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Abstract. This paper presents comprehensive findings obtained from
an online survey focused on understanding the motivational factors in-
fluencing users’ consumption of video streaming services from a human
factors perspective. The research uncovers a wide range of factors that
motivate users to engage in video watching, encompassing both intrin-
sic and extrinsic motivations. Intrinsic factors include attributes such
as relaxation, inspiration, fun, happiness, enjoyment, good mood, laugh-
ter, learning. On the other hand, extrinsic motivations are driven by
multitasking, recommended feeds, entertainment (time pass, interesting
content and diverse content), music, social connection. The results of the
study have design implications, as they shed light on users’ underlying
needs, expectations, and preferences. Designers and developers can lever-
age these findings to create more tailored and engaging experiences that
align with users’ motivations, ultimately enhancing user satisfaction and
engagement.

Keywords: Motivation· Human Factors · video streaming · intrinsic ·
extrinsic · influencing factors

1 Introduction

Video-on-Demand (VoD) streaming services, such as Netflix, YouTube, Amazon
Prime, and Disney+ [17] have gained immense traction among users worldwide,
offering the convenience of accessing an extensive library of digital content in-
stantly. In this regard, the use of video streaming services has sparked large
interest in diverse fields such as User Experience (UX) [2] and Quality of Expe-
rience (QoE) [16]. However, despite the exponential growth in streaming video
production and consumption, there is a noticeable gap in understanding users’
perspectives and the various human factors that influence users’ engagement
[12]. Much attention has been given to Quality of Experience (QoE) and video



2 Subramanian et al.

delivery optimization concerning network conditions and application-level fac-
tors [8, 1]. However, beyond this level, the impact of human factors on individual
user experiences with video streaming services is still not fully understood.

Previous studies have started to investigated the influence of human factors,
such as demographic and socio-economic background, physical and mental con-
stitution, on the perceived quality and QoE of streaming services [31, 24, 33, 27,
30]. Additionally, subjective attributes like users’ preferences, attitudes, values,
and motivation have also been shown to impact users’ experiences and QoE [18,
23]. Motivation, in particular, is known to be a crucial factor in determining
users’ engagement and continued usage of an application. Although the influ-
ence of motivation on users’ experiences with streaming service is acknowledged,
this topic is still largely unexplored and characterised by limited available knowl-
edge [16, 14, 23]. Understanding the driving forces and motivations for users can
however provide valuable insights into user expectations, preferences, needs, and
tolerance levels with streaming services. These insights can further inform the de-
sign and development of personalized and engaging streaming services that cater
to the diverse needs of the user base. This understanding is particularly relevant
as streaming services gain more prominence and are increasingly associated with
excessive consumption patterns like binge-watching [9]. Comprehending the in-
terplay between intrinsic and extrinsic motivational factors can further inform
the design of effective incentives and rewards systems which can be strategi-
cally integrated into the platform to amplify users’ intrinsic motivation. This
knowledge can further aid in designing streaming services, (i.e., user interfaces,
content recommendations, and personalized experiences) that align with users’
motivations and their underlying needs, thereby enhancing user satisfaction and
engagement. Furthermore, contributing to the overall understanding of how hu-
man factors influence the design and optimization of streaming platforms.

Therefore, the current study investigates the motivations influencing users’ con-
sumption of video streaming services from a human factors perspective. More
specifically, in this paper we aim to address the following research question:
“Which motivational factors do users draw on to watch video streaming content
and what may this imply”? Through a comprehensive review of relevant liter-
ature and an online survey with 40 participants, we aim to contribute to the
limited body of knowledge available. The remainder of the paper is structured
as follows: relevant theory and related work is presented in Section 2, and the
research methodology is briefly described in Section 3. Section 4 presents the
results, and a discussion of the implications are further presented in Section 5.
Finally, we provide a conclusion in Section 6.
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2 Related Work

