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I. Abstract 

 

The internet and social media have had a significant impact on recipients’ media 

consumption. As the converging media environment recipients face today offers not only 

more media products but also new practices of using certain media products, this study 

focuses on how the social micro-blogging service Twitter impacts the watching of television 

series. 

The presented study aims at explaining a new form of media reception by employing a multi-

method approach. A content analysis case study of tweets about the US-American series 

“Homeland” and the German series “Tatort” will give insight into the Twitter content on two 

different series. Further, qualitative semi-standardized interviews and a survey will shed light 

on the situational aspects and motivational factors to use Twitter while watching television 

series. The uses and gratification theory is used as a backdrop to study the motivations to use 

Twitter while watching television series. 

The results of the content analysis on the two series indicate that there is a strong focus on the 

series itself within the tweets. Nevertheless, both series provide somewhat differing Twitter 

content. While tweets on “Tatort” are more critical and realistic towards the series, tweets 

about “Homeland” are more likely to be referential. The situation of tweeting while watching 

television series seems to be characterized by the usage of a second screen. The major 

motivational factors identified in this study are socializing at a distance and exchanging social 

information.  

All in all this study presents a fascinating new form of media reception and furthermore offers 

description and explanation of its application. Additionally it provides suggestions as to how 

to approach such a fast-changing, new media environment.  

Keywords: Twitter, Uses and Gratifications Theory, Television Series, Homeland, Tatort, 

Reception Studies 
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1 Introduction 

1.1 Introduction 

The evolvement of the internet and especially of social media has brought about significant 

change in peoples media use. Newspapers can now be read online, videos can be watched on 

mobile devices and thoughts on television content can nowadays be shared online in social 

networks. One of these social networks is the micro-blogging site Twitter. While used for a 

variety of purposes, one attractive use of Twitter is socializing and exchanging ideas with 

others on what one is watching on the television screen.  

This study intends to explain synergies in media consumption in a new media environment 

and how this affects the situation of reception. A case study of Twitter content on an US-

American and a German television series will provide an impression of Twitter content on 

television series. Through interviews tweeters will be able to elaborate why they decide to 

tweet while watching television series and how they experience this. A survey will then give a 

more descriptive picture of why tweeting while watching fiction is compelling and what this 

situation typically looks like. 

The aim of this study lies in identifying common patterns of tweet contents published with a 

hashtag referring to the US-American television series “Homeland” and the German crime 

series “Tatort” and exploring the tweeters common and differing motivation to tweet on 

television series as well as their experiences with this. The uses and gratification approach is 

employed as an overarching research paradigm in order to study this fascinating phenomenon.  

Content analysis will be utilized to study the tweets while different interviewing techniques 

are used to explore the situation of tweeting and motivation to tweet. The exploratory design 

of the research project may ascertain methodology to study Twitter as well as provide 

descriptive grounds for further research. 

1.2 Knowledge Gap 

While the uses and gratifications theory has previously been successfully used to explore new 

media environments (Chen, 2011; Hicks et al., 2012; Raacke and Bond-Raacke, 2008; Wang, 

Tchernev, and Solloway, 2012), it has not yet been used to study media reception of old and 

new media interacting. Ferguson (2012) has explored the impact of social networking sites on 

television reception, but he has not further explored recipients’ motivation to use two media 

products simultaneously. The fundamental idea of this study is to utilize the advantages of the 
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uses and gratifications theory, that is it’s adaptability to new and multi-media environments 

(Ruggiero, 2000, also Napoli, 2010), to discover what motivates users of the micro-blogging 

service Twitter to share about what they are watching on the television screen with special 

regard to fictional television.  

Twitter, although often studied in the context of news (Schattle, 2012), is regularly utilized by 

recipients to exchange thoughts on television consumption and content (Wohn and Na, 2011; 

McPherson et al., 2012). While Marwick and Boyd (2011) were interested in what kind of 

audience tweeters direct their tweets to; Wohn and Na (2011), McPherson et al. (2012) and 

Dann (2010) were more interested in the content and reception of tweets. As Wohn and Na 

(2011) establish there is a potential of social media and especially Twitter to restore the 

socializing function of television as ascribed to it in media and communication research of the 

1950s and 1960s. One aspect which has not been studied thoroughly is to what extent other 

factors than socializing serve as a motivational factor to tweet while watching television 

series. Further, so far no comparison between Twitter content about television formats from 

two different countries has been done.  

1.3 Aim and Research Question 

The main aim of this study is to categorize tweets about two television series from two 

different countries and find similarities and differences in the Twitter content. Furthermore, 

the mode of reception and the motivation to use Twitter while watching television series will 

be explored. Hence, the research questions to guide this study are: 

1) What do tweeters publish and talk about on Twitter about the television series 

“Homeland” and “Tatort” during the airing of these programs? 

2) What does the situation of tweeting while watching television look like and how do 

tweeters experience this new television environment? 

3) What kind of motivations do tweeters have to tweet while watching television series?  

The first research questions aims at summarizing common and differing contents of tweets as 

well as identifying influencing factors on the content. The second research question aims at 

exploring the reception mode and the situational aspects of tweeting while watching television 

series. The last research question is concerned with the habits, motivations and needs of 

tweeters – both anticipated and actually obtained – to use Twitter while watching television 

series. Thus, a central aspect of this study is how a new media environment affects a rather 

traditional media product.  
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First, some background information about the micro-blogging service Twitter will be 

provided. Then, a literature review of relevant theories and works will be given and 

elaborated upon. A small intermediate conclusion will be given, summarizing the main 

objectives of the study.  Then, the employed methods of content analysis, semi-standardized 

qualitative interviews and survey research will be explained in regard to their objectives and 

applicability to this project. Furthermore, the corresponding sampling methods and samples 

will be clarified. Then, the results of the content analysis and the survey will be narrated. As 

the qualitative interviews served as a foundation for the survey, they will be discussed in the 

survey section. Next, an interpretation and discussion of these results will be given structured 

according to the three posed research questions. Last, a conclusion will be drawn, limitations 

of this study identified and prospects of this area of research provided.  
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2 Background 

Before further investigating the core concepts of this paper, a brief introduction to the medium 

Twitter will be given since Twitter is a fairly new and yet a very central medium in this paper.  

Twitter is a micro-blogging service allowing its users to send - “tweet” in Twitter language - 

their answer to the question “What’s happening?” in 140 signs. Users of Twitter are called 

“tweeters or Twitterers” (Hosterman, 2012, 94). Twitter and tweets are, compared to other 

social networks such as Facebook, publicly accessible and visible to everyone (Murthy, 2013, 

3-4). On Facebook only “friends” are able to see status updates (Murthy, 2013, 3-4). Hence, a 

central aspect of Twitter is its public layout where everyone can access the profile - in Twitter 

language “timeline” - and tweets from everybody else (Murthy, 2013, 5-6). Even though 

Twitter also encompasses the function of sending private messages which are not visible to 

everyone, the general yearn for a public conversation predominates. In order to steer 

conversations tweets can be directed with help of the @-sign to virtually anyone in the 

Twitter community, meaning that one does not have to have any sort of relation to that person 

(Murthy, 2013, 3). In order to connect with other tweeters - individuals or organizations - one 

can decide to follow them (Murthy, 2013, 6). As opposed to other social networks where 

users are “friends”, no acquaintance with the aspired person or organization one wants to 

follow is necessary (Murthy, 2013, 6). The last central function of Twitter is that of retweets. 

These allow to forward tweets so that they reach more recipients (Murthy, 2013, 6-7).  

Due to the fact that Twitter is easy to use, accessible through various types of devices even 

those technologically not that advanced and functioning without broadband internet, Twitter 

is available to a large amount of users (Murthy, 2013, 3-4). Furthermore, Twitter is able to 

unite a group of people based on similar interests rather than on proximity or the same time 

zone (Boyd, Golder and Lotan, 2010).  

One exceptional function of Twitter is to join tweeters in large conversations based on 

featured hashtags in their tweets. Murthy (2013) elaborates that: “word(s) preceded by a hash 

sign “#” are used in Twitter to note a subject, event or association.” (Murthy, 2013, 3). Hence, 

by using certain hashtags tweeters can demonstrate their connection to a certain topic or 

person. Virtual strangers can therefore get in touch on Twitter via the use of the same hashtag. 

Understanding the logic of the hashtag is central to this paper because tweets that use the 

hashtag of either “Homeland” or “Tatort” will be analyzed and further tweeters who use a TV 

series’ hashtag may be asked to participate in the survey.  
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3 Theoretical Frame and Literature Review 

In the following part the overarching paradigm of this study, the uses and gratifications 

theory, will be discussed and guiding frameworks such as the concept of a new media 

environment and emotions in reception studies reviewed.  

3.1 The Uses and Gratifications Theory - Introduction 

A guiding theory of this study will be the uses and gratifications theory as it focuses on the 

why and how people use media (Rubin, 2009, 165). Therefore, this theory describes the core 

aim of the study – to explain why recipients turn to Twitter to exchange tweets about 

television series. 

It is essential for the development of research within the uses and gratification paradigm to 

pay attention to each mediums predispositions as well as to their complementary use (Katz, 

Blumler and Gurevitch, 1974). Further, Katz, Blumler and Gurevitch (1974) emphasize to 

also observe the social origins of audiences’ needs, but stress the distinction between 

motivations to consume a certain medium and the actual received gratifications of this media 

use. Palmgreen, Wenner and Rosengren (1985) further emphasize to distinguish between what 

recipients seek from media consumption – gratifications sought – and what satisfaction is 

actually received – gratifications obtained –. A better understanding of the relationship 

between medium and recipient is the essential result of this distinction (Palmgreen, Wenner 

and Rosengren, 1985, 28). 

3.1.1 Active Audience 

The uses and gratification approach emphasizes first on the active audience as opposed to 

passive recipients and secondly on the social and psychological aspects of mediated 

communication (Rubin, 2009, 165). According to the uses and gratification approach the 

recipient actively chooses to turn to a certain medium in order to satisfy certain social or 

psychological needs (Rubin, 2009, 167). This means that at least a high percentage of media 

use is goal-oriented and hence active (Katz, Blumler and Gurevitch, 1974, 510). Costello and 

Moore (2008, 135) challenge the idea of an active audience by investigating to their 

understanding an audience that becomes active due to the fact that the audience engages in 

conversation on different communication channels. This study, however, perceives the 

activity of audience in a rather traditional uses and gratifications sense, meaning that the 

audience directs, selects, shows involvement with and uses media in order to fulfill certain 

social or psychological needs (Rubin, 2009, 172). Among others these social or psychological 
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needs can be to communicate and interact with others (Rubin, 2009, 173). Further, Ruggiero 

(2000) emphasizes the interactive quality of the internet which supports the view of an active 

recipient and thus argues for the applicability of the uses and gratifications approach in new 

media contexts (Ruggiero, 2000, 15). Furthermore, Katz, Blumler and Gurevitch (1974) 

establish that as the recipient is the one to make a choice of how to satisfy their social and 

psychological needs, he or she is active in the communication process (Katz, Blumler and 

Gurevitch, 1974, 510). Rubin (2009) suggests that the activity of audiences has been proven 

to be variable hence arguing that activity of recipients is established but may vary according 

to influencing factors such as medium genre, need, or recipient. Further, Rubin (1993) 

sustains that this the level of activity indeed varies from passive to active. In regard to 

Twitter, Murthy (2013) emphasizes that tweeters do not merely perceive tweets passively but 

on the contrary actively comment on them and direct tweets hence making the use of Twitter 

fairly interactive.  

