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Foster Engagement: Reconstructing Rewatching Behavior

ABSTRACT

Despite the endless supply of new content at our fingertips, viewers continue to return to
the comfort of the familiar. In the age of streaming, rewatching television shows has become an
increasingly common behavior. However, academic research has often overlooked this
phenomenon in favor of studying first-time viewing or binge-watching. With the increasing number
of digital platforms and amount of content available, audiences can now easily engage in
rewatching as both a personal and social activity. This study aims to gain a deeper understanding of
the motivations behind rewatching and how these motivations relate to social engagement and
repeated media consumption. Drawing on Uses & Gratifications theory and media habit theory, the
central aim of this study is to investigate: To what extent do motivations for rewatching TV shows
lead to social engagement, and how does this influence rewatching behavior? The research
focuses on five key motivations of rewatching: nostalgia, recall, content and technical quality,
parasocial relationships, and familiarity, as predictors of viewer engagement with TV show—related
content on social media. Social engagement is conceptualized as a multidimensional construct,
encompassing passive (e.g. reading content), reactive (e.g. liking content), and active (e.g. posting
content) forms of online participation.

A quantitative survey was conducted with 158 participants who had previously rewatched a
TV show. Each participant answered questions related to their motivations for rewatching, social
media engagement, and rewatching behavior. Factor analyses confirmed the reliability and
construct validity of the variables, with social engagement emerging as a three-factor structure.
Regression analyses were conducted in two stages. First, multiple regression analyses were
conducted to assess how the motivational factors predicted the three types of social engagement.
The results showed that recall and parasocial relationships were the only significant predictors,
indicating the importance of cognitive and emotional investment in rewatching-related online
participation. In contrast, nostalgia, content quality, and technical quality, as well as familiarity, did
not significantly predict any form of engagement, challenging prior assumptions that emotionally
comforting or aesthetically pleasing content naturally drives online interaction. The second part of
the analysis revealed that all three types of social engagement significantly predicted habitual
rewatching, supporting the idea that digital interaction reinforces routine viewing behaviors.
However, only active engagement significantly predicted compulsive rewatching, pointing to a
deeper emotional or behavioral attachment among users who actively contribute to media

discourse.



This study contributes to media research by refining our understanding of how individual
motivations relate to social media behavior and repeated content consumption. It extends Uses
and Gratifications theory by demonstrating that only specific motivations translate into distinct
social behaviors, and that these behaviors have differential effects on types of rewatching. The
findings offer practical insights for streaming platforms and content creators seeking to improve

viewer engagement and retention.

KEYWORDS: Uses and gratifications Theory, Rewatching Behavior, Social Engagement, Media
Habits, TV Shows
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1. Introduction

New content is everywhere, so why do audiences continue to return to what they already
know? Rewatching, or the repeated consumption of previously viewed media (Bentley & Murray,
2016, p. 1), has become a significant behavioral trend driven by the increasing availability of
content on streaming platforms and the evolving nature of audience engagement. While
rewatching television dates back to the 1950s with scheduled reruns that helped broadcasters
maximize revenue (Bentley & Murray, 2016, p. 1), it has since evolved into a broader cultural
behavior, influencing shared memory, generational identity, and communication across different
age groups (Bentley & Murray, 2016, p. 1). The accessibility of digital content has further simplified
this experience, allowing viewers to rewatch their favorite shows on demand.

Despite its growing prevalence, rewatching as a behavior remains understudied in media
studies. Much of the existing research has focused on first-time viewing, binge-watching, or content
discovery (Siles et al., 2025, p. 2), leaving a critical gap in understanding what motivates audiences
to revisit familiar content and how this behavior is reflected in their everyday life. Yet, rewatching is
a meaningful behavior: viewers often turn to previously seen content not out of lack of options, but
for comfort, routine, nostalgia, and social connection (Arriaga et al., 2020, pp. 8-9; Zhang et al.,
2023, p. 485). Studying rewatching can therefore offer deeper insight into the emotional and
habitual nature of media use, the evolving dynamics of fandom, and the broader role of media in
everyday life.

From a societal perspective, rewatching has significant implications for collective memory,
shared cultural understanding, and social continuity (Weispfenning, 2003, p. 171). Television and
film can function as cultural artifacts, shaping generational identity and fostering collective
nostalgia (Zhang et al., 2023, p. 483). On a personal level, the impact of rewatching also extends to
psychological well-being, as individuals often turn to familiar media for emotional comfort, stress
relief, and mood regulation (Arriaga et al., 2020, p. 8). Furthermore, streaming platforms have
transformed rewatching into a strategic industry tool, leveraging nostalgia and familiarity to retain
subscribers and generate long-term viewer engagement (Bentley & Murray, 2016, p. 2).

Theory

Rewatching challenges traditional perspectives on media consumption, extending beyond
initial viewing experiences. The uses and gratifications theory provides a foundation for
understanding why audiences return to familiar content (Furno-Lamaude & Anderson, 1992, pp.
363-364). Research shows that rewatching serves various psychological, emotional, and social
purposes (Arriaga et al., 2019, pp. 1-2), making it a significant activity for viewers. Studies indicate
that rewatching is often driven by social aspects, whether through shared viewing experiences,

online discussions, or the introduction of media to new audiences (Bentley & Murray, 2016, p. 10).



Discovering content to rewatch is often socially mediated, with recommendations from friends,
algorithmic suggestions, or social media reposts prompting repeated engagement with media
(Bentley & Murray, 2016, p. 10). At the same time, social media platforms have reshaped television
consumption by enabling audiences to comment on, share, and engage with content long after its
original release. Audiences can engage in real-time conversations, participate in fandoms, and co-
create meaning around the media they love to consume. As such, rewatching increasingly intersects
with social engagement, suggesting that the decision to revisit familiar content is not purely an
individually motivated behavior.

Therefore, as streaming platforms reshape television consumption, understanding why
audiences continue to return to familiar content instead of exploring new options and how this
affects viewing behavior benefits both media scholars and industry professionals. This research
offers a comprehensive framework for analyzing rewatching behavior by exploring its connection to
social engagement, moving beyond individual motivations to examine how digital interactions
reinforce repeated viewing behavior. Specifically, this study asks:

To what extent do motivations for rewatching TV shows lead to social engagement, and how
does this influence rewatching behavior?

This thesis is organized into six chapters. Chapter 1 introduces the research topic, outlines the
research gaps, and implications. It also explains the relevance of studying social engagement and
rewatching behavior and presents the central research question. Chapter 2 reviews the existing
literature on rewatching behavior, media engagement, and relevant theoretical frameworks,
including Uses and Gratifications theory and media habit theory, and concludes with the
development of the hypotheses and the conceptual model. Chapter 3 describes the methodological
approach, including the research design, sampling, data collection procedures, operationalization of
the constructs, and data analysis methods. Chapter 4 presents the results of the empirical analysis,
organized according to the hypothesized relationships introduced earlier. Chapter 5 interprets the
findings in light of the theoretical framework and prior research. Finally, Chapter 6 concluded the
thesis by highlighting the theoretical and practical contributions of this research, acknowledging the

study's limitations, and suggesting directions for future research.



2. Theoretical Framework
This research aims to investigate how various motivations for rewatching TV shows impact

social engagement on social media and how this, in turn, influences rewatching behavior. This
chapter introduces the key theoretical frameworks and concepts to understand these relationships.
By examining these interrelated frameworks, the chapter provides the conceptual basis for the
research hypotheses and overall model. It begins by defining rewatching behavior and situating it
within the context of media habit theory. The chapter then explores the social nature of television
viewing and social engagement as a central concept, drawing on established models to explain how
audiences interact with television content through digital platforms. Following this, the chapter
delves into the uses and gratifications perspective to explain five key motivations for rewatching:
nostalgia, recall, quality, parasocial relationships, and familiarity. Finally, the chapter outlines how
social engagement itself may influence rewatching behavior.
2.1. Rewatching Behavior

Rewatching refers to the repeated consumption of the same content (Arriaga et al., 2019,
p. 2). This behavior can be understood through the concept of media habits, as individuals often
engage with familiar content under similar conditions, leading to repeated and routine
consumption (Naab & Schnauber, 2014, p. 127). As such, media habits offer a useful framework for
explaining why rewatching has become a common and persistent behavior. These habits develop
when behaviors become automatic, requiring little conscious effort (Naab & Schnauber, 2014, p.
128; Schnauber-Stockmann & Naab, 2018, p. 717). According to Schnauber-Stockmann and Naab
(2018), habit formation is influenced by repetition, context stability, and perceived rewards, which
are further moderated by individual traits and media-specific characteristics (p. 736) Over time,
repetition strengthens mental associations between the content, its rewards, and the consumption
context, reinforcing the habit (Naab & Schnauber, 2014, p. 128). This view aligns with LaRose’s
(2010) definition of media habits as automatic responses that emerge through repeated behavior in
stable circumstances (pp. 194-195). Once formed, these habits may be triggered by various cues,
including environmental settings, emotional states, or social contexts (LaRose, 2010, p. 198). This
means that rewatching can become a habitual response to both internal and external stimuli.

Repetition plays a crucial role in habit formation, reinforcing the tendency to rewatch
familiar content over time (Naab & Schnauber, 2014, p. 128). However, media selection is not solely
driven by habit. Rewatching can also be influenced by psychological and emotional needs, such as
nostalgia or mood regulation, which can internally trigger the desire to revisit specific content
(Naab & Schnauber, 2014, p. 130). Once the habit is established, it can be activated by
environmental cues, emotional states, or social contexts, leading to repeated engagement with

familiar content (LaRose, 2010, p. 198). Thus, while rewatching may develop as an automatic habit,
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it is also shaped by deliberate choices and emotional motivations. Supporting this, Rubenking and
Bracken (2021) demonstrate the predictive power of habit in serial media consumption (pp. 1-3).
Their findings show that habit strength significantly correlates with the frequency of binge-watching
over time (Rubenking & Bracken, 2021, p. 4), reinforcing the idea that repeated engagement with

content can become a consistent viewing pattern.

2.2.  The Social Nature of Television

Television has long been a social activity (Cesar & Geerts, 2011, p. 348; Kramer et al., 2015,
p. 256), creating connections among viewers through communal viewing, discussions, and fandoms
(Russell et al., 2004, p. 279). From its early days, TV served as a medium that gathered people
around shared cultural experiences, fostering not only interpersonal relationships but also a
broader sense of community and social identity (Cesar & Geerts, 2011, p. 348). Television
engagement can range from casual background viewing to a deep emotional investment, fostering
connections between audiences who share a common interest in particular programs (Russell et al.,
2003, p. 279). This sense of connection extends beyond immediate personal relationships to include
community-building processes, as television programs can lead to word-of-mouth communication
and even contribute to forming subcultures of consumption (Russell et al., 2004, p. 286). Building
on this, Xu and Yan (2011) introduced Feeling Connected via Television Viewing (FCTV), which
highlights three dimensions of connectedness: shared viewing within social circles, a sense of global
community, and communication with distant audiences via online platforms (p. 186). Television can
provide social utility, strengthen interpersonal relationships, and serve as a social connector (p.
189).

While traditional television consumption has always been, to a certain extent, socially
oriented, the rise of digital platforms has further expanded the potential of social connection.
Viewers can now engage in real-time interactions before, during, and after broadcasts, connecting
with both known and unknown audiences through social networking platforms (Krdmer et al., 2015,
p. 255-256; Lin et al., 2016, p. 171).Guo (2018) describes how social television enables real-time
audience interaction through platforms like Twitter and Facebook, transforming television into a
participatory and interactive medium (p. 195). Online discussions, live-tweeting, and fan forums
allow geographically dispersed viewers to form virtual communities (Russell et al., 2004, p. 189). As
Erdal (2023) notes, "social media offers a new approach for viewers to interact both with television
shows and other viewers of those shows" (p. 112). Likes, shares, and comments enable audiences
to exchange opinions and support their favorite content during and after viewing, reinforcing their
investment in television programming (p. 112). Second-screen engagement has become a central

strategy for broadcasters seeking to sustain audience interaction and maintain viewer loyalty (p.



