(31,7)
To share my opinions and thoughts on any subject with others 141(32,2) 167(38,1) 130(29,7)
To shop online or review products 114(26) 164(37,4) 160(36,5)
To do my work/homework 122(27,9) 171(39) 145(33,1)
To save time 141(32,2) 168(38,4) 129(29,5)

Note: ‘I use my second screen devices (smartphone, tablet, computer etc.) while watching TV in order to . . . .’
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Table 7. Motivations behind using second screen (based on gender).

Motivational Articles Group
Female Male Chi- 

square pn(%) n(%)

To share my questions and thoughts with others simultaneously Disagree 77(57,9) 56(42,1) 1,886 0,389
Indecisive 91(54,8) 75(45,2)
Agree 87(62,6) 52(37,4)

To get new information about TV programs Disagree 75(57,3) 56(42,7) 1,259 0,533
Indecisive 85(55,6) 68(44,4)
Agree 95(61,7) 59(38,3)

To get information about the programs I like Disagree 76(55,1) 62(44,9) 4,431 0,109
Indecisive 79(54,1) 67(45,9)
Agree 100(64,9) 54(35,1)

To participate in the voting on TV series or programs I watch Disagree 151(60,4) 99(39,6) 1,18 0,554
Indecisive 72(55,8) 57(44,2)
Agree 32(54,2) 27(45,8)

To convey my views or opinions to program producers Disagree 161(62,2) 98(37,8) 4,427 0,109
Indecisive 67(51,1) 64(48,9)
Agree 27(56,3) 21(43,8)

To learn other people’s opinions and thoughts about TV 
programs (series, sports, documentaries, news, etc.)

Disagree 111(62) 68(38) 2,456 0,293
Indecisive 83(53,5) 72(46,5)
Agree 61(58,7) 43(41,3)

Sharing my instant excitement about TV programs (series, 
sports, documentaries, news, etc.) with others

Disagree 111(60,3) 73(39,7) 0,821 0,663
Indecisive 82(55,4) 66(44,6)
Agree 62(58,5) 44(41,5)

To follow my social media accounts Disagree 63(50) 63(50) 12,473 0,002*
Indecisive 70(52,6) 63(47,4)
Agree 122(68,2) 57(31,8)

To read my e-mails Disagree 90(56,6) 69(43,4) 1,431 0,489
Indecisive 98(56,6) 75(43,4)
Agree 67(63,2) 39(36,8)

To have fun Disagree 57(57,6) 42(42,4) 4,53 0,104
Indecisive 74(51,7) 69(48,3)
Agree 124(63,3) 72(36,7)

To communicate/message with my friends Disagree 44(48,4) 47(51,6) 6,229 0,044*
Indecisive 65(56) 51(44)
Agree 146(63,2) 85(36,8)

To relieve my boredom Disagree 49(52,1) 45(47,9) 5,648 0,059
Indecisive 78(53,8) 67(46,2)
Agree 128(64,3) 71(35,7)

To interact with others Disagree 51(52) 47(48) 4,218 0,121
Indecisive 94(56) 74(44)
Agree 110(64) 62(36)

To learn other people’s opinions and thoughts on any subject Disagree 85(57,4) 63(42,6) 0,188 0,91
Indecisive 87(57,6) 64(42,4)
Agree 83(59,7) 56(40,3)

To share my opinions and thoughts on any subject with others Disagree 78(55,3) 63(44,7) 1,078 0,583
Indecisive 97(58,1) 70(41,9)
Agree 80(61,5) 50(38,5)

To shop online or review products Disagree 54(47,4) 60(52,6) 18,49 ,000*
Indecisive 87(53) 77(47)
Agree 114(71,3) 46(28,8)

To do my work/homework Disagree 67(54,9) 55(45,1) 3,134 0,209
Indecisive 95(55,6) 76(44,4)
Agree 93(64,1) 52(35,9)

To save time Disagree 84(59,6) 57(40,4) 0,187 0,911
Indecisive 96(57,1) 72(42,9)
Agree 75(58,1) 54(41,9)

Cronbach α = 0,913 > 0,60. 
Note: ‘I use my second screen devices (smartphone, tablet, computer etc.) while watching TV in order to . . . .’
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H1: The majority of the TV audience Generation Z does not depend on only one screen/RQ1: What 
are the devices most used by them as the second screen? In such an environment, smartphones that 
have appeared as second screens play an important role among technological devices, which provide 
additional information (Shin et al., 2016). The results indicate that the vast majority of TV audience 
generation Z uses second screen, yet very few of them is aware of this fact. They use smartphones as 
the second screen at the utmost. It has been established that women use their smartphones more than 
men. There is a positive correlation between the devices used as second screen and devices owned by 
these individuals. People do not only interact with a screen to learn but also use an additional screen to 
search for information. The majority of TV audience Generation Z does not depend on only one 
screen. According to the data shown in Figure 5, RQ1 and H1 are supported. There are many reasons 
behind supporting Hypothesis 1, such as technology, young people’s trend, and accessibility. In other 
words; Generation Z is equipped with various riches of technology since they were born directly into 
the era of mobile phones, laptops, wide Internet and web networks, and eventually new media. Even 
though they are acquainted with traditional media and use it, they do not act only to watch TV. They 
use their second screen as a supportive element for TV. After all, the fact that Generation Z mostly uses 
their smartphones as a second screen and frequently browses social media while watching television 
also means that they are multitasking. This meets the need to increase entertainment and prevent 
boredom

