
Just as many other Millennial traits, media consumption habits of Generations Y 
(and Z) are widely examined and partially blamed for the decline of traditional me-
dia. In this paper, based on uses and generation research perspective, authors provide 
data of video viewing and news consuming habits of the tech savvy and digitally 
native generations and cross tabulate their results with their gender identity in order 
to see if there are any differences in content consummation of Gen Y and Gen Z co-
horts considering the respondents’ gender identity. The purposely chosen sample con-
sisted of 126 technologically knowledgeable and oriented members of the surveyed 
generations, whose responses are compared to the previous gender-related research 
results. Our results show that technology acceptance does not significantly differ 
concerning the respondents’ gender identity, but that there is a significant difference 
in gender-oriented appeal of consumed content. 
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Number of papers and reports in the past few years examined the changes 
in media landscape that were caused by technological advances of the in-
ternet-based applications and rise of social networks as a tool of everyday 
communication and consumption of media content. Audience research, 
as noted by McQuail (2012, 404), tends to “emphasize the ‘rediscovery’ 
of people, in the sense of recognizing that the initiative for choice, in-
terpretation and response lies primarily much more with receivers than 
with sender”, and following that assertion, any discussion of the role that 
digital media play in everyday life – from creating an image of oneself 
to creating social reality in all its aspects – should at least try to under-
stand changes, if there are any, in audience behavior. One of the key is-
sues in researching audience behavior in the last few years was related to 
the transfer of audience from traditional to digital media channels, and 
Newman et al. (2016) note that the process is accelerating not only in 
the transfer from traditional to digital media, but also from web sites to 
social media and mobile internet. Reports that followed detected the same 
trends year after year (e.g. Newman, 2020; Newman et al., 2019). The 
same trends presented in that research at a global level were to some extent 
confirmed at local levels, such as in the case of Croatia (e.g. Čerepinko and 
Gamberožić, 2019; Čerepinko, Bagarić and Dujić 2019; Ipsos Connect, 
2017), which is relevant for the research results presented in this paper. 
Interestingly, Newman et al. (2016) also found that women prefer social 
media as their main information channel more than men, and Perrin and 
Anderson (2019) show that this trend is still present as their findings show 
that women are more active on Social Network Sites such as Facebook, 
Instagram and Pinterest.

Although early research in media usage and motivation among different 
generations showed no striking differences between generations (e.g. Pitta 
et al., 2012; Bondad-Brown, Rice and Pearce, 2012), new generations are 
to some extent more prone to consume content on digital platforms on 
a greater scale compared to generations that preceded them. For exam-
ple, Mitchel (2016) finds that, although the percentage of US adults aged 
between 18 and 29 prefer reading the news (42%) to watching (38%) 
or listening (19%), majority of respondents in a given cohort prefer to 
do it online (81% reading, 37% watching and 30% listening), which is 



significantly higher than in other age cohorts presented in the report. 
Even more striking trends are observed regarding the overall online video 
consumption with services as Netflix or Amazon Prime, which have seen 
an unprecedented increase in the past few years (The infinite Dial, 2019; 
Nielsen Podcast Insight, 2018). 

Another problem observed in relation to the technological shift from tra-
ditional mass media to digital platforms is the growing lack of trust in 
news sources which could, in turn, become major problems in the func-
tioning of liberal democracies, as several authors have already noted (e.g. 
Hameleers, Bos and de Vreese, 2017; Taggart, 2004; Brants, 2013; Allcott 
and Gentzkow, 2017).

Given the mentioned changes of the audience behavior, the aim of this 
paper is to detect if gender plays any role in possible changes in audience 
trends and acceptance of new technological solutions.

From its beginnings, among other things, uses and gratification research 
tends to understand how different audiences use mass media, with what 
motivation and with what purpose, if any, thus providing several useful 
perspectives on different types of audiences, most notably view of audi-
ence as a gratification set (McQuail, 2012, 410), which define the au-
dience as a shifty aggregate of individuals formed on the basis of their 
common interest, needs or preferences. Gans (1957) refers to this type 
of audience formation as the “taste culture” where the audience is, more 
than anything, characterized by their common media content preferenc-
es. Although the idea of the fluctuating audience based on the individual 
choices is somewhat in contrast with gender-specific media use based on 
the view of the audience as a group sharing at least one significant social 
or cultural identifier, number of researchers have shown distinctive traits 
in both content production and reception based on gender identities that, 
as McQuail points out, “is a complex outcome of a certain kind of media 
content, typical everyday routines and the wider structure of […] society” 
(2012, 433). Content gendering is not a new practice, as showed by Ross 
and Nightingale (2003, 65) and others, and in the light of McQuail’s 
above cited observation, it would be reasonable to expect it also in a new 



digital environment. However, it should be noted that content gendering 
is to some extent criticized mostly by feminist theorists (e.g. Gallagher, 
2003) for various negative effects both in content production and con-
struction of meaning.