114). Therefore, broadcasters actively develop strategies to sustain audience engagement, as

viewer loyalty is closely tied to social media interaction (Erdal, 2023, p. 114).

2.2.1. Social Engagement

Social engagement, as understood in media and marketing theory, is a multidimensional
concept that captures the different ways individuals interact with content on digital platforms.
Across the literature, this engagement is often categorized into varying levels of intensity or
interactivity. Dolan et al. (2016) distinguish between active engagement, such as co-creation or
content contribution, and passive engagement, which includes behaviors like mere consumption or
dormancy (p. 266). Similarly, Jarman et al. (2021) identify active engagement through metrics such
as intensity and photo-based interaction, contrasting it with inactive engagement, which includes
passive browsing or simply liking content (p. 2282). The COBRA model (Muntinga et al., 2011;
Schivinski et al., 2016) further operationalizes these distinctions in the context of brand-related
online behavior, classifying engagement into consumption (viewing or reading), contribution
(commenting or liking), and creation (posting original content) (p. 66). In a related framework
focused on engagement with YouTube videos, Khan (2017) distinguishes between consumption
behaviors (e.g., watching or reading) and participatory acts, such as commenting, sharing, or
uploading content (p. 238). Guo (2018) offers a definition specific to television content, describing
social engagement as the evolving degree of interaction viewers form with media content through
platforms over time, defining four dimensions: vertical involvement (interacting with content),
diagonal interaction (engaging with characters or celebrities), horizontal intimacy (peer
discussions), and horizontal influence (content advocacy) (pp. 197-204).

Building on these prior frameworks, this study proposes a reinterpretation of social
engagement with television content on social media into three categories: passive, reactive, and
active engagement. Passive engagement refers to low-involvement behaviors, such as reading
posts or following accounts, which aligns with Guo’s concept of vertical involvement and COBRA’s
consumption dimension, where users consume content without interacting (Guo, 2018, p. 204;
Schivinski et al., 2016, p. 66). Reactive engagement involves moderate interaction, including liking,
sharing, or commenting on content. This mirrors COBRA’s contribution level and corresponds to
Guo’s diagonal interaction and horizontal intimacy, reflecting the user’s social responses to media
content without generating original posts. Active engagement, the most involved form, includes
creating original content such as writing reviews or uploading pictures or videos, reflecting COBRA’s
creation dimension and Guo’s notion of horizontal influence, where users actively shape online

discourse around a television program.



Having outlined how television viewing fosters social interaction online, the following
section explores the underlying motivations that drive audiences to rewatch content and how these

may relate to social engagement.

2.3.  Rewatching Motivations

The Uses and Gratifications Theory (U&G) provides a foundational framework for
understanding audience motivations for television consumption, emphasizing the active role of
viewers in selecting media to fulfill specific psychological, emotional, and social needs (Rubin, 1983,
pp. 37-38). Rubin’s (1983) study highlights five primary motivations for television consumption:
passing time or habitual viewing, information-seeking, entertainment, companionship, and
escapism (p. 45). Therefore, television use is not solely driven by content preferences but also by
broader psychological and social needs, offering insight into why audiences turn to television as a
medium for connection, relaxation, and personal fulfillment. While research has traditionally
focused on first-run television, repeat viewing has unique motivations that differentiate it from
general television consumption (Furno-Lamaude & Anderson, 1992, p. 363). Furno-Lamaude and
Anderson (1992) expanded the U&G framework to address this and identified five core motivations

for rerun viewing: nostalgia, recall, quality, parasocial attraction, and familiarity (p. 364).

2.3.1. Nostalgia

Nostalgia, defined as “longing for or recalling the past” (Zhang et al., p. 485), plays a
significant role in media consumption. In the context of TV series, nostalgia emerges when
audiences watch shows they associate with meaningful past experiences, such as childhood,
adolescence, or specific life events (Natterer, 2014, p. 163). Streaming platforms have fueled
nostalgia by making older TV series widely accessible, allowing audiences to revisit past experiences
and media habits (Zhang et al., 2023, p. 485; Shaw, 2021, p. 288). Therefore, nostalgia plays a
central role in the decision to rewatch, as reruns allow viewers to symbolically revisit earlier periods
of their lives, thereby reinforcing past values and emotions (Furno-Lamaude & Anderson, 1992, p.
365). Bentley and Murray (2016) similarly found that participants frequently cited nostalgia for
rewatching videos, with many describing a desire to revisit past experiences through familiar media
(p. 7).

Beyond being a simple emotion, nostalgia affects both psychological well-being and media
habits. One of its primary outcomes is enhanced mood regulation, as individuals often turn to
nostalgic media for comfort and emotional stability (Wildschut et al., 2006, pp. 976-977). Nostalgic
TV series can help viewers cope with stress, anxiety, or life transitions (Bentley & Murray, 2016, p.

12). Beyond individual effects, nostalgia also has social implications, as nostalgic media experiences



are often shared and can create opportunities for interpersonal bonding (Natterer, 2014, p. 163).
Wildschut et al. (2010) established that nostalgia can be a psychological mechanism for
strengthening social connectedness, particularly when individuals experience loneliness (pp. 573-
576). Furthermore, nostalgia enhances perceived social support and fosters engagement with past
and present social relationships (Wildschut et al., 2010, pp. 580-582). These findings suggest that
individuals who use nostalgia to strengthen their social bonds may also seek to engage with
nostalgic content in social settings, such as discussing old TV shows online, engaging in fandom

communities, or participating in shared viewing experiences.

2.3.2. Recall

Recall is another key driver of rewatching behavior, allowing audiences to remember
forgotten details, reinforce understanding, and pick up on elements missed during the initial
viewing (Furno-Lamaude, 1992, p. 366). The increasing complexity of television narratives often
drives rewatching, as audiences return to previously viewed content to catch missed details and
refine their interpretations (Bentley & Murray, 2016, p. 2). This need for remembering fosters
discussion among viewers who may turn to online forums, social media, or conversations to
exchange interpretations, clarify missing elements, or revisit key moments together.

Shestyuk et al. (2019) found that memory-related responses during TV viewing were linked
to higher levels of social engagement, such as live tweeting and overall viewership (p. 13). While
attention and emotional involvement were strong predictors of immediate reactions, recall
contributed to what people remembered and shared afterward (p. 14). In other words, the more
memorable the content, the more likely it was to prompt social interaction. This idea is supported
by Bourdon (2003), who argues that viewers often recall not just the content itself but the
emotional and social context of watching, such as who they were with or how they felt (pp. 21-23).
These memories become part of a shared experience and are often what people talk about later

online.

2.3.3. Quality

The perception of quality also plays an important role in rewatching behavior. While first-
run programs are often judged based on acting quality and script strength, rerun programs are
perceived as valuable due to their quality compared to other available content (Furno-Lamaude,
1992, p. 366).

Perceived quality has become a key concept in understanding audience engagement with
media, particularly for products such as movies and TV shows. Rather than focusing on objective
metrics such as revenue or ratings, recent research highlights how viewers evaluate quality based

on subjective judgments of narrative, performance, and production features (Lee et al., 2016, p.



175; Etayo, Lopes, & Nichols, 2023, p. 3). Lee et al. (2017) distinguish between core attributes, such
as story, acting, and casting, and peripheral attributes, like special effects and music, showing that
these shape emotional and functional value primarily through affective experiences, including
entertainment and escapism (pp. 175-176, 189). Studies also emphasize that emotional storytelling
has a stronger influence on long-term engagement than purely technical elements (Wang & Tang,
2021, pp. 4-5). Similarly, Yang and Zhong (2016) show that narrative appeal and entertainment
value significantly predict viewer satisfaction and rewatch intention (pp. 23—24), while Thakkar et
al. (2024) find that both production quality and the physical viewing environment affect
satisfaction, though intrinsic film quality is more impactful (pp. 704-705). These findings suggest
that perceived quality is multi-dimensional, encompassing both content quality, such as storyline,
dialogue, and character development, and technical quality, including audiovisual execution and
visual effects, each playing distinct roles in shaping viewer motivations for rewatching.

Multiple factors shape audience perceptions of television quality. Still, viewers tend to
associate quality with entertainment value, content variety, and how well programs align with their
personal preferences and values (Bayo-Moriones et al., 2018, pp. 194-196). These qualities not only
influence individual enjoyment but also contribute to broader patterns of social engagement.
According to Guo and Chan-Olmsted (2015), social engagement is influenced by viewers’
perceptions of program quality (p. 251). The authors emphasize that "content is still king" in the
digital age (p. 253), highlighting that even across fragmented platforms, well-crafted content
continues to drive interaction and community-building. Therefore, high-quality programming is
assumed to increase the likelihood of social engagement, as it gives audiences something

meaningful to connect with, react to, and share within their social networks.
2.3.4. Parasocial Relationships

Parasocial relationships (PSRs) are one-sided, emotional connections that audiences form
with media figures such as television characters or other mediated personas (Rubin & McHugh,
1987, p. 280). These relationships are often stronger in rerun viewing than first-run viewing, as
prolonged character exposure fosters deeper connections and perceived companionship (Furno-
Lamaude & Anderson, 1992, p. 366). Particularly in the digital and "post-object" era (Holladay &
Edgar, 2019, pp. 214-215), where media objects remain perpetually accessible through digital
platforms, PSRs have become increasingly integral to audience experiences. Slater, Ewoldsen, and
Woods (2017) argue that traditional measures have failed to distinguish between parasocial
interaction (PSl), which occurs during media exposure, and parasocial relationships, which reflect a
more enduring sense of connection that extends beyond the viewing experience (p. 331). Arriaga et

al. (2020) further emphasize that parasocial interaction with media characters is a key driver of



rewatching, as audiences develop long-term emotional engagement with fictional personas
resembling real social relationships (pp. 2-3).

Social dynamics further reinforce these connections. Individuals with close friendships are
more likely to engage in parasocial and social relationships through various media platforms (Bond,
2021, p. 2310). Russell et al. (2003) highlight how parasocial bonds can influence real-world
interactions (p. 154). These relationships create shared points of reference, allowing viewers to
bond over everyday media experiences (Russell et al., 2003, p. 156). Social media platforms provide
environments where viewers can interact with characters from the program (Guo, 2018, p. 205).
Therefore, it can be assumed that individuals would seek to further their parasocial connections

through online platforms.

2.3.5. Familiarity

Research highlights that familiarity fosters a sense of ease, predictability, and emotional
attachment, making it an important factor in media consumption (Winet & O’Brien, 2024, p. 3).
Television reruns, in particular, can function as a bridge between past and present, allowing viewers
to revisit cherished narratives while maintaining a sense of continuity (Weispfenning, 2003, p. 168).

From a programming perspective, television networks have long recognized the power of
familiarity in audience retention. Litman and Kohl (1992) found that a segment of viewers actively
sought out reruns, motivated by the need for consistency and predictability in their media habits (p.
384). Beyond habitual viewing, familiarity also plays a role in emotional regulation, as audiences
often return to known programs to recapture specific life moments or provide comfort in times of
stress (Litman & Kohl, 1992, p. 385). Furno-Lamaude and Anderson’s (1992) findings support this,
showing that rerun motivations include reliving past emotions, seeking reassurance, and reinforcing
positive experiences (as cited in Weispfenning, 2003, p. 167). Moreover, familiarity provides a sense
of emotional security by reducing uncertainty in media consumption. Unlike new content, which
may elicit unpredictable emotional responses, familiar television offers a stable, expected
experience, making it particularly appealing in times of stress or change (Litman & Kohl, 1992, p.
386).