H2: Generation Z becomes more active, interactive, and involved when they use second screen. 90% 
of individuals living in Turkey use second screens. Prefers to use the second screen most for accessing 
additional information and interacting with others (Gil de Zúñiga & Liu, 2017). When the motivations 
for using the second screen in Table 8 are examined, it is seen that some of the participants of the 
z generation are active, participatory, and interactive. In addition, according to Figure 8, in which we 
asked the participants using the second screen whether they saw their cats actively or not; 212 of the 
participants (50.1%) were indecisive, 120 of them (28.4%) said no while 91 of them (21.5%) said yes. 
From this point of view, it is seen that our findings partially support H2. According to the findings 
here, although it seems that the hypothesis partially works, when the distribution of the participants’ 
answers to the motivation items is examined, it is seen that the rates are exactly opposite to the 
‘undecided’ and ‘no’ answers they gave here. So, when Table 8 is examined, it has already been 
determined that more than 90% of the participants are active and interactive with their second screens. 
It is thought that the participants here are not aware of themselves and the situation they are in. In 
other words, they can use the second screen to chat with their friends, search for information about the 
content they watch, read e-mails, etc. It is thought that they are unaware that such actions they 
perform make them active and interactive

RQ2: With Which types of television programs (series, documentaries, sports, music, etc.) do they 
use second screen devices most simultaneously? Barkai and On (2018) express that ‘news is central 
to second screen use since it does not require a long span of attention to follow and has short-term 
components.’ Although Barkai and On (2022) found that young people’s news consumption behavior 
is on their smartphones as a second screen, however, according to our research data, Generation 
Z uses second screen devices most frequently while watching music programs. In addition, the types of 
TV programs that they prefer to use on their second screens also vary (for detailed information, see 
Figure 6).

RQ3: Does Generation Z use the second screen about the content being watched at that moment? 
Wu and Kim (2021) categorize the behavior of using second screen into two as ‘surfing on Web for the 
content being watched’ and ‘surfing on Web independent of what is being watched.’ According to our 
findings, very few Generation Z members were seen to use their second screens to participate in voting 
process. The vast majority of them use their second screens to collect information through interacting 
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with other audiences. While they sometimes use their second screens related to the program, they 
generally employ them during activities apart from watching TV (for detailed information, see 
Table 8). Generation Z responds to the needs of using the internet to learn more about the content 
they are watching, gaining knowledge and deepening meaning. Therefore, more information about 
this goes into the research effort.

H3: The second screen device used by Generation Z while watching TV depends on gender and 
program type. Compared to men, women use their second screens mostly while watching TV series, 
talk shows, and other types of programs. Men use their second screens mostly when watching sports- 
type programs compared to women. While the tendency to watch TV varies from one region, age 
range, and personal taste from another depends on the audience’s preference for the content the 
audience goes for some hedonistic taste and makes preference based on the pleasure he/she will get, 
according to the research. To ground on developing technologies, individuals have too many com
munication tools to watch. Moreover, there are many contents and applications for watching or using. 
Such an environment bears the hypothesis that ‘the type and frequency of second screen use while 
watching TV may depend on the gender and TV content.’ The second screen device used by 
Generation Z while watching TV depends on gender. When Tables 5 and 8 are examined, it is seen 
that the devices used as the second screen and the type of TV program watched differ according to 
gender. According to these data, it was determined that H3 worked to a large extent while RQ4 was 
answered.

RQ4: Do the motivations behind using second screen depend on gender? = H4: The motivation 
behind using second screen differs from one gender to another. Previous studies have shown a positive 
correlation between using second screens and social networks (Shim et al., 2017). While social network 
sites are a common reason for using a second screen (Altintaş & Bilgili, 2023; Stauff, 2016), the ways in 
which they are used are diverse (Guo, 2020). In addition, Kucur (2022) study found that Generation Z, 
television viewers in Turkey, mostly use their second screens to conduct research on the content they 
watch. Our findings indicate that Generation Z uses their second screens mostly for communicating 
with friends and messaging. ‘While watching TV, commenting on the program on social media or 

Table 8. Second screen use frequency as per TV program being watched (as per gender).

Item Variable Group
Woman Male Chi- 

square pn(%) n(%)

With which program do you use 
your second screen devices 
at the utmost?

Series None 29(48,3) 31(51,7) 13,597 0,001*
Little 70(54,3) 59(45,7)
Chic 116(71,2) 47(28,8)

Documentary None 43(57,3) 32(42,7) 0,088 0,957
Little 67(55,8) 53(44,2)
Chic 39(54,9) 32(45,1)

Sport None 58(68,2) 27(31,8) 18,291 ,000*
Little 40(45,5) 48(54,5)
Chic 34(37) 58(63)

News None 35(55,6) 28(44,4) 0,754 0,686
Little 65(55,1) 53(44,9)
Chic 60(60,6) 39(39,4)

Talk Show None 45(57,7) 33(42,3) 11,237 0,004*
Little 56(51,4) 53(48,6)
Chic 52(76,5) 16(23,5)

Müsic None 26(55,3) 21(44,7) 3,392 0,183
Little 46(55,4) 37(44,6)
Chic 117(65,7) 61(34,3)

other None 33(51,6) 31(48,4) 8,242 0,016
Little 5(27,8) 13(72,2)
Chic 18(72) 7(28)

