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ABSTRACT  

Streaming media like Netflix has become a mainstream trend for people to have fun and relax during 

the Covid-19 pandemic, and numerous studies found that college students and millennials account for 

a large group who binge-watch television programmes. Hence, understanding university students’ 

motive for binge-watching is timely, especially during the Covid-19 lockdown period, when there is a 

lack of studies on this phenomenon. Thus, this study aims to examine the motives that influence Netflix 

binge-watching behaviour among university students. The study utilised the Uses and Gratifications 

(U&G) Theory, and three motives, namely ‘entertainment’, ‘social interaction’ and ‘escape’ were 

deduced from the theory. The study adopted a quantitative research approach using an online survey 

method. A total of 150 valid responses were collected through the purposive sampling technique, and 

the results were analysed using correlation and regression analysis. The findings through the Pearson’s 

correlations indicated that ‘entertainment’ has a positive and strong relationship with Netflix binge-

watching behaviour, while ‘social interaction’ and ‘escape’ motives have a positive but moderately 

significant relationship with the binge-watching behaviour. Regression analysis further showed that 

only ‘entertainment’ and ‘social interaction’ were the predictors of binge-watching behaviour; however, 

‘escape’ was not a predictor. This study also contributes to the U&G Theory as well as the literature on 

the youth’s media consumption, particularly during the Covid-19 lockdown period, for it benefits the 

parents, video streaming service providers and government in understanding the motives that influence 

binge-watching among youths; thus, strategies can be implemented to avoid excessive binge-watching 

behaviour during the lockdown which leads to negative social media outcomes. 

Keywords: binge-watching behaviour, movement control order, Netflix, university students, Uses and 
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Introduction 

Digital media has constantly changed the way of media consumption in the contemporary world. Over-

the-top (OTT) services include various services, such as electronic communication and distribution 

which are delivered to users over the Internet and accessed by users at any time through various media 

contents, and they do not require any facilities of telecommunication operator and subscription to any 

traditional cable service (Bilbil, 2018). Among the services of video streaming platforms are Hulu, 

Netflix, Disney Plus, and more are mushrooming nowadays. 

The popularity of streaming media platforms has brought a huge impact on the media entertainment 

industry (Tiffiller, 2017), and people have gradually changed their viewing habits from traditional cable 

television to streaming media platforms (Stanimirovic, 2020). In 2020, the Covid-19 pandemic severely 

affected people's lifestyles and behaviours. The new social norms of keeping the social distance caused 

by the Coronavirus forced a significant demand for digital consumption and streaming subscription 

services (Wong et al., 2021), Thus, time spent on social media streaming is higher compared to before 

(Wiederhold, 2020). In the international market, the Netflix streaming platform had more than 167 

million subscribers at the end of 2019. Moreover, due to the global Coronavirus epidemic, the number 

was going to increase by nearly 200 million subscribers by the end of July 2020 (Moody, 2020). In 

Malaysia's context, it was reported that Netflix had gained 195% in year-on-year growth in the third 

week of March, just as the lockdown began in 2020 (Lim, 2020). 

Netflix's strategy of releasing an entire season of television (TV) shows at once for the first time and its 

prominent advantage of streaming media have triggered the binge-watching phenomenon (Castro et al., 

2021). The term ‘binge-watching’ refers to a person watching a particular programme, episode after 

episode continuously in one sitting without any break in between (Silverman & Ryalls, 2016). Annalect 

(2014) indicates that about 60 percent of binge-watchers will go on binge-watching at least once a week, 

and more than half of the audience is gratified about it. Since most of the citizens are forced to stay at 

home during the lockdown, the time spent on TV programmes will increase, and this leads to addiction 

and reliance on it (Al-Samarraie et al., 2021). 

To contain and control the spread of the Covid-19 virus, governments around the world have introduced 

the movement control order (MCO). Malaysia is one of the countries that is affected by the Covid-19 

pandemic. On 18 March 2020, the government of Malaysia announced the MCO to curb the spread of 

Covid-19; thus, Malaysians were forced to be at home. This brought Netflix and Tonton the biggest 

traffic growth rates during the MCO in Malaysia (Lim, 2020). This is supported by Brzeski (2020), who 

states that Netflix consumption has surged 115% in Southeast Asia during the Covid-19 virus 

lockdowns. 