Familiarity strengthens interpersonal relationships, as repeatedly sharing experiences
fosters social bonds (Winet & O’Brien, 2024, p. 22). Rewatching content with others can introduce
new perspectives, making familiar content feel fresh when seen through another person’s eyes
(Winet & O’Brien, 2024, p. 22). This perspective-taking enhances social connectedness, reinforcing
that rewatching is not only an individual habit but a collective experience. Additionally, shared
rewatching strengthens relationships by creating common reference points, allowing individuals to
relive meaningful moments and maintain social ties (Winet & O’Brien, 2024, p. 22). Therefore, it

can be assumed that familiarity leads to social engagement.



2.4.  The Effect of Social Engagement on Rewatching Behavior

Rewatching, in particular, is often motivated by social interaction (Furno-Lamaude &
Anderson, 1992, p. 362). Rewatching with others can create shared viewing rituals, reinforcing
social bonds through repeated engagement with familiar content (Winet & O’Brien, 2024, p. 14).
Furthermore, watching media repeatedly with family or friends enables perspective-taking, where
individuals experience familiar content anew through another person’s first-time reactions (Winet
& O’Brien, 2024, p. 22). Arriaga et al. (2020) further emphasize the significance of social sharing in
rewatching, noting that watching familiar content can be a bonding experience that reinforces
interpersonal relationships (p. 8). Bentley and Murray (2016) found that seeing someone else’s
reaction to familiar content can enhance the rewatching experience, making it a shared and
participatory act (p. 10).

These findings highlight the broader impact of social engagement on shaping rewatching
behavior. In today’s digital media environment, such engagement increasingly extends to social
media platforms, where users interact with content, creators, and communities through activities
like viewing, liking, commenting, and posting (Guo, 2018, p. 287). From a habitual perspective, this
type of social engagement could therefore function as a contextual cue that automatically triggers
rewatching (LaRose, 2010, p. 198). For instance, encountering posts or videos related to a favorite
show may subconsciously prompt viewers to revisit the series, reinforcing routine media
consumption. These interactions also serve as social rewards, sustaining the habit loop and
deepening viewers' connection to the content (Gelper et al., 2024, p. 65).

From a compulsive perspective, however, social engagement can intensify emotional
dependence on media. Regular participation in fan communities, ongoing exposure to content, or
discourse around plotlines could amplify viewers’ attachment and reduce their ability to disengage.
This is particularly relevant for individuals who turn to rewatching as a means of emotional
regulation, nostalgia, or escapism. As Siles et al. (2025) note, viewers often revisit shows to
experience “ontological comfort”, a sense of stability and emotional safety evoked by familiar
content (p. 89). Social media amplifies this dynamic by enabling fans to share their emotional
experiences, engage in collective memory, and maintain parasocial relationships with characters
(Kim & Sintas, 2021, p. 57). These emotional reinforcements can make it more difficult for viewers
to break from rewatching routines, potentially contributing to compulsive patterns of media use.
Therefore, it is hypothesized that social engagement has a positive influence on both habitual and

compulsive rewatching behavior.
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2.5. Hypotheses

Based on the theoretical framework, the following hypotheses were developed to explore how

individual motivations influence different dimensions of social engagement and how this

engagement, in turn, influences rewatching behavior.

H1: Rewatching motivations positively influence passive engagement.

H1la: Nostalgia positively influences passive engagement.

H1b: Recall positively influences passive engagement.

H1lc: Content Quality positively influences passive engagement.

H1d: Technical Quality positively influences passive engagement.

H1le: PSR positively influences passive engagement.

H1f: Familiarity positively influences passive engagement.

H2: Rewatching motivations positively influence reactive engagement.

H2a: Nostalgia positively influences reactive engagement.

H2b: Recall positively influences reactive engagement.

H2c: Content Quality positively influences reactive engagement.

H2d: Technical Quality positively influences reactive engagement.

H2e: PSR positively influences reactive engagement.

H2f: Familiarity positively influences reactive engagement.

H3: Rewatching motivations positively influence active engagement.

H3a: Nostalgia positively influences active engagement.

H3b: Recall positively influences active engagement.

H3c: Content Quality positively influences active engagement.

H3d: Technical Quality positively influences active engagement.
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H3e: PSR positively influences active engagement.

H3f: Familiarity positively influences active engagement.

H4: Social engagement positively influences habitual rewatching behavior.

H4a: Passive Engagement positively influences habitual rewatching behavior.

H4b: Reactive Engagement positively influences habitual rewatching behavior.

H4c: Active Engagement positively influences habitual rewatching behavior.

H5: Social engagement positively influences compulsive rewatching behavior.

H5a: Passive Engagement positively influences compulsive rewatching behavior.

H5b: Reactive Engagement positively influences compulsive rewatching behavior.

H5c: Active Engagement positively influences compulsive rewatching behavior.

2.6.  Conceptual Model

Rewatching Social
Motivations Engagement
Nostalgia Passive
Engagement
Recall Hla-H1f
Quality H2a-H2f Reactive
(Content, Technical) . Engagement
PSR H3a-H3f
Active
Familiarity Engagement

Hda-Hdc

H5a-H5¢

Rewatching
Behavior

Habitual
Rewatching

Compulsive
Rewatching

12



3. Methodology

This study examines the impact of motivations for rewatching television shows (nostalgia,
recall, content quality, technical quality, parasocial relationships and familiarity) on social
engagement with TV show-related content on social media platforms, and how this engagement
relates to different forms of rewatching behavior. The following sections describe the research

design, sampling, procedure, materials, and analysis used to examine these relationships.

3.1. Research Design

To address the proposed research question, this study employed a quantitative research
design, which is particularly well-suited for examining relationships between variables through the
collection and statistical analysis of numerical data (Creswell, 2009, p. 22). Quantitative research is
characterized by its structured, deductive approach, which includes starting from theory,
formulating hypotheses, and testing them through measurable data (Bowling, 2005, p. 190). This
makes it especially appropriate in contexts where there is pre-existing theoretical knowledge,
allowing the researcher to apply standardized instruments and analyze patterns across large
samples to ensure reliability and generalizability (Bowling, 2005, p. 190). Given that the present
study aims to test theoretically derived hypotheses within an established conceptual framework,
the quantitative approach was deemed appropriate.

Surveys are a standard method for collecting quantitative data in media research, as they
enable the efficient collection of information from a large number of respondents (Beam, 2005, p.
540). Online surveys, in particular, are cost-effective and time-efficient and are especially useful for
understanding attitudes, perceptions, and behaviors (Beam, 2005, pp. 540-542). The questionnaire
developed for this study collected data on rewatching motivations (nostalgia, recall, content
quality, technical quality, parasocial relationships, familiarity), social engagement, rewatching
behavior, and contextual factors. Since this study examined how different motivations influence
online engagement and how this affects rewatching behavior, an online survey provided an

appropriate and reliable method for data collection.

3.2.  Sampling & Data Collection

The unit of analysis for this study was the individual survey respondent. The target
population included individuals who have rewatched a TV show at least once. To reach this specific
group, purposive sampling was employed, a method in which participants are deliberately selected
to fit specific criteria, ensuring the inclusion of individuals relevant to the research while excluding
those who do not meet the criteria (Etikan, 2016, p. 2). The online survey was distributed primarily

through social media and relevant online communities to reach the target population. The survey
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link was shared through Instagram stories and posts, in topic-relevant Facebook groups, and
through WhatsApp survey swap groups, where students and researchers can exchange
participation in online studies. This recruitment method aligns with convenience sampling, as
participants are selected based on their accessibility and willingness to participate (Etikan, 2016, p.
3).

Data collection took place between the 10%* of April and the 1%t of May 2025. As a result, a
total of 190 responses were registered. The dataset was then cleaned in two steps. First,
respondents who indicated they had never rewatched a TV show were excluded (n = 11). Second,
incomplete surveys were removed (n = 21). This resulted in a final sample of 158 valid responses,

which were used for the analysis.

3.3.  Procedure

Data for this study were collected through an online survey targeting individuals who had
previously rewatched a TV show. Before beginning the survey, participants were provided with
information about the study's purpose and assured of the confidentiality and anonymity of their
responses. Informed consent was obtained by asking participants to agree to a consent form
explaining their voluntary participation. The survey took approximately 3-5 minutes to complete,
and only individuals aged 18 or older were eligible to participate.

To ensure the relevance of responses, a control question was included at the start of the
survey: "Have you ever rewatched a TV show?" Participants who selected "No" were automatically
directed to the end of the survey. The survey was structured into four sections. First, participants
were asked to think of their favorite TV show to rewatch and answer questions about this particular
TV show, such as its name and genre. In a next step, they were asked to answer questions related
to their motivations for rewatching this specific TV show. The second section focused on social
engagement, exploring how participants interact with TV show-related content on social media. In
the third section, participants provided information about their rewatching behavior, including
frequency and habits. The final section collected demographic data, including age, gender, and their
highest level of education. An attention-check item (“Please click Rarely”) was included to ensure
data quality. Once submitted, responses were anonymized and securely stored for data analysis.

After the data collection period, the dataset was exported to SPSS for statistical analysis.

3.4. Operationalization
To empirically examine the motivations for rewatching TV shows, social engagement, and
rewatching behavior, several theoretical constructs were measured using validated and adapted

scales. Where necessary, items from existing scales were adapted to the context of rewatching
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television shows. A factor analysis was conducted for each scale. Additionally, the reliability of the

survey was tested using Cronbach’s alpha reliability test for each variable before proceeding to the
statistical tests. The scales used were 5-point Likert scales, where 1 indicated "Strongly Disagree," 2
indicated "Disagree," 3 indicated "Neither agree nor disagree," 4 indicated "Agree," and 5 indicated

"Strongly Agree." The operationalization of each variable is detailed below.

3.2.1. Nostalgia

To examine the impact of nostalgia on TV rewatching behavior, this study measured
personal nostalgia using the Personal Nostalgia (PN) scale, adapted by Natterer (2014) to include
only four of the original items (p. 168). The original six-item scale was developed by Marchegiani
and Phau (2011). The construct captures autobiographical and emotionally significant memories
associated with an individual’s past, including childhood and formative experiences (Marchegiani &
Phau, 2013, p. 25). Respondents were prompted with “I rewatch this TV show because” and rated
their agreement with the following items: “It reminds me of good times from my past,” “It reminds
me of when | was young,” “It serves as a pleasant reminder of my past,” “It brings back memories
of good times from my past.” These items were measured on a 5-point Likert scale (1 = strongly
disagree, 5 = strongly agree), reflecting the extent to which rewatching a TV show evokes nostalgic
emotions and memories.

The four items were subjected to a principal components analysis (PCA) with Direct Oblimin
rotation based on Eigenvalues (> 1.00). The suitability of the data for factor analysis was confirmed
by the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy (KMO =.74) and Bartlett’s test of
sphericity, x?(6) = 346.51, p < .001. Based on the eigenvalue criterion (eigenvalues > 1), one
component was extracted, accounting for 69.53% of the total variance. Factor loadings are shown

in Table 3.1. The scale showed acceptable internal consistency (Cronbach’s a = 84).

Table 3.1: Factor loadings of “Personal Nostalgia” Scale

Item Nostalgia

| rewatch because...

