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Abstract:

Results of a 2008 Spanish sample (N= 3.504) of adolescents aged 12 to 18 years old are presented. Subjects were asked to self-categorize as a five different type of audio-visual media consumer (I never or nearly ever watch/use it; I’m a low consumer; I’m a medium consumer; I’m a quite high consumer; I’m a very high consumer) for television, Internet, videogames and mobile phone. The well-being of different categories of consumers in relation to each media will be analysed. Satisfaction with Life Scale (SWLS), the Personal Well-being Index (PWI) and the single-item scale on satisfaction with life as a whole (OLS) will be used as well-being indicators. 

Results show that define him or herself as quite high or very high consumers a 62.7% of the adolescents when using the Internet, a 27.1% when watching television, a 34.9% when using a mobile phone and a 24.7% as videogames users. Age and gender differences in personal well-being according to the self-categorization as consumers of different audio-visual media are discussed. Well-being seems to be lower among girls than among boys according the 3 indicators used (PWI-7, SWLS and OLS) although only OLS shows a significant difference. When we analyse age, or age and gender together, tendencies remain rather unclear. Our results suggest that it is necessary to search different explanation according to gender when we analyze well-being of adolescents with different consumer level of each media studied. Csikzentmihaly’s hypothesis seems to suit better with girls’ behaviour as media consumers. Boys behaviour as media consumers reminds some addictive behaviours (including cult’s addiction): the higher the feeling of having used own freedom to choose the addiction, the higher the happiness reported is.