Since Netflix pioneered a new way of consuming TV shows in 2016, viewers have been able to choose 

as many episodes of TV shows as they want from the diverse content provided on the streaming 

platform. According to McCarriston (2017), more than half of Netflix subscribers in America have 

regular binge-watching behaviour and can binge-watch from anywhere on any device, such as using 

their mobile phones or tablets, when they commute to work. Binge-watching is now a common way for 

people to spend time watching TV series and media content, regardless of gender (Moore, 2015). 

In the binge-watching phenomenon, college or university students and millennials account for a large 

group.  A study reveals that binge-watching is theoretically related to personality traits, and impulse is 

one of the main characteristics of the binge-watching crowd (Starosta & Izydorczyk, 2020). Moreover, 

binge-watching is a common behaviour in the millennial group, as nearly 90 per cent of millennials 

between the ages of 20 and 33, most often among college or university students, have engaged in binge-

watching behaviour. Most college or university students lack self-regulation and self-management. 

When a person is exposed to enjoyable television content for hours, binge-watching can be seen as a 

form of procrastination which interferes with the completion of another task, such as assignment 

(Merrill Jr. & Rubenking, 2019). This further supports the notion that binge-watching has increased 

especially during the pandemic of Covid-19 (Aghababian et al., 2021; Boursier et al., 2021; Sigre-Leirós 

et al., 2022). 
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The research gap found in most of the empirical studies for binge-watching among college or university 

students was only highlighted in the Western countries, and there was a lack of research which focused 

on Netflix, particularly during the Covid-19 period, causing some limitations in the studies (Castro et 

al., 2021; Panda & Pandey, 2017). Although there have been some previous studies on Netflix in 

developing countries like Indonesia, there is a lack of platform perspective of Netflix to explain how 

Netflix streaming media affects binge-watching behaviour (Martins & Riyanto, 2020). Based on the 

discussion, therefore, the current study aims to examine the motives of watching Netflix and binge-

watching behaviour among university students from the lens of Uses and Gratifications (U&G) Theory, 

particularly during the pandemic lockdown period. 

Literature Review 

Theoretical Foundation 

The U&G Theory posits why users actively choose specific media for satisfying their specific needs 

(Katz et al., 1973). Media users actively choose a medium that can accurately reflect and gratify the 

needs of consumers through media consumption. Ruggiero (2000) believes that the U&G Theory 

explains that the new technology has provided a profound influence on media users in terms of personal, 

social habits and functions. Meanwhile, past studies have mentioned that the U&G Theory not only 

addresses the motivation for media use, but it also describes and explains the influence of psychological 

factors on media use and selection in different cultures and contexts (Haridakis & Rubin, 2005). 

Therefore, the U&G framework can be used to analyse the motives for watching Netflix and the binge-

watching behaviour.  

Moreover, the development of Internet-based video-on-demand (VOD) streaming platforms enables 

media users to satisfy motivations from both traditional and new media (Jenner, 2016). Gratification 

can be divided into ‘gratification sought’ and ‘gratification obtained’; ‘gratification sought’ refers to the 

motives for using specific media that could be cognitive, such as needs for relaxation, entertainment, 

information seeking, and social interaction as well as the need for the innovation of new technologies. 

The study by Subramanian et al., (2020) which carried out a critical literature review on binge-watching 

found that these motivation factors are identified as information attainment, entertainment, hobby or 

companionship, escape or mood management.  These motives could be important factors that cause 

university students to have the behaviour of binge-watching. Besides, Rahman and Arif (2021) also 

found that the motives for entertainment (e.g. a wide range of shows on Netflix to relieve from 

boredom), friend or peer influence (social interaction), and escape from the reality are some of the 

factors that influence the marathon of watching Netflix. This also supports the notion by Sigre-Leirós 

et al., (2022) that social motives for watching TV series emerged as significant determinants in the 

Covid-19 lockdown period, and this justifies the study of these three variables in the current study. 