2.1 Theoretical Frameworks

Self-Determination Theory: (SDT)[7], has been widely used to better under-
stand human motivation. SDT identifies two different types of motivation. When
one’s motivation is intrinsic, the activity performed is perceived as inherently en-
joyable (e.g., Engaging in a hobby or creative pursuit simply for the enjoyment
of it). When driven by extrinsic motivation on the other hand, an activity is per-
formed as it leads to a separable outcome (e.g., Studying for an exam in order
to earn a good grade)[7]. SDT further proposes that experiences of the psycho-
logical needs of autonomy (personal agency), relatedness (social connectedness),
and competence (sense of efficacy), enhance motivation and well-being [29]. For
instance, the model presented in [19] builds upon SDT to design for motivation,
engagement and well-being in digital experiences. SDT has been applied to active
media contexts, such as video games and movement based video games [20, 22,
26]. Zhao et al. (2018) [32] used SDT to investigate different motivational forces
(i.e., intrinsic and extrinsic) that drive live streamers’ continuance broadcast-
ing intentions. The authors indicate that both intrinsic and extrinsic motivation
significantly influenced live streamers’ performance expectancies, but not their
perceived website attractiveness. Marika (2022)[13] further explored how audi-
ences experience watching on-demand television, and validated and tested how a
range of measures predict enjoyment. Results suggest that enjoyment is primar-
ily explained by social significance, immersive viewing, lower levels of deliberate
viewing, and positive perceptions of programmed paths.

Uses and Gratification Theory: Another relevant theory which was origi-
nally developed to understand mass communication / mass media from an “audi-
ence” perspective, is the Uses and Gratification Theory (UGT) [4]. UGT focuses
on understanding why and how individuals actively choose and use media to
satisfy their specific needs and desires. The theory suggests that specific needs
and desires are what drive individual motivation to select and consume media.
Rather than considering the audience as passive receivers of media, the theory
highlights that individual users are active participants who proactively select and
engage with media based on their personal motivations to fulfill their underly-
ing needs. According to the theory, people seek out media content that fulfills
their specific needs, such as information, entertainment, social interaction, per-
sonal identity, or escapism. It recognizes that individuals have different needs
and preferences, and they actively select and consume media to gratify those
needs, making media consumption a purposeful and goal-oriented process [4].

Various studies have analysed the usage motives of different types of media
drawing one one of the above or even other theoretical perspectives. A study on
user motives of using social media identified the following seven unique uses and
gratifications: social connection, shared identities, photographs, content, social
investigation, social network surfing, and status updating [10, 11]. Similarly on
a study conducted with young adolescents, Tanta et al. (2014) [28] mention that
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the use of Facebook primarily gratifies adolescents’ need for integration, social
interaction, information and understanding of their social environment. With
respect to watching Television, McIlwraith (1998) [15] identified that “TV addic-
tion” was an attempt by users to distract themselves from unpleasant thoughts,
to regulate moods, and to fill time. Furthermore, with respect to understanding
motivations to use online streaming services during the covid-19 pandemic us-
ing UGT and the Technology Acceptance Model (TAM), authors identified that
individuals’ perceived usefulness and ease of use of online streaming services
were significant antecedents of their intentions to use the services. The authors
further suggest that the participants sought emotional gratification from online
streaming services, as it allowed to distract themselves into a better mood and
to relax in their leisure time. They were also known to be using it to satisfy their
needs for information and entertainment [6].

2.2 Human Factors

Human factors in computing refers to the aspect in which people think, per-
ceive, remember, and act that influence the ways they interact with systems
[3]. Furthermore, according to [23], a human influence factor (HIF) is any vari-
ant or invariant property or characteristic of a human user. The characteristic
can describe the demographic and socio-economic background, the physical and
mental constitution or the users’ emotional state [23]. In this regard, it is widely
recognized that users’ interactions with streaming services are influenced not
only by the attributes of the multimedia system but also by the surrounding
environment and circumstances in which the experience occurs [5, 16, 23]. Mul-
timedia experiences and their perceived quality may also vary significantly in
terms of perception and endurance for different users, emphasizing their indi-
viduality and importance in shaping overall user satisfaction [34, 21]. Wechsung
et al. (2011) [31] investigated whether cognitive skills, mood, attitudes and per-
sonality traits influence quality perceptions, modality choice (speech vs. touch),
and performance. It was identified that attitudes and mood are related to qual-
ity perceptions, while performance is linked to personality traits. Furthermore, it
was stated that modality choice is influenced by attitudes and personality while
cognitive abilities had no effect. In this regard some studies have explored the
influence of specific human factors [31, 16, 24].

However, in most empirical studies related to multimedia services, human
factors are only considered to a limited extent (e.g., HIFs gender, age, exper-
tise level). Therefore, there is still limited understanding of how human factors
influence quality of experience with multimedia services [16].