Another theoretical perspective needed to be addressed is the Technology 
Acceptance Theory and Technology Acceptance Model (TAM), according 
to which users asses technological novelty with regard to perceived use-
fulness and ease of use (Davis, 1989). Venkatesh, Morris and Ackerman 
(2000, 33) concluded in a widely cited article that “sustained technology 
usage behavior was driven by early usage behavior, thus fortifying the 
lasting influence of gender-based early evaluations of the new technology”. 
Research conducted in the early days of the Internet and social networks 
showed a difference in the usage of mentioned platforms regarding gender 
identity of respondents. Althaus and Tewksbury (2000) found in their re-
search that women expressed greater level of computer anxiety than men, 
but Gefen and Straub (1997) concluded after examining the use of e-mail 
that differences emerge not in the usage, but in the perception of e-mail. 
Muscanell and Guadagno (2012), for instance, found that there was a 
difference in motivation to use Social Network Sites between men and 
women in which, in general, men used SNS to form new connections and 
women used it to maintain existing relationships. Also, men were more 
prone to use SNS for task specific activities such as seeking information 
and attaining achievements. Similar is found to be true for gender-specific 
behavior on YouTube (Khan, 2017), where men were more likely than 
women to comment or dislike other users’ uploaded content, but were 
less likely to share content of their own. However, although Technology 
Acceptance Theory to a certain extent offers a way of understanding gen-
der differences, certain authors (e.g. Trauth, 2017) warn against uncritical 
embracing of the theoretical framework while outlining number of oth-
er factors that influence women and their use of (especially) information 
technologies in the broadest sense.



As mentioned in the introduction of this paper, changes in media con-
sumption habits regarding age cohorts are already well documented (see 
also Van Damme, 2015; Westlund and Färdigh, 2015). Generations Y and 
Z are more prone to digital sources of news and other media content, 
while they also use smartphones as the main devices to connect to the 
Internet more than previous generations. 

Čerepinko, Bagarić and Dujić (2019, 7) suggested that the majority of Gen 
Y and Gen Z respondents “use social networks sites as a preferred source of 
the news about the world”, but “respondents in Gen Z cohort (...) choose 
internet portals as their main source of information (41,46%) which is a 
bit lower than in Gen X (46,15%) but higher than Gen Y (22,58). Accord-
ingly, percentage of SNS’s as a main source of news drops from 61,29% in 
Gen Y to 51,21% in Gen Z” and the authors hypothesize that the reason 
for the shift “could be the nature of the preferred social networks” within 
the generations, especially because of the Gen Z’s inclinations towards im-
age-based social media such as Instagram or Tik-Tok. The aforementioned 
research also found that YouTube exceeds all other channels for video 
consumption, including streaming services and torrents. Key findings of 
the paper are presented in Tables 1 and 2.

Since in the mentioned paper the influence of the respondents’ gender 
identity was not taken into account while analyzing the data, the differ-
ences in the consumption of media content regarding gender identity of 
the respondents from the same sample shall be presented in the following 
paragraphs.



Table 1 
from: Čerepinko, Bagarić and Dujić (2019)

NTV

34 42 2 2 0 0 2 82

7 19 0 0 0 5 0 31

6 3 4 0 0 0 0 13

47 64 6 2 0 5 2 126

Table 2 
from: Čerepinko, Bagarić and Dujić (2019)

TV

NSNS

4 65 9 4 0 82

0 17 0 7 7 31

0 1 0 4 8 13

4 83 9 15 15 126



As presented in Čerepinko, Bagarić and Dujić (2019), an online survey 
containing 11 questions was distributed through a list of student e-mail 
addresses and social media group pages among University North students 
studying programs in Multimedia and related fields. 126 responds were 
collected and analyzed. The sample was chosen purposely to include more 
technologically knowledgeable and oriented respondents. Age cohorts 
were defined as Generation X (1963-1977), Generation Y or Millennials 
(1978-1986) and Generation Z (1986 and after).

In order to check the gender-based differences in terms of uses and grati-
fication perspective, the data were cross tabulated to show distinctions in 
preferred channels for information obtaining and preferred channel for 
video content consumption, as shown in Tables 3 and 5.