Cronbach α = 0,913 > 0,60.
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chatting with friends meets the need for social connection and interaction.’ The second most common 
reason for using social media applications is for leisure activities. In comparison to men, women 
predominantly use their second screens for online shopping, following social media accounts, and 
communicating with friends and messaging. When Table 6 created for Hypothesis 4 was examined, it 
was determined that Hypothesis 4 was partially consistent. Because of both gender groups 
using second screens, there was only a difference in women and in very few motivational items. 
More than just the inconsistency of this hypothesis, it also created an unexpected situation. Because 
there is no motivation item in which men show a significant difference from women. When creating 
the hypothesis, it was expected that there would be mutually distinct headlights in both genders. The 
reason for this situation can be understood by looking at Tables 4 and 5. When Table 5 is examined, it 
is seen that the gender that uses second screens the most is women. In addition, when Table 8 is 
examined, it is determined that women are the gender that uses their second screens the most 
compared to men, with all TV program types showing a significant difference, except for sports 
programs. When the rates of using social media applications of participants (Figure 3) are examined, it 
can be seen that this is an expected result. Also, when television viewers use the second screen, they 
tend to use more social media applications (Barnidge et al., 2017). Following this, Generation Z uses 
their second screens to have fun time and end their boredom.

Based on Chadwıck (2013) observations, the practice of second screen use represents the intersection 
of traditional and new media, creating a hybrid media system. This system involves the interaction 
between older and newer media technologies. However, our findings suggest that Generation Z prefers 
to use their computer and smartphone together as their first and second screens, more so than any 
other device pair (as shown in Figure 2). This may indicate that the technology usage habits of 
Generation Z are shifting from traditional and new media technologies to newer media technologies. 
As a matter of fact, changes in viewers’ media consumption habits show that social media is a powerful 
platform that can replace traditional television (Hernández et al., 2023).

The theoretical contributions

In this study, we made some theoretical contributions and managerial implications. Previous 
research has mostly focused on the link between smartphone and television use (Su & Chen,  
2020). However, we took it a step further by exploring which communication devices people 
use as a second screen while watching television, apart from their phone. Furthermore, prior 
studies only concentrated on one genre of program, such as commercials or news, watched 
with a second screen (Cunningham & Eastin, 2017; Horning, 2017; Rubenking & Lewis, 2016). 
In contrast, we examined the general TV program genre that the z generation, as the primary 
television audience, uses the most with their second screens. Additionally, previous studies 
explored using another screen while watching television in general (Chadwıck, 2013). 
However, we took a new perspective. We investigated what other screens the generation 
z use at the same time as their first and second screens, apart from television. As a result, 
we found that computers and smartphones are the two most commonly used devices alongside 
television. Finally, previous studies have conveyed the use of multiple screens through 
a combination of television and social media (Shim et al., 2015). However, we looked into 
the combination of television and second screen applications, as well as the combination of 
social media.

Practical implications

In terms of practical and design implications, we found that very few television audience 
use second screen applications. Therefore, it will be beneficial for second-screen application and 
advertisement developers to consider this data while producing content. Generation Z uses 
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their second screens mostly while watching music (entertainment) and sports programs on 
television. And she/he mostly uses her smartphone. In television and smartphone design, the 
connection strength between the two can be varied to enhance the viewer’s experience. Women 
mostly use their second screen for shopping while watching TV. Advertising producers can 
increase their simultaneous work with TV producers in this direction. Finally, Generation 
Z mostly uses their second screen in social media applications independent of the content they 
watch. TV producers can produce content that the audience can participate in so that they can 
attract the attention of the audience to the television. In addition, by increasing the interaction of 
the triangle of television, social media, and smartphone, the audience can be provided with an 
environment where they can participate more.

Limitations and future directions

This research does not explore the psychological and sociological factors that drive the use 
of second screens. It also doesn’t identify the situations where people use TV as the first screen 
and the second screen. Moreover, it is unclear which device, between computers and smart
phones, is used as the first or the second screen. However, future studies could investigate the 
usage of second screens among university students receiving distance education. Additionally, 
future studies can investigate the usage habits of second screens in second language learning. 
These limitations are simply suggestions for further research.

Acknowledgments

The authors acknowledge and disclose the use of ChatGPT for the purpose of proofreading the article. The authors 
affirm that all statements presented in this article have been written by the (human) authors.

Disclosure statement

No potential conflict of interest was reported by the author(s).

Funding

The authors reported there is no funding associated with the work featured in this article.

References

Altintaş, D., & Bilgili, B. (2023). İkinci Ekran Kullanımına Etki Eden Faktörlerin Birleşik Teknoloji Kabulü ve Kullanımı 
Teorisi- 2 Modeli (UTAUT-2) Çerçevesinde İncelenmesi. Gümüşhane Üniversitesi İletişim Fakültesi Elektronik 
Dergisi, 11(2), 878–918. https://doi.org/10.19145/e-gifder.1283657  

Angeluci, A., Calixto, G., Bevilaqua, L., Bernardini, G., & Gobbi, M. (2017). Qrcode, hashtag or audio watermark? A case 
study on second screening. Multimedia Tools & Applications, 76(5), 7519–7534. https://doi.org/10.1007/s11042-016- 
3417-z  

Barkai, H., & On, A. (2018). Complementing or substituting? news in an era of multiple platforms and second screens. 
International Journal of Human–Computer Interaction, 34(10), 922–931. https://doi.org/10.1080/10447318.2018. 
1471571  

Barkai, H., & On, A. (2022). News videos consumption in an age of new media: A comparison between adolescents and 
adults. Journal of Children and Media, 16(1), 78–94. https://doi.org/10.1080/17482798.2021.1915831  

Barnidge, M., Gil de Zúñiga, H., & Diehl, T. (2017). Second screening and political persuasion on social Media. Journal of 
Broadcasting & Electronic Media, 61(2), 309–331. https://doi.org/10.1080/08838151.2017.1309416  