It reminds me of good times from my past .92
It brings back memories of good times from my .88
past

It serves as a pleasant reminder of my past .85
It reminds me of when | was young .66
R2 .70
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Cronbachs a

.84

3.2.2. Recall

Recall as a motivation was measured using the five items employed in the study by Furno-

Lamude and Anderson (1992), which identified recall as a key motivation unique to rerun viewing
(p. 369). This construct captures viewers’ desire to remember, revisit, or pick up on parts of a TV
show they may have forgotten or missed, distinguishing it from more general learning motives
associated with first-run programming (Furno-Lamaude & Anderson, 1992, p. 364). Participants

responded to the prompt: “I rewatch the TV show because”. Adapted items included: “l want to

remember parts | forgot”, “l want learn or understand something new about the program”, “l want

to pick up on some of the lines | missed before”, “l want to be reminded of the ending”, “I look for

different things when | watch it again.”

The five items were entered into a PCA with Direct Oblimin rotation based on Eigenvalues
(> 1.00). KMO = .72, and Bartlett’s test of sphericity was significant, x(10) = 159.88, p < .001. One
factor was extracted, accounting for 47.65% of the total variance. Factor loadings are shown in

Table 3.2. The scale showed acceptable internal consistency (Cronbach’s a = .72).

Table 3.2: Factor loadings of “Recall” Scale

Item Recall
| rewatch because...

| want to pick up on some of the lines | missed .78
before

| want to learn or understand something new .75
about the program

| look for different things when | watch it again .69
| want to remember the parts | forgot .65
| want to be reminded of the ending .57
R2 A8
Cronbachs a 72

3.4.3. Quality

TV show quality as a motivation for rewatching was measured using items based on the
cognitive evaluation of core and peripheral attributes, adapted from Lee et al.’s (2017) movie

experience framework (p. 180). Core attributes included storyline, acting, and casting, while
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peripheral attributes encompassed set design, music, costumes, and special effects (Lee et al.,
2017, pp. 182-183). Items were reworded to reflect subjective enjoyment rather than evaluative
judgment. Sample items included: “I like the storyline”, “I like the casting”, “I like the acting”, “I like
the sets”, “I like the special effects”.

The seven items were subjected to an exploratory factor analysis using principal axis
factoring with Direct Oblimin rotation and two fixed factors. KMO = .76 and Bartlett’s test was
significant, x2(21) = 359.39, p < .001. Two components were extracted, accounting for 64.26% of the
variance. The first factor included four items related to technical quality, explaining 45.38% of the

variance (a =.79). Three items related to content quality loaded onto the second factor, which

explained 18.88% of the variance (a = .74). Factor loadings are presented in Table 3.3.

Table 3.3: Factor loadings of “Quality” Scale

Item Technical Quality Content Quality

| rewatch because...

| like the special effects .80
I like the costumes 74
| like the music 71
| like the sets .39
| like the acting .88
| like the casting 74
| like the storyline .50
R2 A5 .19
Cronbachs a .79 .74

3.4.4. Parasocial Relationships

Parasocial relationships (PSRs) were measured using an adapted version of Slater, Ewoldsen, and
Woods’s (2018) scale, which defines PSRs as retrospective, imagined relationships that persist
beyond the viewing experience (p. 332). Unlike parasocial interactions (PSls), which occur during
viewing, PSRs capture the sustained perception of a character as part of one's social world after the
narrative has ended (Slater et al., 2018, p. 330). The original six items were adapted to refer
specifically to favorite characters from the rewatched TV show. The items include: “I like to imagine

Y i

my favorite TV show characters as people | know personally”, “I often feel like characters from my

nu

favorite TV show are people | know and care about”, “Seeing my favorite characters in the TV show

”n u
,

is like seeing good friends”, “I’'m often fascinated by my favorite TV show characters as people
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like to talk to others about what my favorite TV show characters are like as people”, “I like to talk to
others about what we would have done if we were the character.”

The six items were analyzed using PCA with Direct Oblimin rotation based on Eigenvalues (>
1.00). KMO = .81 and Bartlett’s test was significant, x?(15) = 389.49, p < .001. One factor was
extracted, accounting for 56.65% of the variance. Factor loadings are shown in Table 3.4. The scale

showed strong internal consistency (Cronbach’s a = .85).

Table 3.4: Factor loadings of “Parasocial Relationships” Scale

Item Parasocial Relationships

| often feel like characters from my favorite TV .81
shows are people | know and care about

| like to imagine my favorite TV show .79
characters as people | know personally

| like to talk to others about what my favorite 77
TV show characters are like as people

I like to talk to others about what we would 74
have done if we were the character

Seeing my favorite characters in a TV show is 72
like seeing good friends

I’'m often fascinated by my favorite TV show .68

characters as people

R2 .57
Cronbachs a .85

3.4.5. Familiarity

Familiarity as a motivation was assessed using a three-item sub-scale originally developed
by Wei et al. (2008) and adapted by Chan (2022) to measure brand familiarity (p. 18). In this study,
the items were tailored to assess participants’ subjective knowledge and recognition of the
rewatched TV show. Respondents were asked to complete the prompt, “I rewatch this TV show
because” using items such as: “I have seen it before,” “l am familiar with it,” and “l know a lot about
it.”

The three items underwent PCA with Direct Oblimin rotation based on Eigenvalues (> 1.00).
KMO = .63, and Bartlett’s test of sphericity was significant, x*(3) = 154.63, p < .001. One factor was
extracted, accounting for 70.18% of the variance. Factor loadings are displayed in Table 3.5. The

scale showed good internal consistency (Cronbach’s a = .78).
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Table 3.5: Factor loadings of “Familiarity” Scale

Item Familiarity

| rewatch because...

I am familiar with it 91
| have watched it before .82
| know a lot about it .78
R2 .70
Cronbachs a .78

3.4.6. Social Engagement

Social engagement with the TV show was measured using an adapted version of the
Consumers’ Engagement With Brand-Related Social-Media Content (CEBSC) scale developed by
Schivinski, Christodoulides, and Dabrowski (2016). The original scale distinguishes between three
behavioral dimensions of engagement (consumption, contribution, and creation) based on the
framework of Consumers’ Online Brand-Related Activities (Muntinga et al., 2011, p. 67). For this
study, the 17 items were adapted to assess participants’ engagement with TV show-related content
on social media. Sample items include: “l read posts related to the TV show on social media,” “I like
posts related to the TV show,” “l initiate posts related to the TV show.” Responses were recorded
on a 5-point Likert scale ranging from 1 (never) to 5 (very often).

PCA with Direct Oblimin rotation was conducted based on Eigenvalues (> 1.00). Sampling
adequacy was confirmed (KMO = .89), and Bartlett’s test of sphericity was significant, x3(136) =
2469.14, p < .001. Three components were extracted, explaining 71.47% of the total variance.
While the original theoretical model proposed the dimensions of consumption, contribution, and
creation, the extracted factors showed a slightly different structure based on the empirical data.
Therefore, new labels were assigned to better reflect the content of the item groupings.

The first factor, explaining 51.25% of the variance (a = .95), consisted of nine items
reflecting active engagement, such as posting or commenting on content. The second factor,
accounting for 13.82% of the variance (a = .85), included five items that measured passive
engagement, such as reading posts or following accounts. The third factor captured reactive
engagement, including commenting on others’ content, and included three items, explaining 6.4%
of the variance (a = .84). Factor loadings are presented in Table 3.6. Based on these results, three

new composite variables were created by averaging the items within each factor: Active
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Engagement, Passive Engagement, and Reactive Engagement. These variables were subsequently

used in regression analyses.

Table 3.6: Factor loadings of “CEBSC” Scale

Item Active Passive Reactive
Engagement Engagement  Engagement

| write posts related to the TV shows on 91

forums

| post videos that show the TV show .87

| write reviews related to the TV show .84

| initiate posts related to the TV show on .82

social network sites

| comment on posts related to the TV show .82

| initiate posts related to the TV show .81

| post pictures/graphics related to the TV .81

show

| comment on videos related to the TV show .79

| comment on pictures/graphics related to .76

the TV show

| read fanpage(s) related to the TV show on .84

social network sites

| read posts related to the TV show on social .80

media

| follow the TV show on social network sites 71

| follow blogs related to the TV show .66

| watch pictures/graphics related to the TV .61

show

| "like" posts related to the TV show 91

| "like" pictures/graphics related to the TV .88

show

| share posts related to the TV show .50

R2 51 .14 .06

Cronbachs a .95 .85 .84
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3.4.7. Rewatching Behavior

Rewatching behavior was conceptualized as a habitual activity and measured using the Self-
Report Habit Index (SRHI) by Verplanken and Orbell (2003). This 12-item scale captures behavioral
repetition, automaticity, efficiency, and identity expression (Verplanken & Orbell, 2003, p. 1317).
Participants were asked to reflect on the TV show they rewatch most often and respond to items
such as: “Rewatching is something | do automatically,” “Rewatching this TV show is something | do
without thinking”, “Rewatching this is something that’s typically ‘me,”, “Rewatching is something |
have been doing for a long time”, “Rewatching is something that belongs to my (daily, weekly,
monthly) routine.”

The 12 items were analyzed using PCA with Direct Oblimin rotation based on Eigenvalues (>
1.00). KMO = .92 and Bartlett’s test was significant, x?(66) = 1262.14, p < .001. Two factors were
extracted, accounting for 67.42% of the variance. Eight items related to habitual rewatching
behavior loaded onto the first factor, explaining 57.37% of the variance (a = .93). Four factors

related to compulsive rewatching behavior loaded onto the second factor, explaining 10.06% of the

variance (a = .84). Factor loadings are shown in Table 3.7.

Table 3.7: Factor loadings of “SRHI”Scale

Item Habitual Rewatching Compulsive Rewatching

Rewatching is something...

| do frequently .94
| have been doing for a long .87
time

| do automatically .82
That's typically “me” .79
That belongs to my (daily, 72

weekly, monthly) routine
| do without having to .62

consciously remember

| have no need to think about .49

doing

| do without thinking .45

That would require effort not to .92
do
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| start doing before | realize I'm .78

doing it

That makes me feel weird if | do 77
not do it

| would find hard not to do .64
R2 .57 .10
Cronbachs a .93 .84

3.5. Reliability & Validity

Several methodological steps were implemented to ensure the validity and reliability of the
survey. Validity refers to the extent to which a survey measures what it intends to measure
(Taherdoost, 2016, p. 30). Since this research used established, pre-existing scales, it benefits from
previously established content and construct validity, ensuring that the survey items accurately
measure the intended constructs. A pre-test assessed the questionnaire’s clarity, consistency, and
potential biases, allowing for necessary adjustments and changes before the official data collection
(Mellinger & Hanson, 2021, p. 176). Additionally, factor analyses were performed to confirm the
underlying structure of the survey and assess construct validity (Taherdoost, 2016, p. 32). Reliability
was ensured through internal consistency measures, such as Cronbach’s alpha, to verify that the
survey items cohesively measure the same constructs (Mellinger & Hanson, 2021, p. 179). These
steps ensured that the method used provided accurate and consistent data for the research.

Ethical standards were upheld throughout the research process. Participants remained
anonymous as no identifying information was collected. The purpose of the study was clearly
explained at the beginning of the survey, and participants were given the option to provide
informed consent before proceeding. Participation was entirely voluntary, and respondents could
withdraw at any time. The study involved minimal risk, and no participants were exposed to any

kind of harm.