Binge-watching Behaviour and University Students 

The term binge-watching is defined as the intense and consecutive consumption of a series in a single 

sitting which has steadily become a prevalent phenomenon in the age of on-demand media 

entertainment (Pittman & Sheehan, 2015). According to the study by Flayelle et al., (2019), binge-

watching behaviour is a common way for people to escape from daily life problems and deal with their 

loneliness, implying that people engage in binge-watching as a form of emotional regulation. Excessive 

binge-watching could be a serious problem with mental effects including addiction, which can lead to 

hesitation or anxiety and sleep problems (Wheeler, 2020), but in terms of psychological conditions, 

excessive binge-watching behaviour is very similar to addiction among video gamers and the Internet 

users. Thus, binge-watching is driven by a variety of motivations, including passing time, escaping life's 

issues, and regulating negative emotions for temporary satisfaction, and it is becoming increasingly 

popular among young people (Starosta & Izydorczyk, 2020). 

Additionally, a study by Hofmann et al., (2017) pointed out that the binge-watching phenomenon can 

also have a positive impact on users. Binge-watching is a new opportunity for recreational consumption, 

and VOD services provide users with a permanent access to media content, which provides many 

positive gratifications for viewers. However, at the same time, the freedom that VOD services give to 
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users also has some negative media impacts, particularly when there are possibilities of continuous 

viewing which can create the risk of procrastination in completing goals or tasks. 

Furthermore, the results prove that laptops and mobile phones are the most common devices used by 

young adults for binge-watching, meaning that advances in streaming technology have made binge-

watching easier compared to traditional cable TV. This is because people can decide where to watch 

and how many episodes to watch (Trouleau et al., 2016). According to the study by Starosta and 

Izydorczyk (2020), young university students in Poland tend to binge-watch their favourite TV series 

on mobile platforms because they allow students to access them at any time and any place. While this 

represents an innovative form of entertainment due to the technological advances, it has also created 

symptoms of addiction which indicate that students may lose self-control over their time spent on binge-

watching, neglecting school tasks and their responsibilities. 

Hypothesis Development 

Entertainment is one of the main factors derived from new media technology. In the media industry, 

entertainment demand has always been identified as an important satisfaction provided by the medium 

for users (Rubin, 1983). Streaming VOD services like Netflix enable users to access their favourite TV 

series whenever they want.  This allows users to engage in binge-watching while maximising their 

hedonism, leading to a positive emotional impact. According to Tiffiller (2017), users indicate watching 

comedies TV shows, or movies with special audio and visual effects on Netflix video streaming 

platforms as the motive to satisfy their entertainment needs. For instance, viewers who are attracted to 

episodes of some TV programming with highly coherent and cliffhanger endings will perform binge-

watch behaviour. They even rewind and repeat scenes to satisfy the emotional entertainment of the 

drama (Steiner & Xu, 2020). Digital entertainment also offers users a new mode of media consumption 

(Granow et al., 2018), and this supports the notion that entertainment will drive people to binge-

watching (Arditi, 2021; Gangadharbatla et al., 2019; Sadana & Sharma, 2021). Moreover, Rahman and 

Arif (2021), expressed that a wide range of shows available on Netflix for entertainment purposes 

incline viewers to engage in binge-watching behaviour during the Covid-19 pandemic. This also 

supports the study by Kumar et al., (2021), who found that entertainment was the most dominating 

motive to influence binge-watching during the Covid-19 pandemic. Based on the above notions, the 

study hypothesised that: 

H1: There is a positive relationship between entertainment and Netflix binge-watching behaviour 

among university students. 

The U&G framework proposes social interaction as a key factor contributing to TV viewing behaviour 

(Katz et al., 1973). The emergence of the Internet has laid the foundation for the development of new 

media, which enable users to connect with people directly through media interaction or technology. 

Medium interaction facilitates human interaction, and it not only provides users with satisfying 

entertainment needs, but it also satisfies psychological social needs (Sundar & Limperos, 2013). 

Millennials have made up a large proportion of Netflix viewers, and their motivation for using Netflix 

is influenced by social interaction. For example, they will be influenced by their social circle which is 

their friends or classmates who recommend, introduce and give feedback about the popular TV shows 

or movies on Netflix (Panda & Pandey, 2017).  This is further supported by numerous past studies which 

argued that interpersonal interaction is key for human beings, and therefore, it is strongly related to the 

motive for using social media (Balakrishnan & Griffiths, 2017; D’Arienzo et al., 2019; Hou et al., 2019).  

