
Multitasking and ad enjoyment: Does our perception of time’s passage mediate the 
relationship between multitasking and ad enjoyment 

 

Ms Shweta Balaji1 and Dr Aoife McLoughlin1*
 

1James Cook 
University 
Singapore 

 
 
Previous research on the effects of multitasking on media content have found that 

content can become more positively evaluated when one is doing multiple tasks 

(Voorveld, 2011). Multitasking may be particularly likely to affect advertising because 

ads are often avoided by engaging in another task during exposure to the ad content 

(Speck & Elliott, 1997). When people multitask with media, ad messages are rarely the 

sole focus of attention. Chinchanachokchai et al. (2015) explored the relationship 

between multitasking and time perception as well as the relationship between 

multitasking and task enjoyment alongside ad evaluation. Their study found that the 

mediating role of the perception of time passing had a resulting positive effect on ad 

evaluation, and that positive evaluation was likely not due to limited capacity in the 

attention system. Rather, the feedback response to the ads appeared to be the feeling that 

time seemed to pass unexpectedly fast. This paper presents work which extends on 

Chinchanachokchai et al’s project, again investigating the mediating effect of time 

perception on ad evaluation, this time using more generalizable, everyday tasks. 

Participants were tested on one computer screen which displayed between one and three 

tasks depending on condition. Tasks included Space Invaders gameplay, a reading 

comprehension task and television advertisement. Findings and implications are also 

discussed.  

 

Keywords: duration; behavior; adult; mins-hours 
 
 
 
 
 
 
 
 
 

 
 

* aoife.mcloughlin@jcu.edu.au 



References 
 

Chinchanachokchai, S., Duff, B. R., & Sar, S. (2015). The effect of multitasking on 

time perception, enjoyment, and ad evaluation. Comput Human Behav, 45, 185-

191. doi:10.1016/j.chb.2014.11.087 

Speck, P. S., & Elliott, M. T. (1997). Predictors of Advertising Avoidance in Print and 

Broadcast Media. J Advert, 26(3), 61-76. doi:10.1080/00913367.1997.10673529 

Voorveld, H. A. (2011). Media multitasking and the effectiveness of combining online 

and radio advertising. Comput Human Behav, 27(6), 2200-2206. 

doi:10.1016/j.chb.2011.06.016 

 
 
 
 
 
 
 
 
 
 
 