3.6. Data Analysis
Following data cleaning and preparation, composite scores were computed for each
construct by averaging the items associated with that variable. This approach was applied to all
multi-item scales, including recall, nostalgia, parasocial relationships, familiarity, quality, social
engagement, and rewatching behavior. Before conducting further analyses, internal consistency
was assessed using Cronbach’s alpha to ensure reliability of the composite measures.
Regression analysis is a statistical tool used to determine the effect of independent

variables on a dependent variable (Sykes, 2005, p. 2). To test the hypothesized relationships
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between constructs, separate regression analyses were conducted. In a first step, to test Hla-H3e,
the motivational variables (nostalgia, recall, content quality, technical quality, parasocial
relationships, and familiarity) were all entered into the regression model as independent variables
(IVs), and the social engagement dimensions (passive engagement, reactive engagement, and active
engagement) served as the dependent variables (DVs). In a second step, to test H4a-H5c, the social
engagement dimensions were entered separately as independent variables to predict the
rewatching behavior dimensions (DVs). This two-step regression approach reflects the sequential
logic of the research question, first assessing the influence of rewatching motivations on social
engagement, and then evaluating how social engagement predicts rewatching behavior. All

analyses were conducted in SPSS.
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4. Results

4.1.  Descriptive Statistics

Of the 158 participants who completed the survey, 25 (15.8%) identified as male, 130
(82.3%) identified as female, 1 (0.6%) identified as non-binary, and 2 (1.3%) preferred not to
disclose their gender. The respondents’ age ranged from 19 to 47 years (M = 25.03, SD = 4.63). The
participants were asked to indicate their highest completed level of education: 13.3% were
secondary school graduates, 1.9% had completed vocational training, 50.6% held a Bachelor’s
degree, 27.2% had a Master’s degree, 1.9% had a Doctoral degree, and 5.1% preferred not to
specify their education level. The sample was internationally diverse, representing 40 nationalities.

The most common nationalities were German (14.6%), Swiss (11.4%), and Dutch (8.9%).
4.2. Hypotheses Testing

4.2.1. Effects of Rewatching Motivations on Social Engagement (H1a-H3f)

To examine the effects of rewatching motivations on different types of social engagement,
three multiple linear regression analyses were conducted with all six motivations entered as
independent variables. The dependent variables were passive, reactive, and active engagement,
respectively.

A first multiple linear regression was conducted with Passive_Engagement as
The dependent variable (See Table 4.1). Predictors were the rewatching motivations (Nostalgia,
Recall, Content_Quality, Technical_Quality, PSR, Familiarity). The model was found to be significant,
F(6, 151) = 7.41, p < .001, R? =.23. The effect of nostalgia on passive engagement was not
significant (B = .10, p = .186), rejecting Hypothesis 1a. Recall, however, was a significant positive
predictor of passive engagement (B = .23, p =.003), supporting Hypothesis 1b. Content Quality (B =
.05, p =.559) and Technical Quality (B = .04, p = .623) were not found to significantly predict passive
engagement, thereby rejecting Hypotheses 1c and 1d. Parasocial relationships, on the other hand,
significantly predicted passive engagement (B = .31, p <.001), supporting Hypothesis 1e. No
significant relationship was found between familiarity and passive engagement (B = -.04, p = .576),

leading to the rejection of Hypothesis 1f.

Table 4.1: Regression model for predicting passive engagement

Passive Engagement

Predictor b*
Nostalgia .10
Recall 23
Content Quality .05
Technical Quality .04
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PSR T Aokt
Familiarity -.04
R? .23

F 7.41
AR? .23
AF 7.41
p <.001

Note. Significance levels: *p < .05, **p < .01, ***p < .001

A multiple linear regression was conducted with Reactive_Engagement as
The dependent variable (see Table 4.2). Predictors were rewatching motivations. The model was
found to be significant, F(6, 151) = 3.51, p =.003, R? =.12. Nostalgia was not found to be a
significant predictor (B = .11, p = .154), and therefore, Hypothesis 2a was rejected. Recall
significantly predicted reactive engagement (B = .17, p = .043), supporting Hypothesis 2b. Content
Quality (B =-.08, p = .401) and Technical Quality (B = .06, p = .477) did not significantly predict

reactive engagement, resulting in the rejection of Hypotheses 2c and 2d. PSR (B = .15, p = .064) and

familiarity (B = .14, p = .087) also had no significant effect on reactive engagement, rejecting

Hypotheses 2e and 2f.

Table 4.2: Regression model for predicting reactive engagement

Reactive Engagement

Predictor b*
Nostalgia 11
Recall A7*
Content Quality -.08
Technical Quality .06
PSR .15
Familiarity .14
R? 12
F 3.51
AR? 12
AF 3.51
p .003

Note. Significance levels: *p < .05, **p < .01, ***p < .001
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A multiple linear regression was conducted with active engagement as the dependent
variable with rewatching motivations as the predictors (see Table 4.3). The model was found to be
significant, F(6, 151) = 4.60, p < .001, R? =.15. Nostalgia was not found to be a significant predictor
(B =.04, p =.597), thus, Hypothesis 3a was rejected. Recall, however, significantly predicted active
engagement (B =.22, p =.006), supporting Hypothesis 3b. Content Quality (B = -.08, p =.357) and
Technical Quality (B = .06, p = .483) both did not significantly predict active engagement, resulting
in the rejection of Hypotheses 3¢ and 3d. PSR showed a significant positive effect (B = .26, p =.002),
supporting Hypothesis 3e. Lastly, familiarity was not a significant predictor of active engagement (8

=-.12, p = .147), leading to the rejection of Hypothesis 3f.

Table 4.3: Regression model for predicting active engagement

Active Engagement

Predictor b*
Nostalgia .04
Recall 22
Content Quality -.08
Technical Quality .06
PSR .26**
Familiarity -.12
R? .15

F 4.60
AR? .15
AF 4.60
p <.001

Note. Significance levels: *p < .05, **p < .01, ***p < .001

4.2.2. Effects of Social Engagement on Rewatching Behavior (H4a-H5c)

Separate linear regression analyses were conducted for each engagement type as a
predictor of habitual and compulsive rewatching behavior.

Passive engagement significantly predicted habitual rewatching behavior, F(1, 156) =4.37, p
=.038, R2=.03, B = .17, thus supporting Hypothesis 4a. Reactive engagement was also a significant
positive predictor for habitual rewatching, F(1, 156) = 12.12, p <.001, R?= .07, B = .27, supporting
Hypothesis 4b. Similarly, active engagement significantly predicted habitual rewatching behavior,
F(1, 156) = 4.13, p = .044, R? = .03, B = .16, supporting Hypothesis 4c.

However, passive engagement did not significantly predict compulsive rewatching
behavior, F(1, 156) = 2.89, p = .091, R?= .02, B = .14, thus rejecting Hypothesis 5a. Reactive

engagement was also not a significant positive predictor, F(1, 156) = 3.54, p = .062, R?=.02, B = .15,
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rejecting Hypothesis 5b. On the other hand, active engagement significantly predicted compulsive

rewatching behavior, F(1, 156) = 12.47, p < .001 R?= .07, B = .27, supporting Hypothesis 5c.

4.3.  Summary of Results

H1 Rewatching Motivations positively influence passive

engagement
Hla Nostalgia positively influences passive engagement Rejected
H1lb Recall positively influences passive engagement Accepted
Hlc Content Quality positively influences passive engagement Rejected
Hld Technical Quality positively influences passive engagement Rejected
Hle PSR positively influences passive engagement Accepted
H1f Familiarity positively influences passive engagement Rejected
H2 Rewatching Motivations positively influence reactive

engagement
H2a Nostalgia positively influences reactive engagement Rejected
H2b Recall Quality positively influences reactive engagement Accepted
H2c Content Quality positively influences reactive engagement Rejected
H2d Technical Quality positively influences reactive engagement Rejected
H2e PSR positively influences reactive engagement Rejected
H2f Familiarity positively influences reactive engagement Rejected
H3 Rewatching Motivations positively influence active

engagement
H3a Nostalgia positively influences active engagement Rejected
H3b Recall positively influences active engagement Accepted
H3c Content Quality positively influences active engagement Rejected
H3d Technical Quality positively influences active engagement Rejected
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H3e PSR positively influences active engagement Accepted

H3f Familiarity positively influences active engagement Rejected

H4 Social Engagement positively influences habitual rewatching
behavior

H4a Passive Engagement positively influences habitual rewatching Accepted
behavior

Hab Reactive Engagement positively influences habitual rewatching Accepted
behavior

H4c Active Engagement positively influences habitual rewatching Accepted
behavior

H5 Social Engagement positively influences compulsive
rewatching behavior

H5a Passive Engagement positively influences compulsive Rejected
rewatching behavior

H5b Reactive Engagement positively influences compulsive Rejected
rewatching behavior

H5c Active Engagement positively influences compulsive Accepted

rewatching behavior
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5. Discussion

This study aimed to investigate the relationship between motivations for rewatching television
shows and social media engagement, as well as how these types of engagement influence
rewatching behavior. This chapter interprets and contextualizes the study’s key findings in relation

to the theoretical framework and prior research.
5.1.  The Influence of Rewatching Motivations on Social Engagement

All three regression models were significant, but only certain motivations were consistent
predictors, suggesting that not all rewatching motivations translate equally into different levels of
social engagement online. The following sections offer reflect on this and offer potential

explanations.

5.1.1. Nostalgia

Contrary to theoretical expectations, nostalgia, often considered a socially connective emotion
(Wildschut et al., 2010, pp. 573-576), did not significantly predict any form of social engagement,
leading to the rejection of Hypotheses 1a, 2a, and 3a. This suggests that nostalgia alone may not be
a sufficient motivator for viewers to consume, react to, or create content related to rewatched
television shows on social media platforms. While nostalgia may play a key role in prompting
personal rewatching behavior, the findings indicate that it does not necessarily extend into socially
observable actions online. Although prior literature has emphasized the social qualities of nostalgia
(Sedikides & Wildschut, 2019, pp. 148-149; Wildschut et al., 2010, p. 573), much of this research
has focused on its role in relation to interpersonal connection in offline contexts. In contrast, the
present findings support the idea that nostalgic media consumption may be more introspective and
emotionally private. As previous studies have noted, nostalgia is closely linked to autobiographical
memory, mood regulation, and a return to formative life periods (Zhang et al., 2023, p. 485;
Wildschut et al., 2006, p. 976; Furno-Lamaude & Anderson, 1992, p. 365). These functions may
prompt individuals to rewatch familiar content as a form of emotional comfort or self-reflection.
Therefore, rather than expressing rewatching-related nostalgia outwardly via social media, viewers
may instead consume nostalgic content in private for emotional comfort, consistent with more

personal coping mechanisms (Zhang et al., 2023, p. 485; Bentley & Murray, 2016, p. 12)
5.1.2. Recall

As hypothesized, recall was a consistent and significant predictor across all three types of
engagement, offering support for Hypotheses 1b, 2b, and 3b. This suggests that cognitive
investment, such as the desire to remember details or learn something new, is a strong motivator

for not only returning to familiar shows but also engaging socially with related content online. The
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results align with those of Shestyuk et al. (2019), who demonstrated that memory-related
processing during TV viewing predicts post-viewing engagement, such as live tweeting and content
sharing (p. 13). While attention and emotion may lead to immediate reactions, recall contributes to
what is remembered and subsequently discussed. As Furno-Lamaude and Anderson (1992, p. 366)
and Bentley and Murray (2016, p. 2) highlight, audiences frequently revisit previously watched
content to reinforce their understanding and refine their interpretations, especially in complex
media environments. This process extends into social spaces, as viewers turn to online forums and
social media to exchange interpretations, clarify scenes, or collectively revisit key moments. These
shared acts of meaning-making reflect how memorable content fosters ongoing conversation, a
process Bourdon (2003, pp. 21-23) associates with the recall of both narrative and emotional
context. Therefore, it can be said that recall, as a motivation to rewatch, does not just trigger

personal reflection but also gives viewers something to revisit and discuss with one another.
5.1.3. Quality