On the other hand, Netflix's strategy of releasing an entire season of original programming allows 

viewers to binge-watch an entire season at one sitting with their friends. This is not only one of the main 

motivations for binge-watching behaviour, but it also enriches the conversation on social media 

(Rubenking et al., 2018). Thus, university students engage in binge-watching with friends as a form of 

companionship, a way of interaction to gratify the loneliness during the university period (Pittman & 

Sheehan, 2015). Therefore, binge-watching behaviour provides university students with media 

interaction, as well as social interactions with others (like family members), which places students in a 

position to integrate into the social landscape by communicating about popular culture in TV shows or 

films on Netflix through binge-watching (Gangadharbatla et al., 2019; Matrix, 2014).  
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Besides, a study by Sigre-Leirós et al., (2022) found that social motives for watching TV series emerged 

as a protective factor during the Covid-19 lockdown, when the Covid-19 quarantine and lockdown has 

greatly restricted the real socialisation. During this period, people will rely on social media and binge-

watching streamed series to give themselves a feeling of emotional connection with others through 

parasocial interaction (Jarzyna, 2021). Hence, based on the discussion, it was hypothesised that: 

H2: There is a positive relationship between social interaction and Netflix binge-watching behaviour 

among university students. 

The gratification of ‘escape’ motive provides synchronicity and demassification to binge-watching. 

University students' use of binge-watching as a means of escape was previously considered a motivation 

for traditional TV viewing (Rubin, 1983), but the advantages offered by streaming media have very 

much dominated the viewing method of the young generation. Hence, university students who are under 

a lot of stress can escape through binge-watching as a strategy to pass time (Pang, 2014). For instance, 

students believe that binge-watching can distract them from the real world through the effect of escaping 

and the reward of relaxing after the deadlines of assignments and exams (Kircaburun et al., 2020; 

Leppink et al., 2016). Simultaneously, some TV dramas and movies with excellent quality that reflect 

deeply on the current situation of society and personal life can provide the viewers with a strong sense 

of immersion and escape from the real world in their minds (Pittman & Sheehan, 2015). This further 

supports the notion by Brailovskaia et al., (2020) that social media use helped individuals escape from 

negative emotions in daily life.  

Besides, Boursier et al., (2021) highlighted that TV series watching behaviours were equally induced 

by anxiety symptoms and escapism motivation, thereby suggesting that watching TV series during the 

Covid-19 lockdown probably served as a recovery strategy to face such a stressful situation. Based on 

the above discussion, the current study hypothesised that: 

H3: There is a positive relationship between escape and Netflix binge-watching behaviour among 

university students. 

Figure 1 

Conceptual Framework  

        

    

 

 

 

 

 

Methods 

Research Design 

This study applied a quantitative research design. Quantitative research is described as a systematic 

exploration of a phenomenon through the collection of measurable data and the application of statistical, 

mathematical, or algorithmic methods (Apuke, 2017). According to Babbie (2020), survey design is a 

 Netflix 
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         Dependent Variable 
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suitable method to apply in this study as it allows the researchers to effectively measure the attitudes 

and opinions of respondents in a large population. 

Sampling Procedure 

In this study, the researchers used the purposive sampling method as one of the techniques in non-

probability sampling, where the researchers will select samples based on their judgment and criteria 

(Campbell et al., 2020). Therefore, this research chose the respondents who were Netflix users by 

incorporating the screening questions (such as ‘Do you watch Netflix?’, ‘Do you watch two episodes 

continuously from Netflix?’) as a strategy to select valid respondents. In addition, Roscoe (1975), 

Bougie and Sekaran (2019) highlighted that a sample size of more than 30 but fewer than 500 is 

recommended for most behavioural research. Hence, the current study had 150 valid responses, and it 

is deemed appropriate for the statistical analysis. 

Measurement 

The research instrument is divided into three (3) sections. Section A consists of the collection of 

demographic information of the respondents such as gender, age, nationality and education. Section B 

taps items for the independent variables, which are ‘entertainment’, ‘social interaction’ and ‘escape’ 

which were adapted and modified from Panda and Pandey (2017) and Ulusoy and Atar (2020). Section 

C tries to determine the dependent variable which is binge-watching behaviour, and the items were 

adapted from Panda and Pandey (2017). The five-point Likert-type scale was applied in Section B and 

Section C, indicating 1=strongly disagree, 2 = disagree, 3=somewhat agree, 4=agree, and 5=strongly 

agree. The details of the measurement can be seen in the appendix. 