The current work aims to contribute to the gap in literature by investigat-
ing the motivational factors influencing users’ consumption of video streaming
services. By understanding what drives individuals to engage with streaming
services, we gain valuable insights into their underlying needs, preferences, and
behaviors. Investigating both intrinsic and extrinsic motivational factors further
provides both a holistic understanding of users’ engagement with streaming ser-
vices and a more specific understanding of the implications of these two types
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of motivation for what users expect and need in order to have a good or worth-
while experience. Comprehending the interplay between intrinsic and extrinsic
motivational factors can further inform the design of effective incentives and re-
wards systems which can be strategically integrated into the platform to amplify
users’ intrinsic motivation. This knowledge can further aid in designing streaming
services, (i.e., user interfaces, content recommendations, and personalized expe-
riences) that align with users’ motivations and their underlying needs, thereby
enhancing user satisfaction and engagement. Furthermore, it contributes to the
overall understanding of how human factors influence the design and optimiza-
tion of streaming platforms.

3 Research Methodology

An online questionnaire was developed to better understand users’ experiences
with and use of video steaming services. The questionnaire aimed towards gaining
better insight into how, when, where and why video services are used, and what
users care about when using video services in day-to-day life. The questionnaire
comprised of a combination of open and closed questions and was structured such
that these various aspects of users’ experiences and consumption were captured.
The questionnaire comprised of various parts. The results presented in this pa-
per pertain to the analysed responses obtained from the specific section of the
questionnaire which focused on influencing factors, specifically the motivational
factors.

3.1 Sample Description, Data Collection and Analysis

A convenience sampling strategy was used to recruit participants. The online
questionnaire was completed by a total of N=40 participants between 18 and 49
years of age (M=30.5 and S.D.=8.4). The sample further comprised of almost
equal ratio of male (52.5 %) and female (47.5%) participants. The questionnaire
was constructed using the online platform nettskjema3 and circulated via differ-
ent channels. The submitted questionnaires were further coded for themes using
the Nvivo4 software. An open coding approach was followed, which is an itera-
tive data analysis technique where categories are added until induction thematic
saturation [25] has been induced. It was an inductive process where the themes
emerged from the data itself.

4 Results

The open coding process resulted in the identification of 13 categories, placed
under the two overarching categories (i.e., intrinsic vs. extrinsic). In the following,
we present unique selected quotes that illustrate the emerged categorization. The
coding was further performed to keep the specific keywords intact as opposed to
merging with other codes.
3 https://nettskjema.no/
4 https://portal.mynvivo.com/
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4.1 Intrinsic Factors

The various categories that were intrinsic in nature (i.e., actions which are per-
ceived inherently as interesting or enjoyable), were included within this categori-
sation. The concepts of fun (experience of amusement or playfulness), enjoyment
(feeling of satisfaction and pleasure), good mood (state of positive emotions), and
happiness (a state of well-being and contentment) are related but distinct emo-
tional states. Therefore, they were grouped separately during the open coding
process to allow for capturing nuanced user experiences. Separating these factors
further allows for a more comprehensive understanding of how each emotional
state influences users, leading to richer insights and targeted interventions.

Relaxation Several of the participants indicated that they were motivated to
watch videos for relaxation. Participant 14 (Male, 49 yrs) indicated to watch
VOD content “to get relaxed”. Participant 31 (Male, 31 yrs) also indicated that
“I am usually relaxed after a movie”. Other participants stated that watching
videos allowed “to disconnect” (P18, Female, 22 yrs) and that they watch to “[...]
to take my mind off things” (P25, Female, 26 yrs).

Inspiration Participants indicated that they found watching videos to be inspir-
ing and motivating with respect to different aspects. For example, to learn certain
skills, such as playing the piano. As Participant 10 (Female, 20yrs) said:“piano
tutorials have motivated me”. Similarly, P36 mentioned that book reviews inspire
her to start a new book: “book/series review on BookTube got me really excited
to start reading a new book”(P36, Female, 30 yrs). Another participant further
indicates that such inspiration is dependent on content: “Good content inspires”
(P38, Male, 37 yrs).

Fun Several participants mentioned that they found watching videos to be a fun
activity:“It is fun” (P11 Male, 22 yrs). It was further mentioned that it was an
easy, not very demanding way to have fun. For instance, participant 07 (Female,
18 yrs) said that she watches videos “when I want to have fun without effort”.

Happiness A number of participants mentioned that they feel happy watch-
ing videos, or as participant 32 (Male, 28 yrs) puts it, watching videos “brings
happiness”. Participant 08 further says that watching funny content makes her
happy:“Often watch something funny so I feel happier” (P08, Female, 21 yrs).

Enjoyment Several participants mentioned enjoying watching videos. P37 also
indicated that she enjoyed content related to a specific genre:“I enjoy true crime
series” (P37, Female, 41 yrs).