3.1.2 Competing Media 

According to Ruggiero (2000) another aspect supporting the active role of recipients is the 

wide variety of media offered to recipients nowadays which forces them to choose between 

these and thus supports the active role of recipients (Ruggiero, 2000, 19). He argues that 

because:  “new technologies present people with more and more media choices, motivation 

and satisfaction become even more crucial components of audience analysis.”  (Ruggiero, 

2000, 14).  

3.1.3 Motivations to Watch Television 

While it has now been established that recipients actively turn to a specific medium in order 

to satisfy their needs, the actual reasons and motivation to use a certain medium have not been 

narrated. Greenberg (1974) provides a list of motivations to watch television: To pass time, 

To forget as a means of diversion, To learn about things, To learn about myself, For arousal, 

For relaxation, For companionship and As a habit (Greenberg, 1974, 73-74). Palmgreen, 

Wenner and Rayburn, (1980) in their study of television news provide a more condensed and 

yet very useful list for this study of five motivations which they label “gratification 

dimensions”: general information seeking, decisional utility, entertainment, interpersonal 

utility, and para-social interaction (Palmgreen, Wenner and Rayburn, 1980, 169). In the 

following, an assessment of the uses and gratifications approach in new media environments 

will be given. 
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3.1.4 Uses and Gratifications in New Media Contexts 

Even though the uses and gratifications theory is a fairly old concept, it is ascertained that this 

paradigm still provides to be significant in new media contexts (Ruggiero, 2000, also Napoli, 

2010). Following, studies and examples of applications of the uses and gratifications approach 

in new media environments will be described to exemplify the topicality of this theory.  

An important argument for the continued importance of the uses and gratification theory is 

offered by Eighmey and McCord (1998) as they discover that uses and gratifications of web 

site use are actually quite consistent with uses and gratifications found in previous studies on 

different mass media (Eighmey and McCord, 1998, 193). 

In a study on the social networking sites MySpace and Facebook Raacke and Bond-Raacke 

(2008) prove the uses and gratification theory to be an applicable backdrop for exploring 

students’ motivation to use these social networking sites. The mentioned motivations mainly 

encompass socializing with acquaintances (Raacke and Bond-Raacke, 2008, 171).  

Hicks, et al. (2012) find in their study of the uses and gratifications applied to the website 

yelp.com that indeed this theory can be utilized for studying online media as users of that 

website fulfill certain needs and purposes when accessing it (Hicks et al., 2012, 2278). They 

emphasize the continued utility of the uses and gratifications approach by stressing the 

activity and interactivity of recipients (Hicks et al., 2012, 2278). 

The study of Wang, Tchernev and Solloway (2012) on social and online media practice of 

college students exemplifies the adaptability of the uses and gratification approach. Their 

findings suggest that college students use and receive online as well as social media 

dynamically (Wang, Tchernev and Solloway, 2012, 1836). 

As Chen (2011, 756) exemplifies, the uses and gratifications theory is a suitable theory to 

backdrop the social need of tweeters to connect with others. Due to the fact that the uses and 

gratifications approach encompasses the social urge of people to connect with others, 

exemplified by actively choosing a medium to satisfy this social need, the uses and 

gratification theory proves to be applicable. Chen (2011, 757) argues that Twitter can indeed 

be considered as a medium capable of connecting people to each other and further maintains 

that those more active on Twitter satisfy their need to connect with others most. Chen (2011) 

proves that Twitter as a medium to connect with others goes beyond merely stating empty 

expressions but instead is an actively chosen medium to satisfy social needs.   
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3.1.5 Interim Conclusion I 

The previously mentioned studies of new media environments indicate the continual 

relevance and applicability of the uses and gratifications theory. Hence, the earlier defined 

motivational dimensions (see chapter 3.1.3) can be adopted and revised accordingly. General 

information seeking has been proven to be applicable in new media environments (Hicks et 

al., 2012, 2277; Eighmey and McCord, 1998, 193). The dimension of decisional utility has 

not been elaborated in new media environments and therefore may play a subordinated role in 

this study, also because it is mainly concerned with useful information for decision-making 

processes (Palmgreen, Wenner and Rayburn, 1980, 16). Entertainment has been proven to be 

a factor in new media gratifications (Hicks et al., 2012, 2277; Eighmey and McCord, 1998, 

193) and hence will be elaborated in section 3.3 in regard to emotion. Further, the concept of 

escapism raised by Greenberg (1974) will be discussed in relation to emotion. The largest 

motivational factor in new media environments seems to be interpersonal utility (Hicks et al., 

2012, 2277; Wang, Tchernev, and Solloway, 2012, 1836; Chen, 2011, 757; Raacke and Bond-

Raacke, 2008, 171; Eighmey and McCord, 1998, 193) and therefore will be elaborated in the 

following section with special regard to interconnected media environments. The dimension 

of habitualization raised by Greenberg (1974) will also be considered even though it has not 

been taken up in studies of new media environments. Last, it becomes evident that a 

dimension which has as of now not found much attention in the referred studies is the 

proliferation and visibility of para-social interactions in new media environments. Para-social 

Interactions will thus be taken up and elaborated in chapter 3.2.2.1. 

3.1.6 Criticism of the Uses and Gratifications Theory 

The uses and gratifications theory has been discussed and criticized for a number of years 

now. One main criticism of this theory is according to Messaris (1977) that recipients have to 

offer their own interpretation of why they use certain media with what motive even though 

these selection processes might not be deliberate. Furthermore, Messaris (1977) argues that 

recipients may link media usage only to recent and obvious motives and moreover that 

recipients have to demonstrate a degree of analytical skill and awareness of media usage that 

they are almost certainly not possessing. Hence, the central flaws of the uses and 

gratifications approach are the overestimation of the recipients’ ability and a methodological 

reliance on recipients’ personal account (Rubin, 2009, 169).  However, Rubin (2009) clarifies 

that various studies have proven the validity of self-reported data. Babrow (1988) adds that 

instead of finding an alternative to self-reported motives, it is essential to embrace the 
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limitations of a recipient’s account of his media usage motives. The limitations of recipients 

awareness illustrates the origin of recipients’ experiences and hence provides valuable 

information (Babrow, 1988, 483-484). Moreover, Ruggiero (2000) emphasizes the importance 

of audience accounts in a fast changing and difficult to conceptualize media environment as 

we encounter it today. Ruggiero (2000) points out the advantages of the uses and 

gratifications theory in a new media environment. As new media offers a wide variety of 

functions and opportunities and significantly changes the role of the recipient to a more 

influential part of the media production and creation, these users are actually those who can 

correctly describe their motivations to use certain media and the actual benefit gained through 

that (Ruggiero, 2000, 27-28). Furthermore, the change and development in media uses plays 

to the strength of the uses and gratifications theory as it is features “the capacity for 

comparative analysis of the appeal” (McQuail, 2001, 344). 

3.2 New and Old Media Intersecting 

In the previous section a fairly established concept of reception research has been introduced 

as a guiding theory in this paper. It has been established that the uses and gratifications 

approach is indeed a valuable concept to study media reception in the 21
st
 century. Following, 

newer ideas and angles on how the media landscape changed after the digital revolution and 

in how far this impacts media reception will be reviewed. 

3.2.1 Convergence Culture 

This paper transcends from Jenkins (2006) work “Convergence Culture”. Central to this paper 

is the idea that convergence is not merely a technological process but instead also represents a 

cultural shift where the role of the recipient is drastically changed and rethought (Jenkins, 

2006, 3). The audience according to Jenkins (2006) is empowered to take part in media 

production and discussion. Recipients are empowered to interact through various channels 

and on various platforms with the production industry and hence social media nowadays 

impacts television production (Ferguson, 2012, 51). Napoli (2010) adds that the advent of the 

Web 2.0 did not only have an impact on participation of audience in media production but 

more importantly unlocked new channels of distribution to the audience which enable them to 

take part. Further, according to Jenkins (2006) the previously discussed fundamental problem 

of activity of the audience (see chapter 3.1.1) is in nowadays media environment obsolete 

even though he grants that activity level may vary between different recipients (Jenkins, 2006, 

19, also Jenkins, 2002). Instead Jenkins (2006) establishes that recipients today “are more 

socially connected” (Jenkins, 2006, 19). The idea of convergence according to Jenkins (2006) 
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encompasses a “paradigm shift – a move from medium-specific content toward content that 

flows across multiple media channels, toward the increased interdependence of media 

systems, […] and toward ever more complex relations between top-down corporate media and 

bottom-up participatory culture” (Jenkins, 2006, 154). While Twitter was just waiting in the 

wings when Jenkins (2006) published these lines, he did then appreciate that we are just 

raring to go in “an era of prolonged transition and transformation in the way media operates” 

(Jenkins, 2006, 24). Furthermore, Jenkins (2006) establishes that among other discussions of 

mass media particularly conversations about television programs have become part of web-

based discussions.  

One remarkable example of the transformation in media use Jenkins describes is the action of 

tweeting with regard to the television program consumed by the tweeter at that moment. 

While Jenkins (2006) reminds the reader that the converging media environment he describes 

impacts purposes apart from the recipients leisure time (Jenkins, 2006, 4), this paper focuses 

on the consumption of entertainment products and attends to the social and emotional changes 

for the recipients. 

Costello and Moore (2008) find that studies focusing on the intersections of internet and 

traditional media from a recipient’s perspective are capable of giving “some indication of how 

a new technology may interact with a more traditional one in ways created by the audience for 

its own pleasure” (Costello and Moore, 2008, 129). Similarly one of the fundamental ideas of 

this study is that new and old media cannot be thought of as independent from one another. 

Instead the uprising of the internet in its various forms has impacted the way traditional media 

is perceived and consumed. This study then aims at assembling a recipient’s perspective on 

how and why new media is utilized while consuming a rather traditional form of media.  

One compelling form of this interaction between old and new media is the action of tweeting 

while watching fictional television content. McPherson et al. (2012) establish that this has 

become a popular phenomenon in the USA. Their findings suggest that the reasons for the 

increasing popularity of tweeting while watching television lies in the enrichment of the 

television experience through tweeting and the possibility of sharing thoughts and 

understanding of content with fellow tweeters (McPherson et al., 2012, 169-170). Wohn and 

Na (2011) find that “the use of hashtags and re–tweets suggests that although users aren’t 

directly interacting with specific individuals, they want to be part of a larger group” (Wohn 

and Na, 2011).  



  3 Theoretical Frame and Literature Review 

11 

 

Also Ferguson (2012) ascribes large influence of social networking sites, namely Twitter and 

Facebook, on the traditional medium television. Ferguson (2012) argues that watching 

behavior of this medium is influenced by social media. As recipients want to join in on the 

live conversation on television programs they choose to watch TV programs live even though 

technological advancement such as DVR enable asynchronous viewing (Ferguson, 2012, 40). 

So, Ferguson (2012) clarifies that social networking sites can restore the social dimension of 

television watching since asynchronous viewing is discouraged. McPherson et al. (2012) in 

their study have proven that Twitter actually motivates recipients to watch live. 

3.2.2 Television as a Social Experience and Need 

In order however to be able to study new forms of television watching behavior, one has to 

look back to past research on the medium to be able to determine valuable dimensions for 

consideration in the presented study. Morley (1988, 14) suggests that television is in fact a 

rather social event which is conducted within the social companionship of one’s household. 