Table 3

N
TV

N

M
24 37 4 2 0 0 2 69

F
23 27 2 0 0 5 0 57



Statistical analysis of the data set showed no significant statistical differ-
ence between the groups, as shown in Table 4, and the findings are in 
accordance with the presented theoretical background and other similar 
research results. Information seeking is considered to be goal-oriented task 
and higher percentage of male respondents using SNS for information 
gathering is expected, as presented in Muscanell and Guadagno (2012). 
Also, higher percentage of female respondents search for news in social 
media environment, a finding that complies with Newman et al. (2016).

Table 4

5
5
1

126

Although it could have been expected from the perspective of the Tech-
nology Acceptance Theory, the data show that female respondents accept 
different technological applications for video content watching in a higher 
percentage than their male counterparts (Table 6). Statistical analysis of 
the data set, however, showed no significant differences between groups, 
which to a certain extent contradicts to Althaus and Tewksbury (2000) 
and similar assumptions (Table 6).

Table 5

TV N
SNS

N

M
0 53 5 6 5 69

F
4 30 4 9 10 57



Table 6

4
4
1

126

On the other hand, gender identity plays a role in the choice of programs 
that respondents consume, as presented in Table 7. Content is important 
and, as shown in Table 8, there is a significant difference in content choic-
es regarding gender, which means that gendering as a phenomenon is to a 
certain extent still present, even in digital environment.

Table 7

Yes No Yes No Yes No Yes No Yes No Yes No

M

N
47 22 40 29 38 31 26 43 41 28 8 61

F

N
39 18 48 9 45 12 39 18 15 42 9 48

While both gender groups consume almost similar percentage of news 
content and both groups experience almost similar amount of restrain-
ing from consuming any video content, a significantly different interest is 
showed regarding other examined type of content. Female respondents in 
a higher percentage watched movies and series, documentary and educa-
tional program as well as entertainment shows and male respondents in 
a significantly higher percentage watched sport-related content. Presented 



findings, therefore, are in accordance with theoretical assumptions stem-
ming from uses and gratification tradition of research. 

Table 8

1 1

1 1

1 1

1 1

126 126

1 1 0

1 1 0

1 1 0

0 0



1 1 0

126 126

The sole purpose of this paper was to examine possible regularities in 
changes of media consumption habits within a purposely chosen sample 
of tech savvy respondents regarding their gender identity. Although the re-
sults cannot be generalized and applied to the entire population, they can 
provide useful direction for further larger scale research. Theoretically, it is 
based on the research of audience behavior and functioning with the aim 
of indicating possible changes in audience behavior of the latest generation 
cohort, those who are becoming (or will soon become) the backbone of 
the societies of the future. In obtaining that goal, we also rely on theoret-
ical assumptions not thoroughly explained in the theoretical background 
section of the paper. In particular, we were guided by one of the proposals 
introduced by Horst and Miller (2012, 3) who suggest “that humanity is 
not one iota more mediated by the rise of the digital” and our broader un-
derstanding of that principle in a sense that environment can change but 
human nature shall remain the same. Regarding the research of audience 
behavior, we were expecting to find more or less the same modes of behav-
ior reported in countless papers dealing with research of traditional mass 
media audience. Therefore, we decided to check for gender differences in 
media consumption habits of Generations Y and Z with a closer look at 
Technology Acceptance Model assumptions concerning same issues.

Results and conclusions presented in this paper are a continuation of our 
observations on the broader topic of new generation media consumption 
habits already presented in Čerepinko, Bagarić and Dujić (2019). What 
we found within our sample of respondents suggests that – although the 
media environment changed considerably in the last several years, with 



the rise of social media, new web-based services and applications – the 
use of media and gratifications derived from it could be understood as 
constant and intrinsic to human nature. Many of the results presented and 
discussed in preceding paragraphs confirmed what is already known from 
years of audience research. It also confirmed that in adoption of relatively 
new digital technologies new generations, those born into the digital envi-
ronment and with similar interest into technology, are equally capable of 
using it regardless of their gender. Therefore, if our findings are confirmed 
in a larger scale research, earlier findings from technology acceptance per-
spective deeming women less capable in innovative technology adoption 
could be entirely rejected when applied to members of Gen Y and Gen Z.

Finally, if genderization of media content is conditioned by a certain kind 
of media content, typical everyday routines and the wider structure of so-
ciety, as McQuail noted, change of the media environment could induce 
changes in media content production practices that will be more inclusive 
and gender neutral. Maybe that will be an irrefutable proof that Marshal 
McLuhan was right after all.
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