Good Mood Many participants mentioned that watching video content helps
to get into a positive mood, e.g., Participant 05 (Female, 29 yrs) indicated to
watch videos to “get into a good mood”.
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Laughter Numerous participants mentioned that they watch videos to get a
good laugh: for instance, Participant 07 (Female, 18 yrs) said that when watch-
ing videos “I laugh if I am alone”. Similar to the other intrinsic factors, partic-
ipants also indicated the importance of content with respect to laughter: “Saw
an episode of my favorite series that made me laugh out loud” (P11, Male, 22
yrs). Or as participant 38 (Male, 37 yrs) phrased it: “Watched a couple of comedy
videos and had a good laugh”.

Learning Learning was identified as another influencing factor as several par-
ticipants mentioned that acquiring knowledge from documentaries, tutorials, lec-
tures and other scientific content was a main motivation to watch videos. For
instance, Participant 18 (Female, 22 yrs) referred to“something professional to
learn” as a motivation to watch. Watching video content was also referred to as
a way to get news and be up to date. Or as Participant 27 (Male, 38 yrs) put it,
the motivation for watching is “to get news and updates”.

4.2 Extrinsic Factors

The identified quotes which were extrinsic in nature (leading to a separable
outcome) were classified within this category.

Multitasking Participants indicated that they were motivated to watch videos
as it was done in parallel to other activities. Numerous participants indicated
watching videos while eating: Videos are my company when I eat (P05, Female,
29 yrs). Furthermore, it was also an activity done in combination with other
tasks, e.g., in order “not to be bored when doing menial tasks”(P36, Female, 30
yrs).

Recommended Feed The recommender systems providing videos was indi-
cated to motivate participants to watch the suggested videos, for instance Par-
ticipant 06 (Male, 26 yrs) was motivated to watch because “I get recommended
videos”.

Entertainment Numerous participants further mentioned that being enter-
tained was a main motivating factor:“I watch for entertainment”(P16, Female,
49 yrs).
Entertainment has further been categorized into the following three subcate-
gories (i.e., Time pass, Interesting content, Diversity of content).

– Time Pass Participants indicated that watching videos was a way to “make
time pass” (P12, Male, 22 yrs). Participant 34 (Male, 25 yrs) hinted at a
similar motivation :“no benefits, just to get by the day”.
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– Interesting Content Watching interesting content was mentioned by sev-
eral participants as motivating. For instance Participant 20 (Female, 42 yrs)
referred to a “particular interest in the video content”, whereas Participant
13 (Male, 22 yrs) felt motivated by watching “interesting video concepts”.

– Diversity of Content Having diverse types of content to watch was further
also mentioned as another motivating factor: “I like that I can find more
international movies or videos with more diversity of people” (P29, Female,
33 yrs). Participant 33 (Male, 32 yrs) further mentioned that he watches
different types of content :“to explore my different areas of interest”.

Music Listening to and watching music videos was mentioned as another moti-
vation, for example by Participant 30 (Female, 25 yrs) who indicated that “I like
to watch music videos”. It was also indicated that some participants only listen
to music videos without watching the actual video.

Social Connection Finally, watching videos with others as a social activity was
mentioned by several participants. For instance participant 03 (Female, 29 yrs)
describes her motivation as:“Have a good time watching movies with friend(s).
The social experience makes it pleasant for me”.

5 Discussion

The findings above support the observation that different motivational factors
may have different underlying needs, trigger different types of user behavior, and
these various use cases have to be explored further to better understand user
behavior pertaining to different contexts. However, from the identified motiva-
tions, we can infer the underlying needs and desires that these motivations are
trying to fulfill.

– Relaxation: This factor may fulfill the need for stress reduction, mental reju-
venation, and a break from daily routines. People may seek relaxation while
watching streaming videos to unwind, find peace of mind, and experience a
sense of calmness.

– Inspiration: The need here might be to gain inspiration, by streaming videos
that stimulate creativity, trigger new ideas, or showcase achievements, en-
couraging the users to aspire for personal growth and pursue their passions.

– Learning : The need for acquiring knowledge or learning may be characterized
by accessing streaming videos that provide educational content, informative
documentaries, or tutorials, allowing individuals to acquire new knowledge,
develop skills, and expand their understanding of various subjects.

– Fun, enjoyment, good mood, happiness, and laughter : These are all factors
that may fulfill the need for experiencing positive emotions. Streaming videos
that are enjoyable, humorous, or uplifting may provide individuals with a
sense of joy, amusement, and satisfaction (i.e., emotional gratification as
mentioned in [6]). This may also be an attempt by users to distract them-
selves from unpleasant thoughts, and to regulate their moods [15].