Hence, television is a rather domestic medium (Morley, 1988, 13). This certainly has changed 

since the uprising of the internet as now television can be accessed by recipients through 

various channels such as the computer, mobile phone or tablets (Bondad-Brown, Rice and 

Pearce, 2012, 471). Shin (2013) labels this the “cyber-living-room” which is also increasing 

the interactivity of recipients (Shin, 2013, 940). So, this change in accessibility of content has 

not only affected access but also the possibility to communicate about the content. Gorton 

(2009) argues that DVR and also DVD boxes have affected television viewing behavior.   

While this is certainly true, one must consider how social networking sites on the other hand 

now affect live viewing (Ferguson, 2012).  

Perse and Rubin (1990) argue that the social context plays a role in peoples’ media habits. 

They find that loneliness is a factor leading to more ritualized and habitualized media patterns 

(Perse and Rubin, 1990). Again, this can be contested due to the upcoming of the internet as it 

provides a possibility to connect with each other even anonymously or through an alias.   

Pagani and Mirabello (2011) argue that television is supplemented by the internet as it “helps 

people form new social groups based on shared interests rather than proximity, democratizes 

media production and distribution, giving many more people a voice, and is popular for 

building systems that electronically support social interactions” (Pagani and Mirabello, 2011, 

41). This is certainly supported by Twitter’s logic of the hashtag (see chapter 2).  
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3.2.2.1 Para-social Relations and Interactions 

Another social dimension to watching television is the experience of para-social interactions. 

Vorderer, Steen and Chan (2006) establish that watching television can create a feeling of 

relatedness meaning that recipients may experience a social connection with someone even 

though they are watching unaccompanied. Horton and Wohl (1956) describe the phenomenon 

of para-social interaction to be a relation between a recipient and a fictional character in 

which the recipient perceives the fictional character as real and hence may start to 

communicate and interact with this character. Schramm and Wirth (2010) point out that recent 

studies differentiate between para-social interactions and para-social relations. While a para-

social interaction takes place during media reception and is one-sided in the sense that the 

recipient stays an observer of the mediated program, para-social relations happen beyond the 

actual reception of a media program and involve actual relationship building (Schramm and 

Wirth, 2010, 27). It is agreed upon that the serieality of television series thrives the 

phenomenon of para-social interactions (Horton and Wohl, 1956; Liebes and Katz, 1993) and 

especially para-social relations (Pfeiffer, 2008). Furthermore, Klimmt, Hartmann and 

Schramm (2006) establish that para-social relations then are a motivational factor to choose 

certain media products. Thus, the previous experience with the program and resulting relation 

to the character becomes an important incentive to turn to a program (Klimmt, Hartmann and 

Schramm, 2006, 307). 

Concluding, one aspect of this study will be if Twitter enables para-social interactions to take 

place and how users experience these. The focus will lie on the phenomenon of para-social 

interactions as this study emphasizes on the simultaneous use of Twitter and television series 

and hence the interactions taking place during the airing of the show will be further explored. 

Next, the concept of “Social TV” will be reviewed. 

3.2.3 Social TV  

First of all, the term Social TV encompasses a variety of meanings. Social TV may simply 

mean watching television by sitting together in front of the television screen; however, recent 

technological advancements have enabled a shared viewing experience without physically 

watching together (Ducheneaut, Moore, Oehlberg, Thornton, and Nickell, 2008). Social TV in 

the latter sense is still a primitive concept (Shin, 2013, 939). The term Social TV incorporates 

a variety of dimensions. The first dimension of Social TV is a behavioral one meaning that 

Social TV describes the phenomenon of people using social networking sites to exchange 

thoughts and information on television content (Shin, 2013, 940). A further dimension of 
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Social TV is of technological nature. Social TV can be used to describe a television set with 

broadband capabilities but also the practice of using social network apps on a variety of 

devices such as laptops, smartphones or tablets to share information about the television 

program consumed (Shin, 2013, 939). Last, Social TV has a temporal dimension as it may be 

used to refer to real-time comments on television or a rather asynchronous use of forums to 

discuss television before and after its original broadcast (Shin, 2013, 939). The term Social 

TV will in the following be used to mainly describe the act of watching television together, so 

at the same time and via the use of a social networking site such as Twitter.  One large benefit 

of a newer interpretation of Social TV is the social experience of watching television together 

even though one may not be in the same room (Pagani and Mirabello, 2011, 43). Furthermore, 

Social TV is able to unite a broadcasting, mass communication experience with personal 

conversation creating not only a new form of communication practice but also providing for 

the satisfaction of multiple needs (Pagani and Mirabello, 2011, 43).  

One inhibitor to Social TV according to Shin (2013) is the integration of sharing applications 

in the program as it may affect the television experience as such. Here, the second screen as 

for example provided by the use of Twitter on a smartphone may find a remedy to the 

usability of Social TV.  

An interesting remark Ferguson (2012) makes is that social networks make it much easier to 

connect with friends, families but also strangers and hence conversations about virtually 

anything including television programs are fostered. The layout of social networking sites 

such as Twitter or Facebook enable conversations about television programs without having 

to join a fan page or forum (Ferguson, 2012, 40).   

3.3 Emotions 

3.3.1 Emotions in Media Reception 

Emotions can be defined using a variety of angles, e.g. biological, cognitive or cultural 

(Turner, 2007, 2). Here, the cognitive perspective according to Turner (2007) who states that 

“emotions are conscious feelings about self and objects in the environment” (Turner, 2007, 2) 

will be used. The nature of emotions plays in this study however a subordinated role. 

Emotions have a vital role in understanding television audiences (Gorton, 2009, 2). Emotional 

responses, although phrased in different ways, are further an established motivation for media 

usage especially in the context of entertaining media (Bartsch, Mangold, Viehoff and 

Vorderer, 2006; Palmgreen, Wenner and Rayburn, 1980; Greenberg, 1974). Furthermore, 
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Vorderer, Steen and Chan (2006) find this motivation to be intrinsically were the 

“intrinsically motivated individual behaves or acts for the satisfaction inherent in the behavior 

he or she performs” (Vorderer, Steen and Chan, 2006, 5). So, arguing along the lines of the 

uses and gratifications theory, the recipient turns deliberately to a certain medium to satisfy 

psychological needs (Vorderer, Steen and Chan, 2006, 7). Since the experience of 

entertainment is supported by experiencing emotions during media reception, Wirth and 

Schramm (2005) conclude that entertainment has emotional components. Wirth and Schramm 

(2005) summarize that entertainment is usually understood as positive experience including 

the feeling of relaxation, variation, fun and happiness. Hence, emotions can be a determining 

factor of connecting to a TV program (Ang, 1985, 13-17). Emotions are a vital part of media 

reception studies and do have an impact on entertainment (Wirth and Schramm, 2005, 14; 

Früh, 2003, 12).  Furthermore, a well appreciated theory of media psychology and 

communication studies is the mood management according to Zillmann (1988). Zillmann 

(1988) establishes that recipients can actively “manage” their mood through selection of 

media products.  Knobloch-Westerwick (2006) adds that it is not mood optimization but 

rather mood adjustment which “could guide mood regulation motives during media 

consumption” (Knobloch-Westerwick, 2006, 250).  

3.3.2 Primary Emotions and their Influence on the Entertainment Experience 

A common approach to emotions is to phrase them as primary emotions. These are “those 

states of affective arousal that are presumed to be hard-wired in human neuroanatomy” 

(Turner, 2007, 2). Although labeled differently by different researchers, Turner (2007) 

summarizes primary emotions to be: anger, fear, sadness, happiness, disgust and surprise. 

These primary emotions can vary in intensity and be combined to form new secondary and 

tertiary emotion (Turner, 2007, 3-10).  

Pleasure is a primary emotion according to Turner (2007), although he uses the label 

“happiness”. Vorderer, Klimmt and Ritterfeld (2004) use the term “enjoyment” to describe 

the central feature of the entertainment experience. Ang (1985) in her study on the television 

series “Dallas” finds that an interesting point of departure to study the series is to ask what 

Dallas has to offer and elaborates that to experience pleasure during watching (Ang, 1985, 9-

10, also 83) and by fostering personal involvement through known characters the 

entertainment experience is enriched (Ang, 1985, 28). Pleasure is a vital concept for the 

presented study as the utilization of Twitter may indeed foster the experience of the emotion 
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pleasure and thereby enrich the entertainment experience. Fiske (1988) argues that pleasure is 

closely linked to the understanding of popularity of television (Fiske, 1987, 224).  

Further, Ang (1985, 13-17) not only points to positive emotions towards the series Dallas but 

also to negative. She labels “Hating Dallas” (Ang, 1985, 13, also 89-92) as a further 

possibility to experience the watching of the series and therefore also negative emotions and 

feelings may be a reason to feel the need to communicate on Twitter about a series. Similarly, 

sharing of negative emotions might be a motivation to turn to Twitter in order to enhance the 

viewing experience.  

3.3.3 Escapism 

One motivational factor to watch television identified in the review of the uses and 

gratifications approach was escapism (see chapter 3.1.3). Vorderer (1996) suggests that 

“escapism means that most people have, due to unsatisfying life circumstances, again and 

again cause to ‘leave’ the reality in which they live in a cognitive and emotional way” (as 

cited in Henning and Vorderer, 2001, 101). Kubey (1986) adds that “television is an activity 

likely to be chosen by people wishing to escape from negative feelings and from the demands 

of reality” (Kubey, 1986, 110). Hence, one strategy of recipients to deal with negative 

emotions seems to be escaping. Henning and Vorderer (2001) further elaborate that escapism 

is employed by recipients in order to compensate for the lack of socially interacting with 

others. In how far the concept is applicable to using Twitter will be reviewed.  

3.4 Interim Conclusion II 

The motivational dimensions to explore in this study are: general information seeking, 

emotion and entertainment, escapism, interpersonal utility, habitualization and para-social 

interaction. For entertainment the experience and voicing of emotions (Bartsch, Mangold, 

Viehoff and Vorderer, 2006; Wirth and Schramm, 2005; Vorderer,, Klimmt and Ritterfeld, 

2004; Früh, 2003; Ang, 1985) will play a major role. Special attention will also be granted to 

the dimension of interpersonal utility as the reviewed literature suggests that social TV is a 

whole new way of watching together (Shin, 2013; Ferguson, 2012; Pagani and Mirabello, 

2011). 
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4 Methods and Materials 

The following chapter deals with the chosen methods to study the phenomenon of tweeting 

while watching television series and the selected materials. A between-method triangulation 

as put forward by Denzin (1978, 302) has been chosen. Content analysis, qualitative semi-

standardized interviews and a survey will be conducted and described below. 

4.1 Content Analysis 

First, a content analysis will be carried out. Krippendorff (2012) defines content analysis as: 

“a research technique for making replicable and valid inferences from texts (or other 

meaningful matter) to the contexts of their use” (Krippendorff, 2012, 24). Hence, content 

analysis in this study will be utilized to capture the communication about TV series on Twitter 

and used to explore the actual messages and statements to draw inferences from that. The 

quantitative approach permits encompassing a large number of tweets on two different kinds 

of series and hence allows for a more representative conclusion on the research questions 

within the defined population (Hansen, Cottle, Negrine and Newbold, 1998, 95). Furthermore, 

Ovadia (2009) credits Twitter “the ability to track both the subject and content of 

conversations” (Ovadia, 2009, 203). Ovadia (2009) also mentions the benefits of the hashtag 

which can be used by researchers to easily determine the subject of a tweet.  