Contrary to expectations, neither content nor technical quality significantly predicted any form
of social engagement, rejecting Hypotheses 1c, 1d, 2c, 2d, 3c, 3d. These findings diverge from the
assumption that high-quality programming enhances social interaction by providing meaningful or
aesthetically superior content for audiences to connect with (Guo & Chan-Olmsted, 2015, pp. 251-
253). While content quality, including elements such as storyline, dialogue, and character
development, has been associated with viewer satisfaction and rewatch intention (Yang & Zhong,
2016, pp. 23-24), the findings suggest that it may not necessarily lead to social engagement
behaviors. One possible explanation is that emotional storytelling and narrative depth, although
important for rewatch motivation (Lee et al., 2017, pp. 175-176; Wang & Tang, 2021, pp. 4-5), tend
to evoke private feelings rather than public interaction, especially when viewers consume content
alone or without a socially embedded context. Moreover, the results for content quality may reflect
the saturation of well-crafted content in the current media environment. As Bayo-Moriones et al.
(2018) suggest, perceived quality is often filtered through personal preference, entertainment
value, and alignment with individual values (pp. 194-196). This means that content deemed high-
quality by production standards may not resonate with audiences at a social level. Thus, the current
results complicate the assumption that “content is king” in driving social media interaction (Guo &
Chan-Olmsted, 2015, p. 253) and suggest that high-quality content has a limited impact on shaping

how viewers engage socially with media content.
5.1.4. Parasocial Relationships

The positive influence of parasocial relationships on both passive and active engagement

affirms their central role in influencing online engagement with TV-related content. As defined by
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Rubin and McHugh (1987), PSRs are enduring, one-sided emotional bonds between viewers and
media personas (p. 280). This emotional connection, as Slater, Ewoldsen, and Woods (2018) argue,
is distinct from parasocial interaction, which occurs only during media exposure (p. 331). The
current findings support this distinction, showing that PSRs are sustained beyond the moment of
viewing and manifest in passive behaviors (e.g., liking) and active behaviors (e.g., content creation)
online.

This persistence is particularly evident in what Holladay and Edgar (2020, pp. 214-215) refer to
as the "post-object"” era, where media objects remain perpetually accessible through streaming and
digital platforms. Viewers now have endless opportunities to reengage with characters and
narratives, deepening their emotional attachments with each rewatch. As Furno-Lamaude and
Anderson (1992, p. 366) suggest, repeated exposure through reruns intensifies these perceived
social bonds, making rewatching a means of emotional maintenance and companionship. Social
media platforms further facilitate this continuity. As Guo (2018, p. 205) notes, digital environments
allow viewers to interact with characters and fellow fans, strengthening these parasocial ties. These
platforms may enable viewers to find community in shared attachment to the same characters.

This helps explain why PSRs in this study predicted passive and active engagement, as viewers
seek to sustain and publicly express their emotional investments. Therefore, viewers motivated by
strong emotional bonds with characters are not only drawn back to the content itself but are also

inclined to share and sustain these attachments publicly.
5.1.5. Familiarity

In contrast to the expectations, the current study did not find a significant relationship between
familiarity and any form of social engagement, leading to the rejection of Hypotheses 1f, 2f, and 3f.
This contrasts with previous literature suggesting that familiarity fosters emotional security,
predictability, and social bonding through shared rewatching experiences (Winet & O’Brien, 2024,
p. 3; Litman & Kohl, 1992, pp. 384-386). One possible explanation for this divergence is that while
familiarity may influence the decision to rewatch, it does not necessarily translate into social
behaviors on digital platforms. The theoretical link between familiarity and social connectedness
may manifest more strongly in offline contexts, such as co-viewing with friends or family, than in
online engagement behaviors like liking, commenting, or posting. Additionally, the emotional
comfort and predictability associated with familiar content may encourage private viewing, rather

than outward social participation.

5.2.  The Influence of Social Engagement on Rewatching Behavior
The final set of analyses confirmed the theorized relationship between social engagement and
rewatching behavior, though with notable distinctions between habitual and compulsive patterns.
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These results reinforce the idea that social interaction online plays a key role in shaping how
rewatching behavior manifests over time. As hypothesized, all types of engagement significantly
predicted habitual rewatching (supporting H4a-H4c), while compulsive rewatching was only
predicted by active engagement (supporting H5c). These findings align with previous research
empbhasizing the social dimension of rewatching. As Furno-Lamaude & Anderson (1992, p. 362) and
Winet & O’Brien (2024, pp. 14, 22) argue, rewatching is often socially motivated, functioning as a
bonding activity that reinforces interpersonal relationships and shared rituals. The fact that all
forms of engagement, such as liking, commenting, or even posting, were linked to habitual
rewatching suggests that any level of online social interactions related to a TV show can serve as
cues that trigger repeated consumption. In line with Gelper et al. (2024, p. 65) and LaRose (2010,
pp. 196-199), such behaviors may act as contextual triggers in a habit loop, where encountering
media-related posts online prompts viewers to rewatch content automatically. Therefore, these
results support media habit theory, which suggests that social media engagement as a contextual
cue can influence automatic media habits (LaRose, 2010, p. 198).

However, the selective effect of active engagement on compulsive rewatching (H6f) reveals a
more complex dynamic. Unlike passive or reactive behaviors, active engagement, such as
commenting, posting, or initiating discussions, requires greater cognitive and emotional
involvement. Therefore, those who invest a high amount of effort into media engagement may
experience a stronger emotional and psychological dependence on the media object. As Siles et al.
(2025) argue, active involvement in online fan cultures can foster a sense of ontological comfort, a
psychological state of stability and emotional security derived from familiar media (p. 89). In this
sense, compulsive rewatching may reflect a coping mechanism, where deeply invested viewers
repeatedly return to familiar content to manage uncertainty, stress, or emotional distress.

These findings suggest that while habitual rewatching can be driven by any level of social
engagement, compulsive rewatching is more likely to emerge from active, participatory
engagement that may blur the boundary between media consumption and emotional reliance. This
distinction is not only important for theoretical clarity but also for understanding how digital

platforms can shape viewer relationships with content in different ways.
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6. Conclusion

This study set out to examine how motivations for rewatching television shows influence
different forms of social media engagement and how these engagement types, in turn, predict
rewatching behavior. Drawing on the Uses and Gratifications framework and media habit theory,
the study aimed to bridge the gap between individual motivations, online participation, and repeat
viewing behaviors, providing a possible explanation for why audiences return to familiar content.

The study employed a quantitative design, using an online survey completed by 158
participants who had previously rewatched a television show. Drawing on validated scales adapted
to the rewatching context, the analysis focused on five core motivations (nostalgia, recall, perceived
content and technical quality, parasocial relationships, and familiarity) and their influence on three
distinct forms of social engagement: passive, reactive, and active. A two-step regression approach
was employed to examine how these motivations predicted different types of engagement and
how each engagement type subsequently influenced rewatching behavior.

The findings offer partial support for the conceptual model. In the first stage of analysis, distinct
motivations were identified that predict different types of social engagement. Recall and parasocial
relationships emerged as the most consistent predictors across all engagement types, underscoring
the role of cognitive involvement and emotional attachment with characters in driving social media
interaction. In contrast, nostalgia, quality, and familiarity did not have a significant effect on social
engagement, challenging existing assumptions that emotionally comforting or aesthetically pleasing
content necessarily prompts social interaction online. These results contribute to a more
differentiated understanding of how specific motivational dimensions correspond with different
levels of online interaction. In the second stage of analysis, all three engagement types significantly
predicted habitual rewatching behavior, highlighting the reinforcing loop between social
participation and media use habits. Notably, only active engagement was found to predict
compulsive rewatching behavior. This suggests that more involved and expressive forms of social
media use may be associated with a deeper emotional investment or even a dependence on
familiar content.

6.1. Theoretical and Managerial Contributions

The findings contribute to the literature in several ways. Theoretically, the study extends the
U&G framework by linking specific rewatching motivations to different forms of social engagement,
rather than treating engagement as a singular outcome. This highlights the need to categorize
viewer behaviors according to the specific gratifications they provide. For examplele, recall, unlike
nostalgia or familiarity, emerged as a consistent predictor across engagement types, suggesting

that cognitively engaging motivations are more likely to translate into social participation.
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The results also reinforce and advance media habit theory by demonstrating that social media
engagement can act as a contextual cue that triggers habitual rewatching. All forms of social
engagement online can function as stimuli that support automatic media routines, consistent with
LaRose’s (2010) conceptualization of habitual media use (pp. 196-199). Importantly, the study
reveals that different types of engagement predict distinct patterns of rewatching, highlighting that
repeated media use is not uniform but rather shaped by varying degrees of intentionality and
emotional involvement.

Conceptually, the study also strengthens the distinction between habitual and compulsive
rewatching, an area that has been underexplored in prior research. By identifying that only active
engagement predicts compulsive behavior, this study moves beyond simplistic frequency-based
models. It adds important aspects to the understanding of repeated media use as either routine or
emotionally driven. At the same time, the exclusive link between active engagement and
compulsive rewatching reveals a possible deeper mechanism: intense social participation may
strengthen emotional dependency and blur the line between habitual behavior and psychological
reliance. This supports theories of ontological comfort (Siles et al., 2025, p. 89), where viewers seek
emotional stability through familiar content amplified by participatory media environments.

Methodologically, the research highlights the value of applying consumer engagement models
to entertainment contexts, where engagement encompasses not only brand or product interaction
but also fan-driven participation. It also further emphasizes the importance of treating social
engagement as a multidimensional construct, with passive, reactive, and active behaviors each
providing unique insights into the emotional and social processes underlying rewatching behavior.
This multidimensional approach enables a more in-depth understanding of how and why audiences
engage with familiar content online.

Practically, these results have relevance for content creators, streaming platforms, and
media marketers. For streaming services aiming to foster long-term viewer retention, content that
encourages recall (e.g., complex narratives, hidden details) or fosters parasocial relationships (e.g.,
relatable characters, strong character development) may increase both social engagement and
repeat viewing. Providing tools to support or prompt online participation related to the content

may encourage users to rewatch content more often and in habitual or compulsive ways.

6.2.  Limitations

Despite its contributions, this study is subject to several limitations that should be
acknowledged and considered. First, the reliance on self-reported data introduces the potential for
several biases. Participants may have been influenced by social desirability, leading them to provide

responses they perceived as more socially acceptable rather than entirely accurate (Nederhof,
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1985, p. 264). Memory bias may also have affected the accuracy of participants’ recall of their
rewatching habits and engagement behavior. Additionally, the length of the questionnaire, which
covered multiple constructs across motivations, engagement types, and rewatching behaviors, may
have resulted in response fatigue. This could have impacted participant attentiveness and,
therefore, the reliability of later responses, particularly toward the end of the survey.

The sampling strategy employed a combination of purposive and convenience sampling,
targeting individuals who had rewatched a TV show and were accessible through online platforms.
While this is effective in reaching the target audience, the sample may not be fully representative of
the broader population. Additionally, the sample was predominantly composed of young female
participants, with most participants coming from Germany, Switzerland, and the Netherlands. This
limits the generalizability of the findings to broader or more diverse populations.