Data Collection Procedures 

An online survey method was used for the respondents to answer the questionnaire. The researchers 

assured the respondents of confidentiality and anonymity of the data collected. The data were collected 

from March 2021 until April 2021, when Malaysia was under MCO and conditional movement control 

order (CMCO). 

Reliability Test 

The pilot study which involved 30 respondents was conducted in this research. According to the 

requirements of the reliability analysis, the items were consistent and reliable when they exceeded the 

Cronbach’s Alpha value of 0.7 as suggested by Saunders et al., (2019). This indicates that the researcher 

would be able to proceed with the real data collection as it had met the requirement for the consistency 

of this instrument. 

Table 1 

Reliability Analysis 

Variables No. of Items 
Cronbach’s Alpha 

(n=30) 

Cronbach’s Alpha 

(n=150) 

Binge-watching 

behaviour 
5 0.761 0.736 

Entertainment  5 0.714 0.822 

Social Interaction  5 0.802 0.911 

Escape  5 0.843 0.833 
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Data Analysis 

The researchers analysed the data via Statistical Package for the Social Sciences (SPSS) version 26 

software. Both descriptive and inferential statistics were performed for the study. The descriptive 

statistics involved were frequency and percentage while the inferential statistics involved Pearson’s 

Product Moment Correlation and Multiple Regression Analysis. Before the data analysis, a normality 

test was performed to ensure that the criteria for performing the Multiple Regression Analysis were met. 

Normality analysis 

To ensure a normal distribution of the data, skewness and kurtosis analyses were further carried out. 

Hair et al., (2018) mentioned that data must be normally distributed before multivariate analysis can be 

conducted. It can be said that the data were normally distributed when the values that represented the 

skewness and kurtosis of the variables were in a range of -2 to +2, with consideration of 5% sampling 

errors (Siddiqi, 2014). With that, as referred to in Table 2, the value for the dependent variable (DV), 

i.e. the binge-watching behaviour, was within the range of -2 and +2, thus, showing that data are still 

normally distributed and the Pearson’s Product Moment Correlation and Multiple Regression Analysis 

can be conducted. 

Table 2 

Normality Based on Skewness and Kurtosis Values 

Variable Skewness Kurtosis 

 Binge-watching behaviour -0.483 -0.192 

 

Figure 2 

Histogram for Binge-watching Behaviour 

 

Results  

Based on Table 3 below, more than half of the respondents were females (60.0%), and the remaining 

were males (40.0%). More than half of the respondents were international students (62.0%), whereas 
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38.0% of the respondents were Malaysians. In terms of age group, nearly half of the respondents were 

between 26 to 29 years old (44.0%), followed by respondents aged between 22 to 25 years old (28.0%), 

indicating that young adult viewers were the reference group of binge-watching. A total of 58.7% of the 

respondents held a bachelor’s degree, whereas 28.0% were in foundation year or had a diploma, and 

13.3% of them had a postgraduate (Master’s or Ph.D.) degree. 

Table 3 

Profile of the Respondents (n=150) 

Variable(s)                                Category Frequency % 

Gender Male 60 40.0 
 

Female 90 60.0 

Age (years old) 18-21 21 14.0 
 

22-25 42 28.0 
 

26-29 66 44.0 

 >29 21 14.0 

Nationality  Malaysian 57 38.0 

 International 93 62.0 

Education Foundation/ Diploma 42 28.0 
 

Bachelor's degree 88 58.7 
 

Postgraduate degree 20 13.3 
    

The Pearson’s correlations analysis was carried out to determine the direction and strength of the 

correlation for each variable. Based on the Pearson’s Product Moment correlation analysis, it was 

determined that ‘entertainment’ motive and binge-watching behaviour have a positive and very strong 

correlation (r =.849, p < .05). In addition, ‘social interaction’ and binge-watching behaviour have a 

positive and moderate correlation (r = .616, p < .05). ‘Escape’ also has a positive and moderate 

correlation with binge-watching behaviour (r= .605, p < .05). The interpretation of the strength of the 

relationship is based on Moore et al., (2013)’s indicators. 