4.1.1 Materials Content Analysis 

In order to give a general idea about what tweeters tweet about during the airing of television 

series two series, namely “Homeland” and “Tatort” have been selected. Generally, both 

“Homeland” and “Tatort” have been chosen due to the large popularity they have in the 

Twitter community (Social Guide Intelligence A, 2013; Social Guide Intelligence B, 2013; 

Christmann, 2012; MediaCom Science Social Media Monitoring, 2013). While “Tatort” was 

the most buzzed TV topic in German speaking tweets in March 2013, Homelands social-

media success becomes evident on a variety of levels. First, there is the fact that this series has 

won the 2012 Emmy Award for Outstanding Drama series and the 2013 Golden Globe Award 

for Best Drama Series speaking for the applause this series generally received from critics. 

Nonetheless, “Homeland” also received praise for their social media appearance especially on 

Twitter (Naimah, 2013). Furthermore, both series come from a similar genre. They are both 

drama series and while “Homeland” can be classified into the action/thriller/suspense 

subcategory, “Tatort” is a traditional crime series which may contain elements of 
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action/comedy/suspense depending on the filming location
1
. Moreover, both series have a 

socio-political dimension in the topics their cover, e.g. “Homeland” investigating the threat of 

terror from within and “Tatort” frequently taking up pressing issues of German society, may 

that be the East-West-Division in the 1970s or the corruption in high political offices recently. 

Nevertheless, both series provide a lot of room for divergence. First and foremost each series 

originates from a different country. While “Tatort” is produced in Germany, Austria and 

Switzerland, “Homeland” is produced in the United States of America as well as some other 

filming locations in the Middle East. “Tatort” is a traditional German TV format first airing in 

1970 and produced by the German public broadcasting union ARD (Arbeitsgemeinschaft der 

öffentlich-rechtlichen Rundfunkanstalten der Bundesrepublik Deutschland), the Austrian 

public broadcaster ORF (Österreichischer Rundfunk) or the Swiss public broadcaster SRF 

(Schweizer Radio und Fernsehen). “Homeland“ is an adaption of the Israeli series “Prisoners 

of War” produced by Fox 21 for the US American cable channel “Showtime”. So while 

“Tatort” has been a popular format in Germany for 40 years now, “Homeland” just recently 

became a TV hit. Both series regardless of their different producing structure and age became 

objects of interest in their regarding Twitter language worlds.  

The sample for the content analysis has been arranged with the help of the tweet archiving 

software “Tweet Archivist”. In style of Wohn and Na (2011), for the series “Homeland”, the 

first hour of tweets after the airing in the EST time zone has been taken into consideration to 

aim at high number of simultaneous use of Twitter and watching television. This was not 

necessary for “Tatort” as it is merely airing in one time zone. For both series one might grant 

that tweets may occur that are tweeted while the tweeter is not watching the show. This 

phenomenon can be contested however looking at the results and high coherence with the 

series content. In order to collect the tweets, each series’ hashtag has been used to identify the 

related tweets. For “Homeland” tweets released during the first airing of the ninth episode of 

the second season “Two Hats” on November 25
th

 2012 have been considered. 3937 tweets 

have been retrieved and after revision 3017 tweets were left. A systematic sample has been 

drawn from this, meaning that every 8
th

 tweet has been selected to sustain the rhythm of 

releasing tweets over the course of the airing. The final sample included 513 tweets. As the 

“Tatort” features a variety of detectives who investigate in different cities a combination 

sample of two “Tatort” episodes were chosen.“Schwarzer Afghane” from Leipzig, airing on 

March 17
th

 2013 and “Summ, Summ, Summ” from Münster, airing on March 24
th

, were 

                                                 
1
 ”Tatort” is filmed in cities across Germany, Switzerland and Austria. Each city or area has its own detective, so 

not every detective will be part of every “Tatort” but instead only appear in the “Tatort”-screenings from the 

regarding city or area. At the moment there are 18 TV detectives or teams of TV detectives investigating. 
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analyzed. For each “Tatort” a different producing network which are all combined in the 

public broadcasting union ARD, SRF or ORF is responsible. The differences in producing 

structure and content focus, the “Tatort” from Münster for instance being rather absurd and 

comedic, is the reason to combine the sample for the content analysis to get a more 

representative picture. During the “Tatort” from Leipzig 5090 tweets were published, after 

revision 4723 tweets were left and a sample of total 258 tweets drawn. The “Tatort” from 

Münster produced overall 6746 tweets. After revision 6468 tweets were left and a sample of 

267 tweets drawn. 

4.1.2 Codebook 

In order to develop an understanding for what tweeters tweet about while watching television 

series, a codebook to grasp the descriptive qualities of the tweets as well as some influencing 

factors on these has been created. The unit of analysis is a tweet. The assembling of the 

variables and its categories has been done in a previous project. Most categories have then 

been drawn up inductively by following television series hashtags. Neuendorf (2002) argues 

that an inductive approach to construct a codebook “violates the guidelines of scientific 

endeavor” (Neuendorf, 2002, 11). Nevertheless, she grants that especially in an exploratory 

phase of a project an inductive approach is in fact reasonable and can serve as a basis for 

future coding schemes, allowing a combination of inductive and deductive work (Neuendorf, 

2002, 11-12). Hence, arguing alongside Neuendorf (2002), the inductive approach of creating 

categories based on reading a large number of tweets on different kind of series can indeed be 

counted as a valid approach. Still, several categories have been grounded in previous studies. 

Wohn and Na (2011) describe in their study that tweets typically contain attention, emotion, 

information and opinion and indicate that the type of content may depend on the genre of the 

television content. These categories, although assembled in a different fashion, can be found 

again in the presented in codebook. Still, Wohn and Na (2011) suggest investigating further 

influencing variables which was aimed at it in the presented work. The work of Dann (2011) 

has not been proven to be applicable to the presented study as he mainly focuses on news 

related tweets. Last, two variables have been adopted from Liebes and Katz (1993). Their idea 

of statements being referentially, critically and/ or mimetically coined as well if referential 

then featuring a playful or realistic keying has been borrowed. Last, emotions to be looked for 

in the tweets will be the primary emotions according to Turner (2007). See appendix C for the 

entire codebook. 
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The six major themes of the codebook then are: general information on tweet, tweeter, content 

of tweet, detailed content of series related tweets, number of mentioned shows as well as 

sentiment and emotions. 

4.1.3 Pretest 

As the codebook has already been pretested in a previous project, merely the new categories 

of the last theme “sentiment and emotions” have been pretested. In order to test these about 90 

tweets on the television series “Emily Owens M.D.” have been analyzed. This series has 

served in the original pretest and was chosen due to the fact that it presents a different genre 

than “Tatort” and “Homeland”. “Emily Owens M.D.” is a medical-comedy and therefore can 

test the codebook for its applicability to different kind of genres and tweets. This was 

essential as “Tatort” and “Homeland” present a different producing network structure and 

slightly different genre.  The main findings of the pretest were to include the emotions 

empathy and anticipation. Apart from that the pretest mainly facilitated a more concise 

formulation of coding instructions to abort coding errors. 

4.1.4 Reliability and Validity of Content Analysis 

In order to assess the reliability of the different variables in the codebook, the reliability 

coefficient Krippendorff’s Alpha has been calculated. The intracoder and not intercoder 

reliability has been calculated due to the fact that the coding required a fairly sophisticated 

knowledge of the studied series. Thus, one to two weeks after the first coding, a sample of 

around 10% of the tweets has been coded again to determine the intracoder reliability.  The 

overall intracoder agreement according to Krippendorffs’s Alpha is 0,94. Neuendorf (2002) 

points out that generally her study-reviews demonstrate a coefficient of 0,90 or greater to be 

considered satisfactory (Neuendorf, 2002, 143). Consequently, the Krippendorff’s Alpha 

calculated for this codebook is fairly high and suggests a very reliable coding scheme. For 

further information on the reliability of each segment of the codebook see appendix D.  

Although reliability is a necessity for validity, it does not guarantee validity (Krippendorff, 

2012, 279).  Hence, even though reliability of the presented codebook can be established, the 

subject of validity must be discussed. Validity as compared to reliability is concerned whether 

measurements of the relevant aspects to the research project are taken (Neuendorf, 2002, 

112). In order to achieve validity previous research on the tweets has been considered (see 

chapter 4.1.2). Nevertheless, one has to stress that merely two series have been studied and 

tweets for one respectively two episodes have been analyzed. Hence, the results of the content 

analysis must be reviewed as a case study and not as generalizable fact. Still, taking the high 

reliable coefficient, the large number of tweets coded and the careful assembling of the 
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codebook into consideration; one may recognize the validity of the study within certain 

boundaries. 

4.2 Qualitative Interviews and Survey 

In order to investigate the situation of tweeting and the motivation of tweeters a different 

approach was to be chosen. In order to identify important dimensions of the situation and the 

motivation to tweet, semi-structured interviews with tweeters who are identified by their 

behavior of tweeting during the airing of television series, have been carried out. Schrøder, 

Drotner, Kline and Murray (2003, 147) argue that qualitative interviews on reception of media 

allow the researcher to explore how recipients experience and make sense of their media 

consumption and understanding. A previous project has shown that tweeters feel more 

comfortable in their online environment; hence, tweeters have been approached on Twitter 

and given the opportunity to answer questions in a web based interview. Another advantage of 

employing interviewing techniques lies in elucidating the situation of tweeting while watching 

TV as well as the utilization of different devices that can be used to watch TV and or to tweet. 

After all qualitative interviews have been conducted; the results have been concentrated into a 

survey which was then distributed to a larger number of people. Interviewing and survey 

methods are commonly employed in reception studies and specifically in uses and 

gratifications studies, therefore this study will follow this path.   

4.2.1 Qualitative Interviews Implementation 

All in all six qualitative interviews have been carried out. Due to the difficulty to approach 

tweeters nearly all interviews have been conducted in different modes but of course been 

loosely based on the same questionnaire (see appendix F). All contact persons except for the 

expert have been approached using Twitter, however, the interview was then conducted in 

different modes according to the preferences of the tweeter. A small English-language open 

questionnaire has been programmed using the software Unipark. The link to the questionnaire 

has been sent to around twenty tweeters of which two responded and thus resulted in 

interview 1 and 2. Interview 3 has been conducted using the voice-over-IP service Skype. 

Also the webcam was used in this Interview so that both Interviewer and Interviewee were 

able to see each other. The interview took about half an hour and the researcher had the option 

to follow up directly when something was not clear. Interviews 4 and 5 have been conducted 

via e-mail. Both interviewees were sent a questionnaire in Microsoft Office Word format and 

they wrote their answers in the document. Both of the respondents said they would be willing 

to answer follow-up questions. 
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Further, an expert interview with the popular German online news magazine Spiegel Online 

(AGOF e.V., 2012) has been conducted and resulted in Interview 6. The culture department of 

Spiegel Online offers a live Twitter feed during the airings of Tatort. Through the expert 

interview it was possible to get a more inside media angle on the topic of Social TV and 

especially some interesting insights on the social TV market in Germany. A 30-minute phone 

interview has been conducted with the social media editor of Spiegel Online. The 

questionnaire has been slightly adjusted to grasp how other online media perceive tweeters 

behavior concerning tweeting while watching television and how other media try to take part 

in this trend.  