Measuring rewatching behavior presents inherent challenges. This study utilized the Self-Report
Habit Index (SRHI) to evaluate habitual and compulsive rewatching tendencies. Although the SRHI is
a widely accepted and validated measure for habitual behaviors (Naab & Schnauber, 2014, p. 132),
it may not fully capture the complexity of rewatching practices, particularly in the context of digital
media consumption. A more personal or in-depth analysis, potentially incorporating behavioral data
such as viewing logs or diary studies, could deliver more insights into the frequency, context, and
motivations behind repeated viewing behavior.

6.3. Recommendations for future research

Building on the limitations discussed above, future research could explore several options to
deepen the understanding of rewatching behavior and social engagement in digital media contexts.

Firstly, incorporating qualitative methods such as in-depth interviews or diary studies would
provide a more in-depth understanding of individual motivations for rewatching. While this study
identified key motivations using existing literature and standardized scales, qualitative approaches
could uncover more specific drivers, which are often difficult to capture through surveys alone.
Moreover, qualitative data could help differentiate more clearly between habitual and compulsive
rewatching, which warrants further exploration in terms of its psychological and behavioral
implications.

Secondly, future studies should consider platform-specific and content-specific analyses.
Different streaming platforms (e.g., Netflix, Disney+, YouTube) offer varying affordances that may
shape both rewatching behavior and social engagement in distinct ways. Likewise, certain genres or
formats, such as sitcoms, dramas, or reality TV, may elicit different types of rewatching motivations
and engagement patterns.

Thirdly, longitudinal research designs would allow scholars to track how motivations for

rewatching and modes of engagement evolve over time. For instance, do users initially rewatch for
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comfort or nostalgia, but gradually develop deeper parasocial bonds or more habitual viewing
patterns? Can social engagement, particularly active forms such as content creation or fandom
participation, sustain or even intensify rewatching behavior over the course of months or years?

Given that recall and parasocial relationships were the only significant predictors of social
engagement, future research would benefit from a closer examination of these two motivations.
Their recurring influence suggests that not all rewatching is driven by nostalgia or comfort alone,
but rather by cognitive and emotional processes that actively connect viewers to content and
characters over time. Further studies could explore how recall-related engagement varies across
genres or viewer demographics, and whether deeper cognitive involvement leads to more
sustained engagement. Additionally, future research might investigate how PSRs develop across
multiple rewatches and how they are sustained in digital spaces.

Finally, future research could benefit from comparing online and offline forms of social
engagement. While this study focused on social engagement on social media, many rewatching
experiences happen in offline contexts, such as co-viewing with friends or family. Examining how
these distinct modes of engagement differ in their relationship to rewatching behavior could offer a

new understanding of the social dimensions of repeated media consumption.

36



3. References

Arriaga, P., Alexandre, J., Postolache, O., Fonseca, M. J., Langlois, T., & Chambel, T. (2019). Why do
we watch? The role of emotion gratifications and individual differences in predicting
rewatchability and movie recommendation. Behavioral Sciences, 10(1), 8.
https://doi.org/10.3390/bs10010008

Bayo-Moriones, A., Etayo, C., & Sanchez-Tabernero, A. (2018). Revisiting Quality Television:
Audience perceptions. The International Journal on Media Management, 20(3), 193-215.
https://doi.org/10.1080/14241277.2018.1538146

Beam, R. A. (2005). Quantitative Methods in Media Management and Economics. Handbook of
Media Management and Economics (pp. 523-550).
https://doi.org/10.4324/9781410615589.ch23

Bentley, F., & Murray, J. (2016, June). Understanding video rewatching experiences. In
Proceedings of the ACM international conference on interactive experiences for TV and

online video (pp. 69-75). https://doi.org/10.1145/2932206.2932213

Bond, B. J. (2021). Social and parasocial relationships during COVID-19 social distancing. Journal of
Social and Personal Relationships, 38(8), 2308—-2329.
https://doi.org/10.1177/02654075211019129

Bourdon, J. (2003). Some sense of time: remembering television. History and Memory, 15(2), 5-35.
https://doi.org/10.1353/ham.2003.0008

Bowling, A. (2005). Quantitative social science: the survey. In Open University Press eBooks.
https://eprints.kingston.ac.uk/17783/

Cesar, P., & Geerts, D. (2011). Past, Present, and Future of Social TV: A Categorization (pp. 347—
351). https://doi.org/10.1109/ccnc.2011.5766487

Chan, F. F. Y. (2022). Consumer recall and recognition of Co-Appearing brands in TV media. Journal

of Advertising Research, 62(1), 18—34. https://doi.org/10.2501/jar-2022-003

37


https://doi.org/10.1145/2932206.2932213
https://eprints.kingston.ac.uk/17783/
https://doi.org/10.1109/ccnc.2011.5766487
https://doi.org/10.2501/jar-2022-003

Creswell, J. W. (2009). Research design: Qualitative, quantitative, and mixed methods approaches,
3rd ed. Third edition. Los Angeles/London: Sage.

Erdal, C. (2023). ANALYSIS OF SOCIAL MEDIA ENGAGEMENT FROM THE PERSPECTIVE OF
BROADCASTERS’SOCIAL MEDIA STRATEGIES. inénii Universitesi iletisim Fakiiltesi Elektronik
Dergisi (INIF E-Dergi), 8(2), 111-133. https://doi.org/10.47107/inifedergi.1331560

Etayo, C., Lopes, N. J., & Nichols, E. E. (2023). What affects perceived quality? An examination of
television fiction series. El Profesional De La Informacion.
https://doi.org/10.3145/epi.2023.nov.15

Etikan, I. (2016b). Comparison of convenience sampling and purposive sampling. American Journal

of Theoretical and Applied Statistics, 5(1), 1. https://doi.org/10.11648/].ajtas.20160501.11

Furno-Lamude, D., & Anderson, J. (1992). The uses and gratifications of rerun viewing. Deleted
Journal, 69(2), 362—-372. https://doi.org/10.1177/107769909206900210

Gelper, S., Lovett, M. J., & Peres, R. (2024). The effect of second screening on repeat viewing:
Insights from large-scale mobile diary data. Journal of the Academy of Marketing Science.
https://doi.org/10.1007/s11747-024-01048-3

Guo, M., & Chan-Olmsted, S. M. (2015c). Predictors of Social Television viewing: How perceived
program, media, and audience characteristics affect social engagement with television
programming. Journal of Broadcasting & Electronic Media, 59(2), 240-258.
https://doi.org/10.1080/08838151.2015.1029122

Guo, M. (2018b). How Television Viewers Use Social Media to Engage with Programming: The Social
Engagement Scale Development and Validation. Journal of Broadcasting & Electronic
Media, 62(2), 195-214. https://doi.org/10.1080/08838151.2018.1451856

Holladay, H. W., & Edgar, A. N. (2019). ‘I'm never gonna stop watching it’: The paradox of parasocial
break-ups in a post-object era. The Journal of Fandom Studies, 7(3), 213-227.
https://doi.org/10.1386/jfs_00001_1

Janssen, S., & Verboord, M. (2024). Methodological guidelines thesis research.

38


https://doi.org/10.47107/inifedergi.1331560
https://doi.org/10.11648/j.ajtas.20160501.11

Department of Media & Communication. Erasmus School of History, Culture and
Communication. Erasmus University Rotterdam, Netherlands.

Kim, J., & Sintas, J. L. (2021). Social TV viewers’ symbolic parasocial interactions with media
characters: A topic modelling analysis of viewers’ comments. Social Sciences & Humanities
Open, 3(1), 100129. https://doi.org/10.1016/j.ssah0.2021.100129

Kramer, N. C., Winter, S., Benninghoff, B., & Gallus, C. (2015). How “social” is Social TV? The
influence of social motives and expected outcomes on the usage of Social TV applications.
Computers in Human Behavior, 51, 255-262. https://doi.org/10.1016/j.chb.2015.05.005

LaRose, R. (2010). The problem of media habits. Communication Theory, 20(2), 194-222.
https://doi.org/10.1111/j.1468-2885.2010.01360

Larose, R., Kim, J., & Peng, W. (2010). Social networking: addictive, compulsive, problematic, or just
another media habit? In Routledge eBooks (pp. 67—-89).
https://doi.org/10.4324/9780203876527-9

Lee, J.,, Chen, C., Song, H., & Lee, C. (2016). Consumption of movie experience: cognitive and
affective approaches. Journal of Quality Assurance in Hospitality & Tourism, 18(2), 173—199.
https://doi.org/10.1080/1528008x.2016.1189866

Lin, J., Sung, Y., & Chen, K. (2016). Social television: Examining the antecedents and consequences
of connected TV viewing. Computers in Human Behavior, 58, 171—
178. https://doi.org/10.1016/j.chb.2015.12.025

Litman, B. R., & Kohl, L. S. (1992). Network Rerun Viewing in the age of new programming services.
Deleted Journal, 69(2), 383—391. https://doi.org/10.1177/107769909206900212

Marchegiani, C., & Phau, |. (2011). Development and validation of the Personal Nostalgia Scale.
Journal of Marketing Communications, 19(1), 22—43.

https://doi.org/10.1080/13527266.2010.542078

39



Mellinger, C. D., & Hanson, T. A. (2021b). Methodological considerations for survey research:
Validity, reliability, and quantitative analysis. Linguistica Antverpiensia New Series — Themes
in Translation Studies, 19. https://doi.org/10.52034/lanstts.v19i0.549

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs. International Journal of
Advertising, 30(1), 13-46. https://doi.org/10.2501/ija-30-1-013-046

Naab, T. K., & Schnauber, A. (2014b). Habitual initiation of media use and a Response-Frequency
measure for its examination. Media Psychology, 19(1), 126—155.
https://doi.org/10.1080/15213269.2014.951055

Natterer, K. (2014). How and Why to Measure Personal and Historical Nostalgic Responses Through
Entertainment Media. The International Journal on Media Management, 16(3-4), 161-180.
https://doi.org/10.1080/14241277.2014.989567

Nederhof, A. J. (1985). Methods of coping with social desirability bias: A review. European journal of
social psychology, 15(3), 263-280.

Rubenking, B., & Bracken, C. C. (2021). Binge watching and serial viewing: Comparing new media
viewing habits in 2015 and 2020. Addictive Behaviors Reports, 14, 100356.
https://doi.org/10.1016/j.abrep.2021.100356

Rubin, A. M. (1983). Television uses and gratifications: The interactions of viewing patterns and
motivations. Journal of Broadcasting, 27(1), 37-51.
https://doi.org/10.1080/08838158309386471

Rubin, R. B., & McHugh, M. P. (1987). Development of parasocial interaction relationships. Journal
of Broadcasting & Electronic Media, 31(3), 279-292.
https://doi.org/10.1080/08838158709386664

Russell, C. A., Norman, A. T., & Heckler, S. E. (2003). People and “Their” Television Shows: An
Overview of Television Connectedness. The Psychology of Entertainment Media, 279-294.

https://doi.org/10.4324/9781410609366-23

40



Russell, C. A., Norman, A. T., & Heckler, S. E. (2004). The Consumption of Television Programming:
Development and validation of the connectedness scale. Journal of Consumer Research,
31(1), 150-161. https://doi.org/10.1086/383431

Schivinski, B., Christodoulides, G., & Dabrowski, D. (2016). Measuring consumers’ engagement with
Brand-Related Social-Media content. Journal of Advertising Research, 56(1), 64-80.
https://doi.org/10.2501/jar-2016-004

Schnauber-Stockmann, A., & Naab, T. K. (2018). The process of forming a mobile media habit:
results of a longitudinal study in a real-world setting. Media Psychology, 22(5), 714-742.
https://doi.org/10.1080/15213269.2018.1513850

Sedikides, C., & Wildschut, T. (2019). The sociality of personal and collective nostalgia. European
Review of Social Psychology, 30(1), 123-173.