Basapur, S., Mandalia, H., Chaysinh, S., Lee, Y., Venkitaraman, N., & Metcalf, C. (2012). FANFEEDS: Evaluation of 
socially generated ınformation feed on second screen as a tv show companion. In EuroITV (pp. 87–96). Berlin.  
https://doi.org/10.1145/2325616.2325636  

Blake, J. (2017). Television and the second screen: Interactive TV in the age of social participation. Routledge. https://doi. 
org/10.4324/9781315690902  

20 A. YEŞILYURT AND S. KARADUMAN

https://doi.org/10.19145/e-gifder.1283657
https://doi.org/10.1007/s11042-016-3417-z
https://doi.org/10.1007/s11042-016-3417-z
https://doi.org/10.1080/10447318.2018.1471571
https://doi.org/10.1080/10447318.2018.1471571
https://doi.org/10.1080/17482798.2021.1915831
https://doi.org/10.1080/08838151.2017.1309416
https://doi.org/10.1145/2325616.2325636
https://doi.org/10.1145/2325616.2325636
https://doi.org/10.4324/9781315690902
https://doi.org/10.4324/9781315690902


Brown, A., Aizpurua, A., Jay, C., Evans, M., Maxine, G., & Harper, S. (2019). Contrasting delivery modes for second 
screen TV content—push or pull? International Journal of Human-Computer Studies, 129, 15–26. https://doi.org/10. 
1016/j.ijhcs.2019.03.007  

Cauwenberge, A., Schaap, G., & Roy, R. (2014). “TV no longer commands our full attention”: Effects of second-screen 
viewing and task relevance on cognitive load and learning from news. Computers in Human Behavior, 38, 100–109.  
https://doi.org/10.1016/j.chb.2014.05.021  

Cerny, T., & Donahoo, M. (2018). Second screen engagement of event spectators. Advances in Human-Computer 
Interaction, 2018, 1–20. https://doi.org/10.1155/2018/3845123  

Chadwıck, A. (2013). The hybrid media system. Oxford University Press. https://doi.org/10.1093/oso/9780190696726. 
001.0001  

Cheng, Z., Yang, Y., & Gil de Zuniga, H. (2023). Second screening and trust in professional and alternative media: The 
mediating role of media efficacy. Human Communication Research, 1–12. https://doi.org/10.1093/hcr/hqad053  

Cho, J., Shah, D., McLeod, J., McLeod, D., Scholl, R., & Gotlieb, M. (2009). Campaigns, reflection, and deliberation: 
Advancing an O-S-R-O-R model of communication effects. Communication Theory, 19(1), 66–88. https://doi.org/10. 
1111/j.1468-2885.2008.01333.x  

Chung, M., Nam Seo, Y., Jung, Y., & Lee, D. (2023). Agenda-setting in social TV: How and when user comments 
influence perceived issue importance. New Media & Society, 25(6), 1394–1411. https://doi.org/10.1177/ 
14614448211020754  

Creswell, J. W. (2017) Araştırma Deseni Nitel, Nicel ve Karma Yöntem Yaklaşımları (3 b.). (S. B. Demir, Trans.). Eğiten 
Kitap.

Crowdpark. (2011). Second screen. White paper, 1–11.
Cruickshank, L., Tsekleves, E., Whitham, R., Hill, A., & Kondo, K. (2007). Making interactive tv easier to use: Interface 

design for a second screen approach. Design Journal, 10(3), 41–53. https://doi.org/10.2752/146069207789271920  
Cunningham, N., & Eastin, M. (2017). Second screen and sports: A structural investigation ınto team ıdentification and 

efficacy. Communication & Sport, 5(3), 288–310. https://doi.org/10.1177/2167479515610152  
Datareportal. (2022). Digital 2022: Global overview report. Retrieved May 20, 2022, from https://datareportal.com/ 

reports/digital-2022-global-overview-report 
Davis, R., & Yung, D. (2005). Understanding the interactivity between television and mobile commerce. 

Communıcatıons of the Acm, 48(7), 103–105. https://doi.org/10.1145/1070838.1070869  
Dias, P. (2016). Motivations for multi-screening: An exploratory study on motivations and gratifications. European 

Journal of Communication, 31(6), 678–693. https://doi.org/10.1177/0267323116674111  
Dimmick, J. W. (2003). Media competition and coexistence: The theory of the niche. Lawrence Erlbaum Associates, Inc.
Dunas, D., & Vartanov, S. (2020). Emerging digital media culture in Russia: Modelling. Journal of Multicultural 

Discourses, 15(2), 186–203. https://doi.org/10.1080/17447143.2020.1751648  
Emmerich, K., Liszio, S., & Masuch, M. (2014). Defining second screen gaming: Exploration of new design patterns. 

[Conference]. In 11th Conference on Advances in Computer Entertainment Technology (pp. 1–8). Germany. https:// 
doi.org/10.1145/2663806.2663855  

Etura Hernandez, D., Martin Sanchez, C., & Redondo Garcia, M. (2023). De segunda pantalla a pantalla principal. 
‘Backup’ el primer programa de televisión creado para Instagram. Journal of Communication, (26), 187–209. https:// 
doi.org/10.14201/fjc.29158  

Fallahkhair, S., Pemberton, L., & Griffiths, R. (2005). Dual device user interface design for ubiquitous language learning: 
Mobile phone and interactive television (iTV). In Proceedings of the 2005 IEEE International Workshop on Wireless 
and Mobile Technologies in Education (WMTE’05) (pp. 1–8). https://doi.org/10.1109/wmte.2005.20  