Table 4 

Correlation Test on the Relationship between Motives of Watching Netflix and Binge-Watching 

Behaviour (n=150) 

 

 Binge-watching behaviour 

Motives for Watching Netflix r p 

Entertainment .849** .000 

Social interaction .616** .000 

Escape .605** .000 

**Correlation is significant at the 0.01 level (1-tailed) 
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The value for the Durbin-Watson in this research was 1.277 which is between the values of 1 to 3, 

indicating that there were no auto-correlations that arose from the statistical regression analysis that was 

generated. The value of R was .881, suggesting that the independent variables for this research which 

were ‘entertainment’, ‘social interaction’ and ‘escape’ had a high effect on the binge-watching 

behaviour. The value of R Square was .776 which indicates that the independent variables of this 

research affected binge-watching behaviour by 77.6%. However, the analysis indicated that only 

‘entertainment’ and ‘social interaction’ under the U&G motives were the predicting factors that 

contributed to the binge-watching behaviour, while ‘escape’ was excluded. Thus, the remaining 22.4% 

were based on other variables that were not investigated in this research. Hence, H1 and H2 were 

supported; however, H3 was rejected. 

Table 5 

Multiple Regression Analysis of Binge-Watching Behaviour with Predictor Variables 

Predictor Variables 
Unstandardized Coefficient 

Standardized 

Coefficients 
 

B Std. Error Beta p 

(Constant) 

Entertainment 

2.246 

0.682 

.159 

.037 

 

.865 

.000 

.000 

Social Interaction 

Escape 

0.203 

0.021 

.153 

.164 

.262 

.026 

.019 

.898 

F = 168.54  df1 = 3, df2 = 146  p = .000 

R = .881  R2 = .776  Adjust R2 = .771 

 

Discussion  

The findings are supported by numerous past studies. This indicates that hypothesis 1, where there is a 

positive relationship between ‘entertainment’ motive and binge-watching behaviour, is accepted. The 

outcome of this research is aligned with the research done by Panda and Pandey (2017) which indicates 

that students perform binge-watching due to the entertainment value generated through the channels of 

streaming services. In addition, Sadana and Sharma (2021) discovered that young consumers binge-

watched their favourite channels for entertainment purposes to relieve themselves from stress, 

particularly during the Covid-19 lockdown time (Rahman & Arif, 2021). Arditi (2021) also found that 

the entertainment value creates the cognitive response by allowing the consumers to binge-watch. This 

further supports the study by Kumar et al., (2021), who found that ‘entertainment’ was the most 

dominating motive to influence binge watching during the Covid-19 pandemic. 

The second objective of this research is to determine the relationship between ‘social interaction’ motive 

and binge-watching behaviour among students, and the outcome shows that there is a significant 

positive relationship between ‘social interaction’ motive and binge-watching behaviour, and  this  is in 

line with the study by Elmashhara and Soares (2019) stating that the social interactions among the peers 

of the individuals create room for binge-watching as  they create the topic for discussion. The research 

by Piehler et al., (2019) also suggests that social interactions developed are related to the binge-watching 

attitude. This supports the notion of Jarzyna (2021) that during the Covid-19 quarantine and lockdown 

period, people will rely on social media and binge-watching streamed series to give themselves a feeling 

of emotional connection with others through the parasocial interaction. 

The last objective of this research is to determine the relationship between ‘escape’ motive and binge-

watching behaviour among university students, and the regression results show that ‘escape’ motive 

does not significantly influence the binge-watching behaviour. This is contradicted by the findings by 

Kottasz et al., (2019) which demonstrate that individuals usually binge-watch to escape from their 
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realities. Cova et al., (2018) also discovered that an individual's escape is related to the action of 

avoiding stressors or unwarranted situations, where a common method of release is binge-watching. 