Shaw, C. (2021). Introduction: Television and nostalgia now. The Journal of Popular Television, 9(3),
287-291. https://doi.org/10.1386/jptv_00056_2

Shestyuk, A. Y., Kasinathan, K., Karapoondinott, V., Knight, R. T., & Gurumoorthy, R. (2019).
Individual EEG measures of attention, memory, and motivation predict population level TV
viewership and Twitter engagement. PLoS ONE, 14(3), e0214507.
https://doi.org/10.1371/journal.pone.0214507

Siles, |., Mufioz-Gonzalez, R., Valerio-Alfaro, L., & Valiati, V. (2025). Rewatching content on
streaming platforms: the pursuit of ontological comfort. Media and Communication, 13.

https://doi.org/10.17645/mac.9338

Slater, M. D., Ewoldsen, D. R., & Woods, K. W. (2017). Extending conceptualization and
measurement of narrative engagement After-the-Fact: parasocial relationship and
retrospective imaginative involvement. Media Psychology, 21(3), 329-351.
https://doi.org/10.1080/15213269.2017.1328313

Sykes, A. 0. (2005). Introduction to regression analysis. Choice Reviews Online, 42(06), 42—3472.

https://doi.org/10.5860/choice.42-3472

41


https://doi.org/10.17645/mac.9338
https://doi.org/10.5860/choice.42-3472

Taherdoost, H. (2016b). Validity and reliability of the research instrument; How to test the
validation of a Questionnaire/Survey in a research. SSRN Electronic Journal.
https://doi.org/10.2139/ssrn.3205040

Thakkar, A., Garg, P., Pandey, M., Kopare, A., Rathour, A, & Raja Praveen, K.N. (2024). Investigating
the impact of film quality and viewing environment on viewer satisfaction. Evolutionary
Studies in Imaginative Culture, 703—712. https://doi.org/10.70082/esiculture.vi.1139

Verplanken, B., & Orbell, S. (2003). Reflections on Past Behavior: A Self-Report Index of Habit
strength. Journal of Applied Social Psychology, 33(6), 1313-1330.
https://doi.org/10.1111/j.1559-1816.2003.tb01951.x

Wang, S., & Tang, Y. (2021). How narrative transportation in movies affects audiences’ positive
word-of-mouth: The mediating role of emotion. PLoS ONE, 16(11), e0259420.
https://doi.org/10.1371/journal.pone.0259420

Wei, M., Fischer, E., & Main, K. J. (2008). An examination of the effects of activating persuasion
knowledge on consumer response to brands engaging in covert marketing. Journal of Public
Policy & Marketing, 27(1), 34—44. https://doi.org/10.1509/jppm.27.1.34

Weispfenning, J. (2003). Cultural functions of reruns: Time, memory, and television. Journal of
Communication, 53(1), 165-176.

Wildschut, T., Sedikides, C., Arndt, J., & Routledge, C. (2006). Nostalgia: Content, triggers, functions.
Journal of Personality and Social Psychology, 91(5), 975—993. https://doi.org/10.1037/0022-
3514.91.5.975

Wildschut, T., Sedikides, C., Routledge, C., Arndt, J., & Cordaro, F. (2010). Nostalgia as a repository
of social connectedness: The role of attachment-related avoidance. Journal of Personality
and Social Psychology, 98(4), 573-586. https://doi.org/10.1037/a0017597

Winet, Y., & O’Brien, E. (2024). Familiarity seeking: growing and learning from repeat experiences.

SSRN Electronic Journal. https://doi.org/10.2139/ssrn.4870195

42



Xu, H., & Yan, R. (2011). Feeling connected via television viewing: exploring the scale and its
correlates. Communication Studies, 62(2), 186—206.
https://doi.org/10.1080/10510974.2010.550380

Yang, D., & Zhong, X. (2016). The perception of film attractiveness and its effect on the audience
satisfaction, intention and investment. Journal of Service Science and Management, 09(01),
21-27. https://doi.org/10.4236/jssm.2016.91003

Zhang, X., Zhang, X., & Yu, X. (2023). Behavioral intention of repeated watching and personality
traits: testing mediation model of nostalgia arousal and social connectedness. Psychology
Research and Behavior Management, Volume 16, 483—-495.

https://doi.org/10.2147/prbm.s391130

43



4. Appendix - Survey Questionnaire

Dear respondent, | appreciate your interest in this research! As part of my Master's Thesis project
in Media & Creative Industries, | am conducting a study to explore how motivations for rewatching
TV shows influence social engagement and rewatching behavior. The questionnaire will take
approximately 5-10 minutes to fill in. Please answer each question carefully and honestly, as | am
sincerely interested in your personal opinions and experiences. There are no right or wrong
answers. In the context of this study, Rewatching means watching a TV show (or episodes of a
show) that you have already seen before, either in full or in part. This can include watching the
same series again from the beginning, rewatching favorite episodes, or returning to a show after
some time. All research data remain completely confidential and are collected anonymously and
stored securely. | will not be able to identify you. Your responses will be used solely for academic
purposes. There are no foreseeable risks or discomforts associated with participating in this
research. Your participation is voluntary, and you can discontinue at any time. Please complete this
survey only if you are at least 18 years old. If you have questions about this research, in advance or

afterward, please contact: nina.schilken@student.eur.nl Thank you for your time and participation!

Q30 If you understand the information above and freely consent to participate in this study, click on

the “I agree” button below to start the questionnaire.

| agree (1)

| do not agree (2)

Skip To: End of Survey If If you understand the information above and freely consent to participate in this

study, click on... = | do not agree
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Q4 Have you ever rewatched a TV show?
Yes (1)

No (2)

Skip To: End of Survey If Have you ever rewatched a TV show? = No

Q5 Think about your favorite TV show to rewatch.

Q6 What is the genre of this TV show?
Comedy/Sitcom (1)
Drama (2)
Thriller (3)
Romance (4)
Documentary (5)
Action (6)
Horror (7)
Reality (8)

Other (9)
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Q7 What is the name of this TV show?

Q8 The following questions will ask about reasons why you rewatch the show you just named.
Please answer the statements keeping this specific show in mind and rate your level of agreement

on a scale from 'Strongly Disagree' to 'Strongly Agree'.
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N1 | rewatch this TV show because..

it brings back
memories of
good times

from my past

(1)

it reminds me
of good times

from my past

(2)

it serves as a
pleasant
reminder of

my past (3)

it reminds me
of when | was

young (4)

Strongly
disagree (1)

Disagree (2)

Neither
disagree nor

agree (3)

Agree (4)

Strongly
agree (5)
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R1 | rewatch this TV show because...

| want to
remember the

parts | forgot
(1)

| want to learn

or understand
something

new about the

program (2)

| want to pick
up on some of
the lines |

missed before

(3)

| want to be
reminded of

the ending (4)

| look for
different
things when |

watch it again

(5)

Strongly
disagree (1)

Disagree (2)

Neither agree

nor disagree

(3)

Agree (4)

Strongly
Agree (5)
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Q1 | rewatch this TV show because..

Strongly
Disagree (2)
disagree (1)

I like the

storyline (1)

| like the

casting (2)

| like the

acting (3)

| like the sets

(4)

| like the

music (5)

| like the
special effects

(6)

| like the

costumes (7)

Neither
disagree nor

agree (3)

Agree (4)

Strongly
agree (5)
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F1 | rewatch this TV show because...

Strongly
disagree (1)

| have
watched it
before (1)

| am familiar

with it (2)

| know a lot

about it (3)

Disagree (2)

Neither
disagree nor

agree (3)

Agree (4)

Strongly
agree (5)
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Q16 Rate your agreement with the following statements regarding your feelings towards your

favorite characters in the TV show you mentioned.
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Strongly
disagree (1)

I like to
imagine my
favorite TV

show
characters as
people | know

personally (1)

| often feel
like

characters
from my

favorite TV
show are

people | know

and care

about (2)

| like to talk to
others about
what my
favorite TV
show
characters are
like as people

(3)

Disagree (2)

Neither
disagree nor

agree (3)

Agree (4)

Strongly
agree (5)
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Seeing my
favorite
characters in
a TV show is
like seeing

good friends

(4)

| like to talk to
others about
what we
would have
done if we
were the

characters (5)

I’'m often
fascinated by
my favorite
TV show
characters as

people (6)

Q28 In the following section you will be asked about your social media engagement with the TV

show you rewatch.



SE 1 Rate the following statements on a scale from 'Never' to 'Very often'.

Sometimes Very often
Never (1) Rarely (2) Often (4)

(3) (5)
| read posts
related to the TV
show on social

media (1)

| read fanpage(s)
related to the TV
show on social

network sites (2)

| watch
pictures/graphics
related to the TV

show (3)

| follow blogs
related to the TV
show (4)

| follow the TV
show on social

network sites (5)



SE 2 Rate the following statements on a scale from 'Never' to 'Very often'.

Sometimes Very often
Never (1) Rarely (2) Often (4)

(3) (5)

| comment on
videos related to

the TV show (1)

| comment on
posts related to

the TV show (2)

| comment on
pictures/graphics
related to the TV
show (3)

| share posts
related to the TV
show (4)

I "like"
pictures/graphics
related to the TV

show (5)

| "like" posts
related to the TV
show (6)



SE 3 Rate the following statements on a scale from 'Never' to 'Very often'.

Sometimes Very often
Never (1) Rarely (2) Often (4)
(3) (5)
| initiate posts

related to the TV
show (1)

| initiate posts
related to the TV
show on social

network sites (2)

| post
pictures/graphics
related to the TV
show (3)

| write reviews
related to the TV
show (4)

| write posts
related to the TV

shows on forums

(5)

| post videos that
show the TV
show (6)

Please click

"rarely" (7)



Q23 You will now be asked questions about your rewatching behavior.

RW 1 How often do you rewatch TV shows?

Never (1)

Rarely (2)

Sometimes (3)

Often (4)

Very often (5)

57



RW 2 Please rate your agreement with the following statements. Rewatching is something...

| do frequently
(1)

I do

automatically

(2)

| do without
having to
consciously

remember (3)

that makes me
feel weird if |

do not doit (4)

| do without

thinking (5)

that would
require effort

not to do (6)

Neither
Strongly Strongly
Disagree (2) disagree nor Agree (4)
disagree (1) agree (5)
agree (3)
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Q29 Rewatching is something...

Strongly
disagree (1)

that belongs

to my (daily,
weekly,
monthly)

routine (1)

| start doing
before |
realize I'm

doing it (2)

| would find
hard not to

do (3)

| have no
need to think

about doing

(4)

that's
typically "me"
(5)

| have been
doing for a

long time (6)

Disagree (2)

Neither agree
nor disagree

(3)

Agree (4)

Strongly
agree (5)
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Control How often do you watch TV?

Never (1)

Rarely (2)

Sometimes (3)

Often (4)

Very often (5)

Q34 On average, how many hours a week do you watch TV?

Less than 1 hour (1)

1-3 hours (2)

4-6 hours (3)

7-10 hours (4)

11-14 hours (5)

More than 14 hours (6)

Q9 In this last part of the survey, | would like to ask you to share some information about yourself.
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Q10 What is your age? (Please indicate in numbers, e.g. 25)

Q11 What is your gender?

Male (1)

Female (2)

Non-binary / third gender (3)

Prefer not to say (4)

Q12 What is your nationality? (e.g. Dutch)
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Q13 What is your highest completed level of education?

No formal education (1)

Primary Education (2)

Secondary Education (3)

Vocational Training (4)

Bachelor's Degree (or equivalent) (5)

Master's Degree (or equivalent) (6)

Doctorate or higher (7)

Prefer not to say (8)
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