4.2.2 Survey Questionnaire 

The results of these interviews have been used to formulate a survey questionnaire. The 

method to formulate the question was to collect all the motivations and expressions of the 

interviewees, group them into similar topics and then condense them into a manageable 

number of statements (see appendix E). These statements have then been put into a 

questionnaire and survey interviewees were asked to say in how far they agree with each 

statement or whether they find it not applicable. Further, questions about television and 

Twitter usage as well as about sociodemographics have been asked (see appendix G for the 

entire questionnaire). This survey was programmed with help of the software Unipark. The 

link was distributed via Twitter and again presents a more quantitative approach in order to 

yield a more condensed, representative and descriptive account of the tweeters motivation. 

Möhring and Schlütz (2003) establish that surveys methods are appropriate for exploring 

complex media usage featuring the subjective evaluation, attitudes and interpretations of 

recipients. An internet based questionnaire has been programmed because this mode of survey 

is cost-efficient and allows for a fast and international distribution (Möhring and Schlütz, 

2003, 147). Especially the fact that online questionnaires are not depending on the location 

where the study is carried out, in this case Sweden, is vital as the questionnaire was 

distributed on Twitter, which is not bound to any country. A German and an English language 

questionnaire was drawn up to approach both speakers of the German and English language. 

Reviewing other studies such as by Chen (2011) show that distribution over other social 

networks such as Facebook may be helpful to yield at a good amount of responses. Further, 

incentives such as vouchers may be employed to raise the number of responses. This has been 

done in this survey as the participants got the chance to win a 50$ respectively € voucher. In 

contrast to a study conducted by Costello and Moore (2008), the questionnaire aims at 
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everyone who uses Twitter to tweet about a television series and not merely “fans” of that 

series. The results of the survey can then be statistically described. 

4.2.3 Survey Implementation 

The questionnaire was first directed to tweeters who write about TV series. These were 

identified by hashtags of different TV series. This method of distribution has proven to be 

difficult as Twitter categorized the numerous directing of tweets to different tweeters as 

“spamming” behavior and so repeatedly suspended the researcher’s Twitter accounts. An 

alternative method of distribution needed to be found and so instead numerous friends were 

asked to distribute the link via all kinds of social networks such as Twitter and Facebook. This 

of course constraints the validity of the survey results as not merely people showing the 

studied behavior are approached but all social network users. Further, merely 52 people 

answered the survey. Originally the aim was to find at least 100 respondents and the now low 

number of survey participants limits reliability and validity of the survey which will be 

elaborated below.  

4.2.4 Reliability and Validity Survey 

By using qualitative interviews and previous studies on recipients’ motivation to use certain 

media products as a source, it was hoped to ensure a high validity. This mixed method 

approach was chosen to evade the criticisms of the uses and gratifications approach narrated 

in chapter 3.1.6 by having interviewees identifying important motivational dimensions and 

complementing them through outcomes of previous studies. Moreover, the survey then 

allowed a larger group of recipients to evaluate the identified dimensions, therefore giving a 

more representative picture and counteracting the criticism on self-reported data. Further, as 

Ruggiero (2000) puts forward this approach allows studying a fairly new and complex new 

media environment and hence ensures validity by asking the actual users. Nonetheless, the 

low amount of respondents limits the validity as well as the reliability of this study as the 

obtained data might be skewed. The sample is fairly high-educated which may have an impact 

on the results. Nevertheless, the survey results will be used in this exploratory project and will 

still be able to provide some interesting insight into the situation and motivation to use Twitter 

while watching television series. 
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5 Results 

In the following section the results of this study will be reported. The results are structured 

according to the three posed research questions. First the content of tweets about “Homeland” 

and “Tatort” will be explored using mainly the results of the content analysis. Further, some 

survey results will be reviewed in regard to content. The situation of tweeting while watching 

TV series will be explored using survey results. Last, some central results of the qualitative 

interviews will be reviewed and the subsequent survey results narrated in order to provide an 

insight into the motivation to use Twitter while watching television series.  

5.1 Content of Tweets about “Homeland” and “Tatort” 

All in all 1038 tweets were analyzed. Of those 514 featured the hashtag “Homeland” and 524 

the hashtag “Tatort”.  

5.1.1 General Information about Tweet 

About 84% of the tweets were regular tweets and 16% retweets. 20% of the tweets were 

directed at someone and 3% featured a link. 

Overall 45% tweets were written by a male tweeter, 42% tweets came from female tweeters, 

2% tweets were written by an organization, and for about 12% tweets the gender of the 

tweeter was not identifiable. Due to the scarce number of organizational tweets merely the 

gender male and female will be taken into consideration from here on in order to test for an 

influence of the gender of the tweeter. 

5.1.2 General Content of Tweets 

In order to determine the general content of tweets, section C and E of the codebook (variable 

10-14 and 25) have been analyzed. The following table 1 demonstrates the frequencies for 

each general content variable. It is important to note that one tweet may encompass more than 

one of the below content categories. 

Table 1: General Content of the Tweets 

 
 

Status 

Update 

Information on 

TV Schedule 

Specifically 

related to series 

Expressing 

sharing aspect 

of Twitter 

Tweet about 

more than one 

show 

Yes 18% 4% 72% 9% 6% 
No 82% 96% 28% 91% 94% 
Total 100% 100% 100% 100% 100% 
n= 1038 



  5 Results 

24 

 

Table 1 demonstrates that most tweets (72%) are specifically concerned with the specific TV 

series. There is a large gap to the second most common general content of tweets which is a 

personal status update (18%). Rather rare are tweets expressing the sharing aspect of Twitter 

(9%), tweets about more than one TV show (6%) and Information on TV schedule (4%). If 

more than one series were mentioned, the mean is 2,33 (SD=0,84). 

To calculate a relation between different nominal categories the χ2-based, standardized 

measure of association Cramer’s V has been calculated. The advantages of this measure of 

association are that is it scaled and resistant against different table formats and varying 

number of cases (Diaz-Bone, 2006, 81). 

With a Cramer’s V of 0,07 (p<0,05) a weak relation between gender of tweeter and the 

general content of personal status update can be measured. So, there are more female tweeters 

(21%) than male tweeters (16%) giving a personal status update (see table 25 in appendix B).  

Furthermore, there is a weak indication for a relation between the gender of the tweeter and 

the general content variable “tweet specifically related to the series” with Cramer’s V= 0,06 

(n.s.). There is a small tendency for more male tweeters (74%) than female tweeters (68%) 

tweeting about the specific TV series.  

Moreover, the influence of series will be investigated. A highly significant, moderately strong 

relation between the content variable “tweet specifically related to the series” and the series is 

measurable with a Cramer’s V of 0,22 (p=0,00). Hence, there are more tweets about the series 

“Tatort” (81%) than “Homeland” (62%) concerned with specific content of the series.  

Table 2: Tweet specifically related to the Series cross-tabulated by Series 

 

Tweet specifically related to the Series 

 
Homeland 

n = 514 

Series 

Tatort 

n = 524 

Yes 62% 81% 
No 38% 19% 
Total 100% 100% 
n= 1038                                                                                                                                                                                                          
Cramer’s V = 0,22 p = 0,00 
 

Furthermore, there is a highly significant moderate relation with Cramer’s V of 0,12 (p=0,00) 

between the series and information about the TV schedule. There are highly significantly 

more tweets about the series “Homeland” (6%) than about “Tatort” (2%) concerned with TV 

schedule information (see table 26 in appendix B). 
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Last, there is a weak relation between the series and tweeting about the sharing aspect of 

Twitter with a Cramer’s V of 0,08 (p<0,01). More tweets about the series “Tatort” (12%) are 

concerned with the sharing aspect of Twitter than there are tweets about the series 

“Homeland” (7%) (see table 27 in appendix B). 

To summarize the above results, one can find that the series is more often identified as an 

influencing factor on the content variables than gender. As 72% of all tweets are specifically 

concerned with the respective series, this section will be looked at more closely in the next 

section. 

5.1.3 Content: Specifically Related to Series 

The following table 3 describes the content of those tweets which were specifically related to 

the series more detailed. For that purpose section D of the code book (variable 15, 17, 21 and 

24) was evaluated. Note that each tweet may fall into more than one of the categories below. 

Also, it is possible that neither of the variables is selected for a tweet. 

Table 3: Tweets specifically related to the Series 

 
 

Feeling towards 

the series 

Specific content, 

episode or leitmotif of 

series 

Production staff of 

the series 

Framework/ 

external aspect of 

the show 

Yes 10% 77% 11% 12% 

No 90% 23% 89% 88% 

Total 100% 100% 100% 100% 
n= 743       

The most common content of a tweet specifically related to the series is specific content, 

episode or leitmotif of series (77%). Much less common are tweets about the framework 

(12%), the mentioning of production staff of the series (11%) or expressing a feeling towards 

the series (10%). Below each category will be looked at more closely and possible influences 

on these discussed. The categories are discussed according to frequency, thus first the 

category which was applicable to most tweets and last the category attributed to the least 

number of tweets will be described. 

5.1.3.1 Content: Specifically Related to Series - Specific Content, Episode or Leitmotif 

of Series 

Generally, 77% of tweets which were concerned with the series are about the specific content, 

leitmotif or episode of the series. No influence of the gender of the tweeter or the series are 

detectable on the specific content, episode or leitmotif variable.  
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In order to grasp what tweets specifically concerned with the content, episode, or leitmotif of 

the series are about Table 4 gives an overview. Note that merely the main content of the 

tweets, so only one of the below categories was coded for each tweet. 

Table 4: Main Content/ Theme 

Main Content/Theme Frequency 

Quote 6% 
Name 5% 
Simple judgment/comment on a situation 39% 
Simple judgment/comment on a character/ a number of characters 49% 
Other 2% 
Total 101%* 
n = 575      * rounding error 

 

The most common content of tweets specifically concerned with the content, episode or 

leitmotif is a simple judgment or comment on a character (49%). The second most common 

content then is a simple judgment or comment on a situation (39%). Rather uncommon are 

quotes (6%), the mere mentioning of a name (5%) or other contents (2%). 

There is a strong relation between the series and the main content/theme of the tweet with 

Cramer’s V of 0,46 (p=0,00).   

Table 5: Main Content/ Theme cross-tabulated  by Series 

 

Main Content/Theme 

 
Homeland 

n = 241 

Series 

Tatort 

n = 334 

Quote 4% 8% 
Name 6% 4% 
Simple Judgment/comment on a situation 15% 56% 
Simple Judgment/comment on a 

character/ a number of characters 
72% 32% 

Other 4% 0% 
Total 101%* 100% 
n= 575                                                                                                                                                              * rounding error  
Cramer’s V = 0,46 p = 0,00 
 
 

The above results indicate that tweets about the series “Homeland” are more concerned with 

the characters of the series whereas the “Tatort” tweets judge rather on the actual situation. 

This result exemplifies that there seems to be a fundamental difference in topics of tweets 

specifically concerned with the series content which originates from the type of series. 

There is no significant influence of gender measurable on the main content/ theme. 
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Following, the type of comment will be analyzed, so whether the tweet specifically related to 

the content, episode or leitmotif of the series is referential, critical, mimetic, a mixture of 

these or neither. Table 6 exemplifies the frequencies.  