Geerts, D., Leenheer, R., Grooff, D., Heijstraten, S., & Negenman, J. (2014). In front of and behind the second screen: 
Viewer and producer perspectives on a companion app. In TVX ’14: Proceedings of the ACM International Conference 
on Interactive Experiences for TV and Online Video (pp. 95–102). Newcastle Upon Tyne, UK. https://doi.org/10.1145/ 
2602299.2602312  

Giglietto, F., & Selva, D. (2014). Second screen and participation: A content analysis on a full season dataset of tweets. 
Journal of Communication, 64(2), 260–277. https://doi.org/10.1111/jcom.12085  

Gil de Zúñiga, H., Garcia-Perdomo, V., & McGregor, S. (2015). What is second screening? Exploring motivations 
of second screen use and its effect on online political participation. Journal of Communication, 65(5), 793–815.  
https://doi.org/10.1111/jcom.12174  

Gil de Zúñiga, H., Huber, B., Diehl, T., & Liu, J. (2019). Effects of second screening: Building social media social capital 
through dual screen use. Human Communication Research, 1–32. https://doi.org/10.1093/hcr/hqz004  

Gil de Zúñiga, H., & Liu, H. (2017). Second screening politics in the social Media sphere: Advancing research on dual 
screen Use in political communication with evidence from 20 countries. Journal of Broadcasting & Electronic Media, 
61(2), 193–219. https://doi.org/10.1080/08838151.2017.1309420  

Godlewski, L., & Perse, E. (2010). Audience activity and reality television: Identification, online activity, and satisfaction. 
Communication Quarterly, 58(2), 148–169. https://doi.org/10.1080/01463371003773358  

Guo, M. (2019). Social television viewing with second screen platforms: Antecedents and consequences. Media and 
Communication, 7(1), 139–152. https://doi.org/10.17645/mac.v7i1.1745  

ATLANTIC JOURNAL OF COMMUNICATION 21

https://doi.org/10.1016/j.ijhcs.2019.03.007
https://doi.org/10.1016/j.ijhcs.2019.03.007
https://doi.org/10.1016/j.chb.2014.05.021
https://doi.org/10.1016/j.chb.2014.05.021
https://doi.org/10.1155/2018/3845123
https://doi.org/10.1093/oso/9780190696726.001.0001
https://doi.org/10.1093/oso/9780190696726.001.0001
https://doi.org/10.1093/hcr/hqad053
https://doi.org/10.1111/j.1468-2885.2008.01333.x
https://doi.org/10.1111/j.1468-2885.2008.01333.x
https://doi.org/10.1177/14614448211020754
https://doi.org/10.1177/14614448211020754
https://doi.org/10.2752/146069207789271920
https://doi.org/10.1177/2167479515610152
https://datareportal.com/reports/digital-2022-global-overview-report
https://datareportal.com/reports/digital-2022-global-overview-report
https://doi.org/10.1145/1070838.1070869
https://doi.org/10.1177/0267323116674111
https://doi.org/10.1080/17447143.2020.1751648
https://doi.org/10.1145/2663806.2663855
https://doi.org/10.1145/2663806.2663855
https://doi.org/10.14201/fjc.29158
https://doi.org/10.14201/fjc.29158
https://doi.org/10.1109/wmte.2005.20
https://doi.org/10.1145/2602299.2602312
https://doi.org/10.1145/2602299.2602312
https://doi.org/10.1111/jcom.12085
https://doi.org/10.1111/jcom.12174
https://doi.org/10.1111/jcom.12174
https://doi.org/10.1093/hcr/hqz004
https://doi.org/10.1080/08838151.2017.1309420
https://doi.org/10.1080/01463371003773358
https://doi.org/10.17645/mac.v7i1.1745


Guo, M. (2020). Second screening: Measuring second screen user behaviour in a social television viewing environment. 
The International Journal on Media Management, 22(2), 97–116. https://doi.org/10.1080/14241277.2020.1803326  

Hernández, D. E., Sánchez, D. C. M., & García, M. R. (2023). From second screen to main Screen.Backupthe first TV 
show created for instagram. Fonseca, Journal of Communication, 26, 187–209. https://doi.org/10.14201/fjc.29158  

Horning, M. A. (2017). Interacting with news: Exploring the effects of modality and perceived responsiveness and 
control on news source credibility and enjoyment among second screen viewers. Computers in Human Behavior, 73, 
273–283. https://doi.org/10.1016/j.chb.2017.03.023  

Hunt, D., Atkin, D., & Krishnan, A. (2012). The influence of computer-mediated communication apprehension on 
motives for facebook use. Journal of Broadcasting & Electronic Media, 56(2), 187–202. https://doi.org/10.1080/ 
08838151.2012.678717  

Intyaswatı, D., Mahmood, Q., & Simanihuruk, H. (2023). The role of second screening in online political participation in 
Jakarta and Islamabad. International Journal of Communication, 8, 846–864.