The current results also differ from the study by Camilleri and Falzon (2020) which demonstrates that 

individuals escape to distract themselves from any issues leading to their personal lives, and binge-

watching is resorted to. The possible explanation for the different results is that this study was conducted 

during the MCO, where university students were studying online, and most of their time was spent at 

home; hence, there was ample time they could spend watching programmes on Netflix. Thus, 

escapingfrom the routines such as going to class and being trapped in the traffic were not significant; 

this possibly explains why the ‘escape’ motive was not related to the behaviour of binge-watching in 

this study. 

Conclusion 

The study intends to find the predictors of Netflix binge-watching behaviour through the U&G Theory. 

The results show that ‘entertainment’ motive has a positive and strong correlation with binge-watching 

behaviour, while ‘social interaction’ and ‘escape’ motives have a positive and moderate relationship 

with binge-watching behaviour. Regression analysis further shows that ‘entertainment’ and ‘social 

interaction’ motives are the predictors of binge-watching behaviour among university students; 

however, ‘escape’ motive is not the predictor. 

The Implications of the Study 

For the academic implication, this research has contributed to the U&G Theory and new media research 

as the outcomes illustrate that the variables of ‘entertainment’ and ‘social interaction’ have a significant 

impact on binge-watching while the variable of ‘escape’ does not. The outcomes of this research have 

therefore proved the applicability of U&G Theory in the literature on media psychology and 

consumption, particularly during the Covid-19 MCO and CMCO periods. 

For the practical implications, the outcomes of this research have allowed the university to determine 

the attitude and behaviour of their students relating to binge-watching Netflix as one of the most popular 

streaming services providers. This study also benefits the parents, video streaming service providers 

and government in understanding the motives that influence binge-watching among university students; 

thus, strategies can be implemented to avoid excessive binge-watching behaviour which can lead to 

negative social media outcomes. 

Limitations and Suggestions for Future Study 

The first limitation is that the respondents of this study only consisted of the students of one private 

university, and there are many other private universities as well as public universities in Malaysia that 

consist of many students who can contribute to the outcomes of this research. Thus, the future study 

can increase the number of respondents by sampling students from various public and private 

universities and colleges to make the study more representative. 

Furthermore, the study only managed to secure valid responses from 150 respondents, who were Netflix 

users as well as those who had experience watching Netflix through the purposive sampling. Although 

the sample size number allows researchers to conduct statistical analysis, it is not able to generalise. 

Thus, the future study can study more respondents and utilise the probability sampling technique to 

complement the current deficiency. 

In addition, another limitation is related to the variables that were studied and which were limited to 

‘entertainment’, ‘social interactions and ‘escape’ as the motives, whereas this study showed that there 

were remaining 22.4% of other variables that were not included in this research. Hence, the future study 

can expand the model by including other variables such as self-efficacy, post media consumption and 

addiction, to name a few, to test the moderating and mediating effects and make the model more robust. 

Last but not least, the current study is limited to one type of research approach which is the quantitative 

(positivism) approach. Hence, for future research, it can incorporate qualitative or mixed-method 
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(pragmatics) approach to examine the issue to provide a more holistic understanding of the binge-

watching phenomenon and contribute to the new media scholarship. 
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Appendix A 

Measurement Details 

Entertainment 

 

I like to watch Netflix because it makes me happy. 

I watch Netflix to keep myself entertained. 

I feel relaxed when I watch Netflix. 

Watching Netflix is an enjoyable experience for me. 

I am interested in watching Netflix.   

 

Social Interaction 

 

I watch Netflix because I want to feel engaged with my friends. 

I watch Netflix with my friends and family. 

I watch Netflix because it makes me less lonely. 

I watch TV shows or movies on Netflix because of the discussion on social media. 

I watch Netflix because I want to post the TV/ movie content on my social media account to gain the 

attention of my friends.   

 

Escape 

 

I watch Netflix because it transports me to another world. 

I can forget about schoolwork when I watch Netflix. 

I watch Netflix because it can temporarily get away from the problems. 

I watch Netflix because it can help me solve some daily worries. 

I watch Netflix after I have experienced a bad day. 

 

Binge-Watching Behaviour 

 

I often watch on Netflix for a longer time than I intended. 

I continue to watch Netflix even though sometimes I think I should stop watching it.   

I felt guilty as I had wasted a lot of time watching Netflix. (Reverse item) 

I spend more time watching Netflix. 

I spend a long-time watching Netflix. 

 

 