Table 6: Type of Comment 

Type of Comment Frequency 

Referential 43% 
Critical 29% 
Mimetic 10% 
Referential + Critical or Referential + Mimetic 1% 
Neither 17% 
Total 101%* 
n = 549      * rounding error 

 

Most common are referential tweets (43%). An example for a referential tweet is: “Watching 

#Homeland makes me want to learn Arabic join the CIA and just be a BAMF “. Second are 

critical tweets (29%). A good example for a critical tweet is: “Brody's son has to be the most 

worthless character in all of tv, right? #Homeland”. While the first example does not express 

awareness for the fictionality of the program and even relates it back to the actual world, the 

second tweeter clearly expresses that he or she is talking about a television character. Neither 

category were about 17% of tweets assigned. 10% of the tweets specifically related to the 

series content are mimetic. An example for a mimetic tweet is from Tatort: “That the stalker is 

wearing a dark hoodie in a light hotel is also kind of unlikely”. Here the tweeter clearly 

addresses an implausible situation that would not happen in real life. Rather uncommon were 

combinations of referential and other categories (1%). These results show that tweeters 

actually perceive the series as rather real and relate it back to their actual world in their 

tweets. 

There is a moderate relation of Cramer’s V 0,15 (p<0,05) between the gender of the tweeter 

and the type of comment. If only referential, critical and mimetic tweets are taken into 

consideration the relation between gender and type of comments is a little stronger with 

Cramer’s V 0,16 (p=0,01). Hence, women may have a stronger tendency to make referential 

comments whereas men are more likely to make mimetic comments.  
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Table 7: Type of Comment cross-tabulated by Gender 

 

Type of comment 

 
Male 

n = 248 

Gender 

Female 

n = 216 

Referential 37% 50% 
Critical 31% 27% 
Mimetic 14% 7% 
Referential + Critical or Mimetic 1% 2% 
Neither 17% 14% 
Total 100% 100% 
n= 464                                                                                                                                                                     
Cramer’s V = 0,15 p < 0,05 
 

These results indicate that female tweeters are actually more likely to perceive the series and 

characters as real. So, female tweeters are dreamier and more likely to be carried away by the 

series, imagining it as real whereas male tweeters on the other hand focus in their tweeting on 

questioning how realistic a series and the happenings on screen are.  

Furthermore, there is a strong relation between the series and the type of comment with 

Cramer’s V 0,44 (p=0,00).  

Table 8: Type of Comment cross-tabulated  by Series 

 

Type of comment 

 
Homeland 

n = 217 

Series 

Tatort 

n = 332 

Referential 68% 27% 
Critical 15% 38% 
Mimetic 3% 15% 
Referential + Critical or Mimetic 3% 0% 
Neither 12% 20% 
Total 101%* 100% 
n= 549                                                                                                                                                                                                              * rounding error 
Cramer’s V = 0,44 p = 0,00 
 

Table 8 and the strong relation between the series and type of comment indicates that tweets 

on the series “Homeland” are actually more likely to present the happenings and characters  of 

the TV series as real whereas tweets on the series “Tatort” are showing more awareness of the 

fictionality of the format and even question how realistic the happenings are. This may 

exemplify that “Homeland” has a larger ability to draw its audience into the plot and features 

superior dramaturgy –even in the tweets - while “Tatort” tweets remain realistic in the sense 

that the tweeters rarely allow themselves to be drawn into the story but instead remain critical 

observers. 
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Next the keying of referential comments will be analyzed.  

Table 9: Keying of Comment 

Keying of Comment Frequency 

Playful 46% 
Real 52% 
Neither 2% 
Total 100% 
n = 236 
       

Overall, almost half of the referential comments have a playful keying (46%), a little more 

than half feature a real keying (52%) and very little feature neither of the mentioned keyings 

(2%). An example for a playful keying from the series Homeland is: “I trust Max and Virgil 

more than I trust my own mother. #homeland“. This tweeter truly perceives the TV characters 

as real and even relates these to his or her own life. An example for a real keying is “Carrie 

Mathis is psycho #homeland” This tweeter addresses the TV character with her television 

character name but then merely states a simple judgment and does not make a connection to 

the real world. If merely playful and real keyings are taken into consideration, there is neither 

an influence of the gender nor the series measurable. This means that regardless of gender or 

series, tweeters that post referential tweets seem to be rather similar in their keying. This 

result indicates that the unifying attribute of tweeters here is not the series or gender but 

instead the fact that they write referential tweets. 

5.1.3.2 Content: Specifically Related to Series: Framework 

Overall 12% of tweets that are specifically related to the TV series are concerned with the 

framework or external aspect of the production such as music, title or production value. 

Neither gender nor the series was found to be an influencing factor on the mentioning of 

framework and external aspects. This is a surprising result in the regard that “Tatort” tweets 

commenting on the content of the series are more critical and realistic than tweets on 

“Homeland”, so one might assume the “Tatort” tweeters to generally focus more on external 

aspects of the series. Nevertheless, it has been proven that this is not statistically measurable.   

5.1.3.3 Content: Specifically Related to Series: Production Staff of Series  

Eleven percent of tweets specifically related to the series were about the production staff of 

the series. There is a moderately strong relation between the series and the mentioning of the 

production staff with Cramer’s V 0,25 (p=0,00). 

 

 



  5 Results 

30 

 

Table 10: Mentioning of an Production Staff cross-tabulated  by Series 

 

Mentioning of Production Staff 

 
Homeland 

n = 317 

Series 

Tatort 

n = 426 

Yes 2% 18% 
No 98% 82% 
Total 100% 100% 
n= 743                                                                                                                                                                                                              
Cramer’s V = 0,25 p = 0,00 
 

There are highly significantly more tweets about “Tatort” mentioning production staff (18%) 

than there are about “Homeland” (2%). This result is coherent with previously mentioned 

findings that tweets about “Tatort” are less often about characters and more likely to be 

mimetic. This result exemplifies that “Tatort” tweeters relate to the production staff of the 

series rather than to the characters, so commenting on the actual personal rather than the 

fictional character.  

While there is a highly significant weak to moderate relation of Cramer’s 0,10 (p=0,01) 

between the gender and the mentioning of production staff, this association vanishes for 

“Tatort" when the series is taken into consideration. For “Homeland” though one can detect a 

slightly stronger relation of Cramer’s V 0,13 (p<0,05). For the latter, one must realize though 

that the number of cases is fairly low (n=6). 

99% of these tweets are mentioning an actor or the cast and one percent is mentioning the 

author. More than half of the tweets mentioning the production staff express a neutral feeling 

(65%), about one fifth a negative feeling (21%) and even less a positive feeling (15%) (see 

table 28 in appendix B). 

There is a strong relation between the gender and the expressed feeling towards the 

production staff with Cramer’s V 0,32 (p<0,05). The significance of this relation vanishes for 

both series if the series is taken into consideration. Further, there is no influence of the series 

measurable. 

5.1.3.4 Content: Specifically Related to Series: Feeling towards the Series 

Overall 10% of the tweets expressed a feeling towards the series. Of the tweets that expressed 

a feeling towards the series, 82% expressed positive feeling and 18% a negative feeling. 

While gender did not have an influence on the expression of a feeling towards the series, the 

series itself had. With a Cramer’s V of 0,23 (p=0,00) a moderately strong relation between the 

series and the variable “Feeling towards the series” is measurable.  
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Table 11: Feeling expressed towards the Series cross-tabulated  by Series 

 

Feeling expressed towards the series 

 
Homeland 

n = 317 

Series 

Tatort 

n = 426 

Yes 18% 5% 
No 82% 96% 
Total 100% 101%* 
n= 743                                                                                                                                                                                                              * rounding error 
Cramer’s V = 0,23 p = 0,00 
 

Highly significantly more tweets about “Homeland” (18%) than about “Tatort (5%) featured 

an expression of a feeling towards the series. Hence, “Homeland” tweeters are more likely to 

express a sentiment towards their series and overall there seems to be a larger sensation with 

the series “Homeland” than with “Tatort”. 

The gender of tweeter did not have a measurable influence on the kind of feeling expressed 

towards the series. The series itself though had a very strong influence on the feeling 

expressed towards the series with a Cramer’s V of 0,67 (p=0,00), exemplified in table 13.  

Table 12: What Feeling expressed towards the Series cross-tabulated  by Series 

 

What feeling expressed towards the 

Series 

 
Homeland 

n = 58 

Series 

Tatort 

n = 29 

Positive 97% 37% 
Negative 3%  63%  
Total 100% 100% 
n= 77                                                                                                                                                                                                              
Cramer’s V = 0,23 p = 0,00 
 

There are highly significantly more tweets about “Homeland” (97%) expressing a positive 

feeling towards this series than there are about Tatort (37%). Again, this result indicates that 

“Tatort” tweeters are more critical towards the series they tweet about. “Tatort” tweeters are 

not afraid to criticize the series they watch whereas “Homeland” tweeters are almost without 

exception positive. Nevertheless, one should no overestimate this result due to the fairly low 

number of cases. 

5.1.4 Emotions 

Overall 21% of tweets featured the expression of an emotion. The most common emotion 

presented in tweets was “happiness”. All other emotions played a rather subordinate role. 

Second most common emotion expressed was “surprise”. “Anger” and “disgust” are third 

most commonly present in emotional tweets. Even fewer tweets contained the emotion 

“sadness”. Least common were the emotions “anticipation”, “fear” and “empathy”.  
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Table 13: Emotions 

 Anger Fear Sadness Happiness Disgust Surprise Empathy Anticipation 

Yes 8% 4% 7% 43% 8% 12% 4% 6% 
No 92% 96% 93% 57% 93% 88% 96% 94% 
Total 100% 100% 100% 100% 101%* 100% 100% 100% 
n= 213          * rounding error 

5.1.4.1 Influences on Emotions 

Generally, there is a highly significant moderate relation between the gender of the tweeter 

and the expression of a sentiment with Cramer’s V = 0,13 (p=0,00). More female tweeters 

(26%) than male tweeters (16%) express an emotion in their tweet. This indicates the rather 

stereotypical fact that women are more emotional than men - even on Twitter. For the specific 

emotions no influence of the gender is detectable.  

There is no significant influence of the series on the presence of an emotion measurable. 

Nevertheless, there is a significant moderate relation with Cramer’s V= 0,17 (p<0,05) 

between the series and the emotion “happiness”. There are significantly more emotional 

“Tatort” tweets (52%) presenting the emotion “happiness” than there are emotional 

“Homeland” tweets (36%). Additionally, there is a significant moderate relation between the 

series and the emotion “empathy” with Cramer’s V 0,16 (p<0,05). While only one percent of 

“Homeland” tweets featured the emotion “empathy”, seven percent of the emotional “Tatort” 

tweets presented the emotion “empathy”. Moreover, there is a significant, moderate relation 

of Cramer’s V 0,14 (p<0,05) between the series and the presence of the emotion “surprise”. 

Emotional tweets on “Homeland” (17%) feature more often “surprise” than emotional tweets 

on “Tatort” (7%). Furthermore, there is a tendency for a weak relation between the presence 

of the emotion “disgust” and the series with Cramer’s V 0,12 (n.s.). There are more tweets 

about “Homeland” (10%) than about “Tatort” (4%) featuring the emotion “disgust”.  

5.2 Results Survey 

The following section deals with results of the survey. First a brief description of the 

sociodemography of the survey participants will be given and the sample assessed. Then the 

research questions will be further explored. First, some reflections of what the survey 

participants think they mainly tweet about will be given. Then, the situation and experience of 

the situation of tweeting while watching television series will be described. Last, the 

motivation to tweet while watching TV series will be explored. Here, first some insights from 

the qualitative interviews will be reviewed and then the results of the survey reported. 
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5.2.1 Sociodemography 

All in all, 52 tweeters answered that they use Twitter while watching television series. Even 

though not all of these completed the survey, these 52 surveys will be used.  