Jensen, J., Walsh, P., Cobbs, J., & Turner, B. (2015). The effects of second screen use on sponsor brand awareness: A dual 
coding theory perspective. Journal of Consumer Marketing, 32(2), 1–47. https://doi.org/10.1108/jcm-01-2015-1303  

Jensen, K., & Rosengren, K. (2005). Five traditions in search of the audience. In M. Denis, G. Peter, & B. E. de (Eds.), 
Communication theory & research (pp. 53–70). Sage. https://doi.org/10.4135/9780857024374.d9  

Ji, Q. (2019). Exploring the motivations for live posting during entertainment television viewing. Atlantic Journal of 
Communication, 27(3), 169–182. https://doi.org/10.1080/15456870.2019.1610762  

Kannas, A., Douglas, J., & Thompson, J. (2023). Gazing or glancing? Mapping student engagement when film studies 
moves online. Convergence: The International Journal of Research into New Media Technologies, 29(1), 47–60. https:// 
doi.org/10.1177/13548565221148102  

Katz, E. (1959). Mass communications research and the study of popular culture: An editorial note on a porial note on 
a possible fossible future for this journal. Studies in Public Communication, (2), 1–6. http://repository.upenn.edu/asc_ 
papers/165?utm_source=repository.upenn.edu%2Fasc_papers%2F165&utm_medium=PDF&utm_campaign= 
PDFCoverPages 

Katz, E., Blumler, J., & Gurevitch, M. (1973–1974). Uses and gratifications research. Oxford Journals, 37(4), 509–523.  
https://doi.org/10.1086/268109  

Kroon, Å. (2017). More than a hashtag: Producers’ and users’ co-creation of a loving “we” in a second screen tv sports 
production. Television & New Media, 18(7), 670–688. https://doi.org/10.1177/1527476417699708  

Kucur, A. B. (2022). Dijital Yerlilerde İkinci Ekran Kullanimi: Alan Araştirmasi. Journal of History School, 15(LVII), 
1358–1382. https://doi.org/10.29228/joh.57543  

Lee, S. (2021). The influence of second screen multitasking on sponsorship effects. Sport Marketing Quarterly, 30(1), 
47–57. https://doi.org/10.32731/SMQ.301.032021.04  

Lee, S., Baek, J., & Han, G. (2018). Effects of using a second-screen application on attention, learning, and user 
experience in an educational content. Interactive Learning Environments, 26(3), 289–307. https://doi.org/10.1080/ 
10494820.2017.1324494  

Lupia, A., & Sin, G. (2003). Which public goods are endangered?: How evolving communication technologies affect the 
logic of collective action. Public Choice, 117(3/4), 315–331. https://doi.org/10.1023/b:puch.0000003735.07840.c7  

Macrì, M. (2016). Can the second screen serve as an aid in improving viewers’ television experience? [Unpublished master 
dissertation]. Unıversıtà del Salento.

Malka, V. E., Ariel, Y., & Saks, D. W. (2023). Between the homefront and battleground, between TV and Smartphone: 
Evaluating the use of a second screen in the May 2021 Israel-Palestine crisis. International Journal of Communication, 
(17), 3250–3266.

Marketing Türkiye. (2022 October 21). Z kuşağını sosyal medyada yakalamak için kaç saniyeniz var? https://www. 
marketingturkiye.com.tr/haberler/z-kusagini-sosyal-medyada-yakalamak-icin-kac-saniyeniz-var/ 

McGregor, S., Mourão, R., Neto, I., Straubhaar, J., & Angeluci, A. (2007). Second screening as convergence in Brazil and 
the United States. Journal of Broadcasting & Electronic Media, 61(1), 163–181. https://doi.org/10.1080/08838151. 
2016.1273924  

Medina, M., Herrero, M., & Guerrero, E. (2015). Audience behaviour and multiplatform strategies: The path towards 
connected tv in Spain. Austral Communication, 4(1), 153–172. https://doi.org/10.26422/aucom.2015.0401.med  

Mendes Costa Segundo, R., & Santos, C. A. S. (2013). Second screen event flow synchronization. In IEEE International 
Symposium on Broadband Multimedia Systems and Broadcasting (BMSB) (pp. 1–7). https://doi.org/10.1109/bmsb. 
2013.6621761  

Navarro, C., Muñoz, N., & Delgado, M. (2022). The image choices of social television audiences: The narrative of the 
voice UK and La voz (Spain) viewers on twitter. Observatorio (OBS*), 16(2), 193–207. https://doi.org/10.15847/ 
obsobs16220222017  

Petrangeli, S., Bouten, N., Dejonghe, E., Famaey, J., Leroux, P., & De Turck, F. (2015). Design and evaluation of a 
dash-compliant second screen video player for live events in mobile scenarios. In IFIP/IEEE International Symposium 
on Integrated Network Management (IM). https://doi.org/10.1109/inm.2015.7140403  

PwC. (2022 May 20). After a boom year in video streaming, what comes next? https://www.pwc.com/us/en/services/ 
consulting/library/consumer-intelligence-series/consumer-video-streaming-behavior.html 