Investigating Motivational Factors 9

– Multitasking : This may fulfill the need for productivity and efficiency. Users
may watch streaming videos while engaging in other activities to optimize
their time and achieve a sense of accomplishment in different areas.

– Recommendations: This may satisfy the desire for personalized suggestions
and guidance. Users may seek recommendations to discover new and inter-
esting content that aligns with their preferences, saving time and effort in
finding engaging videos.

– Entertainment : The need for entertainment encompasses various aspects,
including time pass (filling leisure time), interesting content, and diversity
of content. The factors may fulfill the desire for engaging and diverse ex-
periences that cater to individual preferences and provide autonomy [7] by
presenting a range of options to choose from. This may also be related to
attaining emotional gratification [6] and a way of experiencing positive emo-
tions.

– Music: Streaming videos that feature music may fulfill the need for auditory
stimulation, enjoyment, and a connection to different emotions.

– Social Connection: It may fulfill the need for social engagement, community
building, and connecting with like-minded individuals [28].

The results may further have the following implications. The coded intrin-
sic motivational factors (e.g., relaxation, inspiration, etc.,) influencing users to
watch videos, seem to be largely dependent on the content. While which genre of
videos is considered fun or relaxing or happy may be very subjective, it could be
argued that the identified intrinsic motivational factors are dependent on content
nonetheless. Therefore, content may be of more significance when the motiva-
tion is triggered by the identified intrinsic factors. More concretely, content may
play an important mediating role to trigger intrinsic motivation. However, with
respect to the extrinsic factors, the importance of content was reflected only
with respect to entertainment, specifically in terms of having interesting and
diverse content. This raises the question whether video quality may be of more
significance in the context of the intrinsic factors, since poor video quality may
inhibit users from achieving the various intrinsic states. This is not to say that
content and video quality are not important in the case of extrinsic factors.
However, most of the extrinsic motivational factors place more significance on
utilitarian aspects such as multitasking, time pass, listening to music, and social
connection, which may in many cases not be too much dependent on content
and quality as compared to all the intrinsic influencing factors which seem to be
largely dependant on content and potentially its quality.

All these motivational factors may impact users’ perception of the video, its
quality and their overall satisfaction with the experience. Connected to this, the
purposes for which the service are used may also largely influence users’ expe-
rience. For example, if a user is watching a video for serious purposes such as
learning/education, they may expect clear and accurate information that is pre-
sented coherently and in a way that is easy to understand. If the video fails to
meet these expectations, the user’s experience may be negatively impacted. On
the other hand, if a user is consuming videos for entertainment purposes, they
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may overlook any minor technical issues if the video is engaging and enjoyable
from their subjective experience. However, more lab and field studies explicitly
addressing the link between viewing motivations, QoE and tolerance towards
different types of impairments, are needed. Future studies can also focus on
analysing the correlation between user needs, their motivations and user behav-
ior. Such more fine-grained insights would allow for better tailoring of services
to meet the specific needs and preferences of their users, leading to a higher level
of satisfaction and better viewing experience.

6 Conclusion

The main aim of the study was to better understand motivational factors in-
fluencing users’ consumption of video streaming services from a human factors
perspective. The results indicate a combination of intrinsic and extrinsic motiva-
tional factors which users draw on, that might influence their overall experience
with such services. The participants were intrinsically motivated by relaxation,
inspiration, fun, happiness, enjoyment, good mood, laughter, learning, and ex-
trinsically motivated by multitasking, recommended feeds, entertainment (time
pass, interesting content and diverse content), music and social connection. By
understanding what drives individuals to engage with streaming services, we
gain valuable insights into their underlying needs, preferences, and behaviors.
Investigating both intrinsic and extrinsic motivational factors further provides a
holistic understanding of users’ engagement with streaming services. The find-
ings also suggest that when users are triggered by intrinsic factors, quality and
content of the videos may be of more importance. However, when triggered by
the extrinsic factors, utilitarian aspects such as multitasking, in addition to mo-
tivation factors such as time pass, listening to music, and social connection seem
to be more important. The latter may not be too much dependent on content
and quality of videos. Follow-up empirical studies are needed to validate these
findings and to further understand the relation between intrinsic and extrinsic
motivation for watching video content further.

Overall this knowledge can further aid in designing streaming services, that
align with users’ motivations and their underlying needs, thereby enhancing user
satisfaction and engagement. Furthermore, it contributes to the overall under-
standing of how human factors influence the design and optimization of stream-
ing platforms.
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