The age of the tweeters ranges from 14 years to 58 years. The mean age is 26,59 (SD=9,25) 

and the median lies at 25 years. Hence, overall the sample is quite young which is not 

surprising as for instance young people in Germany are more active online (Ridder and Engel, 

2010, 526) and in social networks (Busemann and Gscheidle, 2012, 381). 31% of the 

participants are male, 48% are female and 21% did not specify their gender. 73% of the 

tweeters answered the German language questionnaire and 27% the one in English.  

The tweeters hold a variety of nationalities, most often German with 50%. The other 

nationalities include Brazilian, British, Finnish, Iranian, Lithuanian, Norwegian and Swiss. 

The sample of participants was comparably high educated. Table 14 exemplifies the 

frequencies of the education of tweeters. 

Table 14: Education Tweeters 

Education Frequency 

I am still in High School 12% 
High School Degree or Equivalent 5% 
Undergraduate Degree 15% 
Graduate Degree 39% 
PhD Degree 29% 
Total 100% 
n = 41  

So, overall, the sample is quite small and skewed towards higher education which certainly 

influenced the results. Nevertheless, the results provide some useful information and hints as 

to what one tweets about television series, how the situation looks like and what the 

motivations are. 

5.2.2 Reflections of Tweeters on the Contents of their Tweets 

A number of statements that tweeters rated on a scale of 1 – “does not apply at all” to 5 

“applies completely” were concerned with the content of tweets and what tweeters think they 

like to tweet about. Following, these statements will be reviewed. In order to concentrate the 

data, 1 and 2 have been combined to “does not apply”, 3 remains undecided and 4 and 5 

combines to “applies”. The results will then be compared to the results of the content analysis. 

One has to be aware though that the tweeters who answered the survey may not be same 

tweeters who delivered the tweets for the content analysis. Further, while the content analysis 
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focused on frequencies of certain tweets, the survey focuses on how tweeters themselves 

perceive their Twitter content. This may result in deviating results as tweeters may on the one 

hand be primed due to the prompted answering possibilities and secondly not fully aware of 

what they actually tweet about, e.g. having a different perception of their tweeting than what 

it actually is about. 

Illustration 1 demonstrates that tweeting about the plot of the series is actually to 41% not the 

most important tweet content to the participants of the survey. This is not consistent with the 

findings of the content analysis as there 77% of the tweets specifically related to the series are 

actually concerned with the specific content, episode or leitmotif of the series. Nevertheless, 

one has to be aware that for the content analysis one tweet is the unit of analysis and in the 

survey merely one tweeter is looked at. Further, tweeters may simply perceive other tweet 

content than the plot as more important to them and hence do not agree that the plot is of 

major concern in their tweets. Moreover, about 50% of participants in the survey agree that 

they like to quote from the series they are watching. However, the content analysis shows that 

quoting from the series plays a subordinate role. Hence, while the tweeters have the 

perception that they like to tweet quotes from the series, the content analysis proves that 

generally quotes are not that common. Almost half of the participants agreed that they like to 

mention an actor of the television series if they stood out in their performance (45%). The 

content analysis however showed that mentioning of production staff plays a rather 

subordinate role with 11% of tweets concerned with the specific series mentioning production 

staff.  

More than half of the tweeters believe that especially minor aspects of a TV series are 

sometimes taken up by the Twitter-Community (56%). This is an interesting finding not yet 

exposed in the content analysis. The perception of the tweeters here could give a clue about 

the dynamics and agenda-setting routine of Twitter. Compared to for instance TV critiques 

where a series or episode is discussed in its entity, Twitter may be able to provide room for 

discussion on the minor aspects.    

Furthermore, it seems that tweeters agree that they like to add humor to their tweets (63%) 

and that they like to be ironic in their tweets (50%). This seems to be an important aspect to 

the tweeters.  

About half of the tweeters cannot decide whether they are positive or negative in their tweets 

on TV series (54%). More tweeters however think they are negative (31%) than positive 
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(15%). 41% of the participants agree that it is important for them that they are critical in their 

tweets on TV series.  

One statement that did not find a majority for any alternative is whether or not the participants 

like to make fun of television characters. About a third each agreed (36%), neither nor (31%) 

or did not agree (33%). 

Illustration 1: Level of Agreement with Statements on the Content of Tweets 
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5.2.3 Situation of Tweeting while watching Television Series 

About half of the tweeters most often use the television set to consume television series 

(52%), a fewer number of tweeters uses a laptop or computer (46%) and a very small number 

of tweeters uses a smartphone (2%). 

Table 15: Device most often used to consume Television Series 

Device most often used TV Frequency 

Television 52% 
Computer/ Laptop 46% 
Smartphone 2% 
Total 100% 
n = 52  

More than half of the participants watch between one and seven hours of television series 

each week (54%). A little less than half of the participants watch more than 7 hours of 

television series each week (46%). 2% watch less than an hour of television series per week. 

See table 29 in the appendix for a more detailed overview. 

Most of the participants prefer to watch first time airings of television series alone (54%). 

About a third of tweeters do not have a preference of how to watch first time airings of 

television series (29%). The least number of participants prefers to watch first time airings 

with others (17%). 

The largest share of the tweeters most often uses a smartphone to tweet while watching 

television series (58%). Second most common is using a laptop or computer (31%). Rather 

rare are using a tablet (10%) or an iPod (2%). 

Table 16: Device most often used to tweet during the watching Television Series 

Device most often used for tweeting Frequency 

Smartphone 58% 
Computer/ Laptop 31% 
Tablet 10% 
iPod 2% 
Total 101%* 
n = 52                                      * rounding error 

Most of the participants have had their Twitter account for more than two years (69%), so are 

quite experienced using Twitter. About a fifth of participants have had their account for less 

than one year (19%).  
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Table 17:Tenure Twitter Account 

Tenure Twitter Account Frequency 

Less than 1 year 19% 

Between 1 and 2 years 12% 

Between 2  and 3 years 40% 

Between 3 and 4 years 15% 

More than 4 years 14% 

Total 100% 
n = 52 

Three of the statements the participants were asked to rate are concerned with the situation of 

tweeting. Again, the data was simplified using the previously employed scheme. 

Illustration 2 shows that the participants cannot agree on whether tweeting distracts them from 

the television program they are consuming. Each a third agrees with the statement, cannot 

clearly decide whether to agree or not and disagrees. 

Exactly when tweeters tweet while watching television does not become completely apparent. 

While 74% of tweeters disagree with the statement that they only tweet during commercials, 

54% of the participants also disagree with the statement that they tweet anytime during the 

airing. About a third agrees with the latter. Nevertheless, it seems like the actual trigger of 

tweeting while watching a television series was not asked for. 

Illustration 2: Perception of Situation of Tweeting while watching TV Series 
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5.2.4 Motivation to Tweet while Watching Television Series 

In order to now realize one of the main objectives of this study – to explore tweeters 

motivation to tweet about television series – different approaches are chosen. First, a brief 

account of the qualitative interviews which set the tone for the survey items will be reviewed. 

Then, the items concerned with the in chapter 3.1.5 identified dimensions – information 

seeking, entertainment and emotion, escapism, interpersonal utility and para-social interaction 

- formulated and complemented on the basis of the previously reviewed qualitative interviews 

will be looked at. Last, a factor analysis will be conducted to search for and identify other 

synergies within the items concerned with motivation and formulate factors to label the 

different reasons to use Twitter while watching television series.  

5.2.4.1 Qualitative Interview Results: Motivation  

The qualitative Interviews already suggested that the previously defined dimensions of 

general information seeking, entertainment and emotion, escapism, interpersonal utility and 

para-social interaction do in fact provide a successful backdrop to the motivations to use 

Twitter while watching television. The following account of the qualitative interviews should 

deliver an insight into the main themes and findings of the qualitative interviews.  

By far most common was the mentioning of interpersonal utility (see appendix E). All 

interviewees mentioned that socializing is a central aspect when using Twitter while watching 

TV series and also suggested some of the benefits of using Twitter while watching TV series. 

In interview 1 the interviewee states quite straight forward that the logic of the hashtag, and 

the opportunities this offers e.g. being able to engage in a conversation with other viewers, is 

what makes her tweet while watching TV series: 

“Because some series will put hash tags of what's happening and I can talk to other 

people that are watching the same thing” 

In interview 3 the interviewee mentions that Twitter enables him to be social while watching 

television without actually having to be social: 

“I hate when people talk to me during movies, and I hate when people talk to me 

during a tv shows. […] I can read it I think that is a little better, just a little bit better.” 

This kind of sociability and socializing that Twitter then offers to the interviewee is being 

social without actually being too social. What this means is that Twitter offers an opportunity 

to be social at a distance, not allowing others too come physically close but instead keeping 
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them in a way controlled by using a social network on a certain device as a mediator. This 

kind of socializing – socializing at a distance – plays a major role in the socializing items of 

the survey and should hence be kept in mind. 

Interviewee 2 mentions the mere fun she experiences when she is talking about the TV show 

she just watches and especially the gratification she earns from responses:  

“I just like talking about the shows I enjoy! It's pretty cool when people reply to you. 

Interacting with others about the show is fun, I like to discuss opinions and stuff.” 

In interview 4 it becomes apparent that sharing and connecting is a major motivational factor 

to tweet about television series. Furthermore, the specific benefit lies in the empowerment of 

the audience to give a real-time evaluation of the television content: 

“Basically to share my thoughts and connect with other people that are watching the 

same show, also to have a general idea on how the audience is perceiving the show.” 

Interviewee 5 interestingly remarks that for her the benefit of tweeting while watching 

television series is that it makes people go back to the simultaneous watching of television 

despite options such as video-on-demand similarly to how Morley (1988) describes watching 

television. She appreciates nostalgically that Twitter has brought back this mode of watching 

together and praises the fact that proximity is not anymore a determining factor: 

“Especially with ‘Tatort’ I know that there are a lot of people watching ‘with me’, in 

times of more flexible TV consumption thanks to video-on-demand, etc., I feel there 

is a return to watching at the same set time. We simply don’t sit on the same couch 

but instead spread over all of Germany.” 

Entertainment seems to be woven into these motivations. Interviewee 3 for instance mentions 

that he enjoys tweeting and thinks that others may enjoy what he tweets.  

Nevertheless, the qualitative interviews also hint to how Twitter allows them to handle their 

emotions. Interviewee 2 for instance states: 

“Also, if the drama is overwhelming, tweeting is a really fun way to release tension” 

Hence, Twitter can be used to handle and steer emotions that arise from watching a television 

program.  
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Interviewee 4 brings up the topic of information seeking. She argues that for certain genres of 

television series it can be very helpful to review what fellow tweeters tweet to ensure that she 

has all important information: 

“Definitely in series like Fringe and Revolution it helps to have other peoples input 

in little details, you might have missed.” 

Even the aspect of para-social interactions is raised by both interviewee 3 and 4 when they are 

asked to illuminate a tweet from the respective series they watch. They both say that 

comparing oneself to characters expresses how well the characters are constructed and at the 

same time that it is easy to relate to these on Twitter. 

Nevertheless, the interviews also brought up aspects not previously considered such as the 

habitualized use of Twitter while watching television. Especially interviewee 5 mentions that 

tweeting for her has become habit.  

What all of the interviews also exemplify is that you cannot make a clear distinction between 

certain motivations. One example of this is for instance interviewee 4 who says: 

“you get instant opinions of what people thoughts are about the show and it's funny 

to get people that share the same thoughts cos makes you feel connected, like the 

entire audience is in sync.” 