22 A. YEŞILYURT AND S. KARADUMAN

https://doi.org/10.1080/14241277.2020.1803326
https://doi.org/10.14201/fjc.29158
https://doi.org/10.1016/j.chb.2017.03.023
https://doi.org/10.1080/08838151.2012.678717
https://doi.org/10.1080/08838151.2012.678717
https://doi.org/10.1108/jcm-01-2015-1303
https://doi.org/10.4135/9780857024374.d9
https://doi.org/10.1080/15456870.2019.1610762
https://doi.org/10.1177/13548565221148102
https://doi.org/10.1177/13548565221148102
http://repository.upenn.edu/asc_papers/165?utm_source=repository.upenn.edu%252Fasc_papers%252F165%26utm_medium=PDF%26utm_campaign=PDFCoverPages
http://repository.upenn.edu/asc_papers/165?utm_source=repository.upenn.edu%252Fasc_papers%252F165%26utm_medium=PDF%26utm_campaign=PDFCoverPages
http://repository.upenn.edu/asc_papers/165?utm_source=repository.upenn.edu%252Fasc_papers%252F165%26utm_medium=PDF%26utm_campaign=PDFCoverPages
https://doi.org/10.1086/268109
https://doi.org/10.1086/268109
https://doi.org/10.1177/1527476417699708
https://doi.org/10.29228/joh.57543
https://doi.org/10.32731/SMQ.301.032021.04
https://doi.org/10.1080/10494820.2017.1324494
https://doi.org/10.1080/10494820.2017.1324494
https://doi.org/10.1023/b:puch.0000003735.07840.c7
https://www.marketingturkiye.com.tr/haberler/z-kusagini-sosyal-medyada-yakalamak-icin-kac-saniyeniz-var/
https://www.marketingturkiye.com.tr/haberler/z-kusagini-sosyal-medyada-yakalamak-icin-kac-saniyeniz-var/
https://doi.org/10.1080/08838151.2016.1273924
https://doi.org/10.1080/08838151.2016.1273924
https://doi.org/10.26422/aucom.2015.0401.med
https://doi.org/10.1109/bmsb.2013.6621761
https://doi.org/10.1109/bmsb.2013.6621761
https://doi.org/10.15847/obsobs16220222017
https://doi.org/10.15847/obsobs16220222017
https://doi.org/10.1109/inm.2015.7140403
https://www.pwc.com/us/en/services/consulting/library/consumer-intelligence-series/consumer-video-streaming-behavior.html
https://www.pwc.com/us/en/services/consulting/library/consumer-intelligence-series/consumer-video-streaming-behavior.html


Ran, W., & Yamamoto, M. (2019). Media multitasking, second screening, and political knowledge: Task-relevant and 
task-irrelevant second screening during election news consumption. Journal of Broadcasting & Electronic Media, 63 
(1), 1–19. https://doi.org/10.1080/08838151.2019.1565659  

RTÜK. (2022 October 22). Gençlerin medya kullanımı ve dijital okuryazarlık araştırması https://www.rtuk.gov.tr/ 
Media/FM/Kamuoyu/genclerin_medya_kullanimi_ve_dijital_okuryazarlik_arastirmasi_.pdf 

Rubenking, B., & Lewis, N. (2016). The sweet spot: An examination of second-screen sports viewing. International 
Journal of Sport Communication, 9(4), 424–439. https://doi.org/10.1123/ijsc.2016-0080  

Rubin, A. M. (2009). Uses-and-gratifications perspective on media effects. In J. Bryan & D. Zillmann (Eds.), Media effects 
(pp. 165–184). Routledge. https://doi.org/10.4324/9780203877111-14  

Ruggiero, T. E. (2000). Uses and gratifications theory in the 21st century. Mass Communication & Society, 3(1), 3–37.  
https://doi.org/10.4324/9781315679402-4  

Shim, H., Oh, P., Song, H., & Lee, Y. (2015). An exploration of motivations for two screen viewing, social interaction 
behaviours, and factors that influence viewing intentions. Cyberpsychology, Behaviour, and Social Networking, 18(3), 
158–164. https://doi.org/10.1089/cyber.2014.0543  

Shim, H., Shin, E., & Lim, S. (2017). What makes us two-screen users? The effects of two-screen viewing motivation and 
psychological traits on social interactions. Computers in Human Behavior, 75, 1–24. https://doi.org/10.1016/j.chb. 
2017.05.019  

Shin, D.-H., An, H., & Kim, J. (2016). How the second screens change the way people interact and learn: The effects 
of second screen use on ınformation processing. Interactive Learning Environments, 24(8), 2058–2079. https://doi. 
org/10.1080/10494820.2015.1076851  

Smock, A., Ellison, N., Lampe, C., & Wohn, D. (2011). Facebook as a toolkit: A uses and gratification approach to 
unbundling feature use. Computers in Human Behavior, 27(6), 2322–2329. https://doi.org/10.1016/j.chb.2011.07.011  

Southwel, B., & Yzer, M. (2007). The roles of interpersonal communication in mass media campaigns. In C. S. Beck 
(Ed.), Communication yearbook (Vol. 31, pp. 420–462). Lawrence Erlbaum Associates. https://doi.org/10.4324/ 
9780203877173-17  

Southwell, B., & Torres, A. (2006). Connecting interpersonal and mass communication: Science news exposure, 
perceived ability to understand science, and conversation. Communication Monographs, 73(3), 334–350. https:// 
doi.org/10.1080/03637750600889518  

Statista. (2020 June 30). Second screen usage. https://www.statista.com/search/?q=second+screen+usage+2022&p=1 
Stauff, M. (2016). Taming distraction: The second screen assemblage, television and the classroom. Media and 

Communication, 3(4), 185–198. https://doi.org/10.17645/mac.v4i3.538  
Su, L., & Chen, S.-C. (2020). Exploring the typology and impacts of audience gratifications gained from tv–smartphone 

multitasking. International Journal of Human–Computer Interaction, 36(8), 725–735. https://doi.org/10.1080/ 
10447318.2019.1683312  

Tutar, H., & Erdem, A. (2020). Bilimsel Araştırma Yöntemleri. Seçkin.
Ural, A., & Kılıç, İ. (2005). Bilimsel Araştırma Süreci ve SPSS ile Veri Analizi. Detay Yayınları.
Valecha, P., & Jaggi, R. (2020). Understanding the contextual shift: Investigating the influence of physical environment 

on Indian millennials’ usage of second screen for television consumption. PRism, 16(1), 14–30.
Vanattenhoven, J., & Geerts, D. (2016). Social experiences within the home using second screen tv applications. 

Multimed: Tools and Appl, 76(4), 5661–5689. https://doi.org/10.1007/s11042-016-3646-1  
Wang, Z., & Tchernev, J. (2019). The “myth” of media multitasking: Reciprocal dynamics of media multitasking, 

personal needs, and gratifications. Journal of Communication, 493–513. https://doi.org/10.1111/j.1460-2466.2012. 
01641.x  

We are social. (2022, June 29). https://wearesocial.com 
Web Tekno. (2022 October 24). Avrupa ve asya’nın internet kullanım oranı açıklandı: peki türkiye ne durumda? https:// 

www.webtekno.com/avrupa-asya-internet-kullanim-orani-h118877.html 
Weeks, B., & Holbert, R. (2013). Predicting dissemination of news content in social media: A focus on reception, 

friending,and partisanship. Journalism & Mass Communication Quarterly, 90(2), 212–232. https://doi.org/10.1177/ 
1077699013482906  

Weimann-Saks, D., Ariel, Y., & Elishar-Malka, V. (2020). Social second screen: WhatsApp and watching the world cup. 
Communication & Sport, 8(1), 123–141. https://doi.org/10.1177/2167479518821913  

Wiehl, A. (2014). Arte: French-german experıments in crossıng the borders ‘one medıa – three screens’ convergence and 
ınteractıvıty at ıts full potentıal? Journal of European Televısıon Hıstory & Culture, 3(6), 78–94. https://doi.org/10. 
18146/2213-0969.2014.jethc072  

Wilson, S. (2016). In the living room: Second screens and tv audiences. Television & New Media, 17(2), 174–191. https:// 
doi.org/10.1177/1527476415593348  

Wu, D., & Kim, E.-S. (2021). Understanding motivations and engagement outcomes of social media television 
coviewing. International Journal of Advanced Smart Convergence, 4(10), 1–13. https://doi.org/10.7236/IJASC.2021. 
10.4.1

ATLANTIC JOURNAL OF COMMUNICATION 23

https://doi.org/10.1080/08838151.2019.1565659
https://www.rtuk.gov.tr/Media/FM/Kamuoyu/genclerin_medya_kullanimi_ve_dijital_okuryazarlik_arastirmasi_.pdf
https://www.rtuk.gov.tr/Media/FM/Kamuoyu/genclerin_medya_kullanimi_ve_dijital_okuryazarlik_arastirmasi_.pdf
https://doi.org/10.1123/ijsc.2016-0080
https://doi.org/10.4324/9780203877111-14
https://doi.org/10.4324/9781315679402-4
https://doi.org/10.4324/9781315679402-4
https://doi.org/10.1089/cyber.2014.0543
https://doi.org/10.1016/j.chb.2017.05.019
https://doi.org/10.1016/j.chb.2017.05.019
https://doi.org/10.1080/10494820.2015.1076851
https://doi.org/10.1080/10494820.2015.1076851
https://doi.org/10.1016/j.chb.2011.07.011
https://doi.org/10.4324/9780203877173-17
https://doi.org/10.4324/9780203877173-17
https://doi.org/10.1080/03637750600889518
https://doi.org/10.1080/03637750600889518
https://www.statista.com/search/?q=second+screen+usage+2022%26p=1
https://doi.org/10.17645/mac.v4i3.538
https://doi.org/10.1080/10447318.2019.1683312
https://doi.org/10.1080/10447318.2019.1683312
https://doi.org/10.1007/s11042-016-3646-1
https://doi.org/10.1111/j.1460-2466.2012.01641.x
https://doi.org/10.1111/j.1460-2466.2012.01641.x
https://wearesocial.com
https://www.webtekno.com/avrupa-asya-internet-kullanim-orani-h118877.html
https://www.webtekno.com/avrupa-asya-internet-kullanim-orani-h118877.html
https://doi.org/10.1177/1077699013482906
https://doi.org/10.1177/1077699013482906
https://doi.org/10.1177/2167479518821913
https://doi.org/10.18146/2213-0969.2014.jethc072
https://doi.org/10.18146/2213-0969.2014.jethc072
https://doi.org/10.1177/1527476415593348
https://doi.org/10.1177/1527476415593348
https://doi.org/10.7236/IJASC.2021.10.4.1
https://doi.org/10.7236/IJASC.2021.10.4.1

	Abstract
	Introduction
	Literature review
	Theoretical framework
	Methodology
	Data collection & sampling
	Instrumentalization
	Measurement
	Gratifications and motivations: preference to use the second screen with or without the content watched
	Tv – smartphone, coumputer, tablet multitasking frequency
	Second screen devices used simultaneously choice
	Second screen usage preference according to the type of tv program watched
	Interaction
	Attention deficit
	Frequency of second screen apps use
	Data analysis & reliability

	Findings
	Relevant to technology using habits
	Frequency and percentage distributions of responses by participants to the variables about TV
	Frequency distribution of communication devices of participants
	Frequency distribution of communication devices used simultaneously by the participants
	Frequency distribution of social media applications used by participants (f)
	Frequency and percentage distributions of time spent on social media by participants (daily)

	Second screen use states and motivations
	Findings related to participants’ information about second screen concept
	Frequency of using second screen while watching television (as per the device)
	Frequency of using second screen while watching TV as per participants’ gender (according to device type)
	Second screen use frequency as per TV program being watched
	Second screen use frequency as per TV program being watched (as per gender)
	The effect of using second screen while watching TV on attention deficit
	Findings related to the activity of audience using second screen while watching TV
	Percental findings related to the frequency of second screen apps use by participants
	Motivations behind using second screen
	Motivations behind using second screen (based on gender)

	Conclusion & discource
	The theoretical contributions
	Practical implications
	Limitations and future directions
	Acknowledgments
	Disclosure statement
	Funding
	References