So, she not only mentions the socializing capacity of Twitter but also the informational value 

this can hold and the emotions which she then experiences. Hence, the previously defined 

areas of motivation may not be separate from each other but instead there might be further 

dimensions such as social information seeking. This is also proposed by the expert 

interviewee who mentions both socializing but also the stating of social information as a 

motivation to use Twitter: 

“On the one hand you take a stand through your tweets or you say somehow your 

opinion on certain topics or to the reception and thereby make it publicly available 

[…]. And on the other hand it is [pause] well, for most of them it is probably fairly 

nice to sit there and be able to have a conversation. Well, they would otherwise be 

sitting alone in front of the television screen, they don’t have anyone to talk to or 

exchange ideas with and do that on Twitter. In that regard it has of course a social 

function. And that does not mean that these people are lonely.” 
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What the expert points out is that experience of loneliness is not a motivational factor to use 

Twitter while watching TV series. While Perse and Rubin (1990) put forward that loneliness 

has an impact on recipients’ watching behavior, the expert here stresses that TV series 

tweeters are merely embracing the opportunities Twitter has to offer. So it seems that there 

are certain motivational factors simply brought about by the specific make-up of Twitter. 

Following, the items of the each of the four dimensions interpersonal utility, information 

seeking, entertainment and emotion, para-social interaction and escapism will be looked at 

more closely in this respective order. Last, the category of the newly raised dimension of 

habitualization will be reviewed together with escapism. The items have been recoded to the 

previously employed three step scale of “does not apply”, “neither” and “applies”. 

5.2.4.2 Motivation to Tweet: Interpersonal Utility/ Socializing 

Illustration 3 is concerned with the items that are about the interpersonal utility and 

socializing function of Twitter. There is broad agreement between the participants that they 

like their tweets about TV series to be retweeted (71%), that they like to interact with others 

on Twitter (68%), and that Tweeters actually like to imagine that other Tweeters also watch 

the same program at that moment (61%). About half of the tweeters agree that they feel 

connected to the series’ audience (47%). Merely about a third of the participants agree that 

they tweet about a specific series because they want other tweeters to recognize that they 

watch these (36%), that they find that getting in touch with production staff of the series is a 

great opportunity and that they prefer to have conversation on Twitter rather than none at all 

(30%). Rather uncommon is the motivational factor of gaining new followers through being 

active during the airing of TV series on Twitter (22%). 

These results indicate that socializing is in fact an important motivational factor to use Twitter 

while watching TV series. Especially connecting to other members of the audience seems to 

be important, more important than connecting to the series itself and its’ production staff. The 

opportunity of interaction with other audience members is hence a main reason to use Twitter 

while watching television series. The result that tweeters are not especially keen on gaining 

new followers or having other people see that they tweet about a specific TV series speaks for 

the previously mentioned socializing at a distance phenomenon. While it seems desirable to 

imagine that others are just now watching and interact with them in that moment, it does not 

seem too desirable to start a more long-term relation with others in the form of followers. 

Further, the perceived feeling of being connected to the audience speaks for a rather distanced 
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relation to the audience as a social network, so an intermediate platform, is utilized to 

experience a connection.  

Illustration 3: Items Interpersonal Utility/ Socializing 
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5.2.4.3 Motivational Factor: Information Seeking 

Information seeking is the motivational factor that receives the greatest levels of agreement. 

The fact that one gets information on how the audience is reacting to the series is a large 

benefit to the participants of the survey (85%/78%). Commonly the participants like to read 

what is produced in the hashtag of a series (80%), read about trending series (65%) and 

appreciate the empowerment received through Twitter of not having to rely on traditional-

critiques (50%). The only information seeking item that does not find large agreement is 

concerned with turning to Twitter when one misses or does not understand something in the 

series (33%). 

Illustration 4: Items Information Seeking 

 

These results speak for the fact, that while many of the qualitative interviews pointed to the 

high benefit of socializing on Twitter, information seeking is actually the main reason to use 

Twitter while watching television series. Certainly, these two motivational factors cannot be 

reviewed entirely separately as for instance the item “I like to get a general idea of what the 

audience is thinking about the television series by being on Twitter” features both components 

– interpersonal utility and information seeking. Further, one may argue that the kind of 

information tweeters seek has a social dimension. As the item that is concerned with actual 

fact-checking receives the lowest agreement rating of the information seeking items, one may 

conclude that tweeters are looking for a rather social kind of information such as feelings, 
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perception of the series, etc. So rather than being interested in facts on the series, tweeters 

seem to be interested in what other tweeters are thinking about the series. 

5.2.4.4 Motivational Factor: Emotion/ Entertainment 

Illustration 5 exemplifies that emotions and the enhanced entertainment experience is a 

motivational factor to use Twitter while watching TV series but not to all tweeters. About half 

of the tweeters agree that they tweet when they experience emotions (46%) and agree that 

they tweet when they experience anxiety or suspense (44%). More than a third agrees that 

tweeting enhances their entertainment experience (38%). Similarly the disagreement with the 

former three items is fairly low. Merely a third agrees that Twitter is a good medium to 

release emotions (28%). 

Illustration 5: Items Emotions/Entertainment 

 

Hence, emotions do play a role when it comes to tweeting while watching television but 

simply not for every tweeter in the same way. Further, one may conclude that Twitter is not 

necessarily a medium to steer emotions but instead to share and voice them. Hence, the 

emotions similarly to information seem to have a social dimension of letting others know ones 

feelings. 
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Para-social interactions do only provide a subordinate motivational factor. About half of the 
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the participants agree that they sometimes treat television characters on Twitter as if they 

were real people (20%), even less say that they compare themselves to TV characters on 

Twitter (10%) or that they tweet about how they would react if they were in a TV characters 

situation (5%). Interestingly, getting in touch with the actor rather than the TV character is not 

finding a high level of agreement either (30%). 

Illustration 6: Items Para-Social Interaction 

 

Thus, para-social interaction only plays a minor role to use Twitter. One has to grant though 

that para-social interactions are difficult to measure and acknowledged by the recipients. 

Therefore, para-social interactions should not be disregarded as motivation but instead 

alternative ways to measure these found. 

5.2.4.6 Motivational Factor: Habitualization and Escapism 

Whether or not tweeting has become a habit to Twitter users does not become entirely clear as 

most of the tweeters are undecided on the topic (55%). Nonetheless, a third agrees that 

tweeting has become a habit to them (30%) and thus indicates that habitualization is 

becoming a valid motivation to use Twitter. It will be especially interesting to ask this item 

again and observe the development.  

Escapism is here now presented in merely one Item “I usually tweet when I get bored during 

watching”. The agreement with this statement is fairly high (62%) and thus highlights the 

importance of escapism as a motivation.  
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Illustration 7: Items Habitualization and Escapism 

 

One has to keep in mind though that escapist behavior here is concerned with escaping the 

television watching not escaping reality by turning to a TV program as described in chapter 

3.3.3. One may argue that Twitter also triggers or enriches escapist behavior. Therefore, one 

might argue that also some of the emotion and para-social action items have escapist elements 

(e.g. “When I watch television series I like to tweet how I would feel when I was in a 
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The first factor focuses on items that are concerned with socializing, emotions, escapism, 

information and para-social interaction. Hence, there seem to be a variety of dimensions 

underlying this factor. One might argue that especially emotions play a large role in this factor 

as two emotional items are included. Further, the socializing item, the escapist item and the 

information seeking item may also have an emotional component as the longing for a 

conversation and the urge to escape the situation of watching may represent the desire to 

socially connect with others. Similarly the escapist and information seeking item also 

integrate a social component of wishing to connect with a larger group. One major component 

of this factor furthermore is expression. The first four items featuring the highest factor 

loadings all incorporate the action of expressing something - from engaging in a conversation 

to voicing of emotions. Only the last item which also shows the lowest loading on this factor 

is difficult to place with this factor as it is more concerned with how realistically TV series’ 

characters are perceived. Nonetheless, it also does not contradict the other items. One 

suggestion is that although there is a social wish to connect to others to share emotions and 

information, this wish of connecting stays within the boundaries outside the television series. 

So, while it is desirable to connect and share with tweeters, it is not with TV characters. 

Overall this factor may be labeled “Sharing and Social Connectedness at a Distance outside 

the TV series”.  

Table 18: Factor 1 “Sharing and Social Connectedness at a Distance outside the TV series” 

Motivational Items Factor 1 

I prefer to have a conversation on Twitter about what I am watching on television 

rather than having no conversation. [Socializing] 
0,988 

If the drama is overwhelming, tweeting is a good way to release tension. [Emotion] 0,987 
I usually tweet when I get bored during watching. [Escapism] 0,989 
When I am happy, surprised, angry, etc. because of something happening in the 

television series, I write that on Twitter. [Emotion] 
0,752 

I like to read tweets about trending series. [Information] 0,724 
I don’t think Twitter has an impact on how I see television characters. [Para-social 

Interaction] 
0,609 

Accounted for Variance in % 22,0 
Cronbach’s α for Indice 0,911 
Basis Online Survey Twitter and Television, n=52          

Principal Component Analysis with Varimax Rotation, KMO = 0,555 p = 0,000                                                                                                                                                                                                    

Explained Variance: 77,4% 
Factor loading of <0,5 have been suppressed in this visualization 

Scale from 1 to 5 (Level of Agreement) 

 

The interpretation of the second factor is more apparent. Merely interpersonal utility 

/socializing and information seeking and the item that contain both of these dimensions load 

on this factor. Hence, this factor represents the wish for socializing at a distance but also 

collecting information. This interplay between socializing and information may be combined 
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to longing for social information so the previously discussed desire for information that 

revolves around socializing and finding out what others think rather than seeking facts. This is 

coherent with the basic idea of social networks and especially Twitter to give room for the 

sharing of social information. Thus, this factor may be labeled “Social Information”. 

Table 19: Factor 2 “Social Information" 

Motivational Items Factor 2 

I like that I can get in touch with actors, directors and producers of the show and give 

them feedback. [Socializing] 
0,957 

I like to interact with others on Twitter about the television series I am watching. 

[Socializing] 
0,954 

I like to imagine that other tweeters are also sitting in front of the television, 

watching the series I am watching right now. [Socializing] 
0,808 

I like to get a general idea of what the audience is thinking about the television series 

by being on Twitter. [Socializing/Information] 
0,794 

I like to look through the hashtag of the television shows I watch.  [Information] 0,794 
Accounted for Variance in % 18,0 
Cronbach’s α for Indice 0,842 
Basis Online Survey Twitter and Television, n=52          
Principal Component Analysis with Varimax Rotation, KMO = 0,555 p = 0,000                                                                                                                                                                                                    

Explained Variance: 77,4% 

Factor loading of <0,5 have been suppressed in this visualization 
Scale from 1 to 5 (Level of Agreement) 

 

The third factor contains an item of each interpersonal utility/socializing, emotion and 

information. What these three items have in common is that they are all centered on the series. 

Further, one may argue that especially the informational item also has a social dimension. 

Similarly one may argue that the socializing item has an informational dimension as one 

wants to share certain information about oneself. Therefore, this factor seems to be concerned 

with exchanging social information on the TV series and thereby enhancing the television 

experience. This socializing and exchanging of social information on the series still represents 

items that emphasize distance. All in all, this factor may be labeled “Enjoyment/Social 

Information on Television Series”.  

Table 20: Factor 3 Enjoyment/Social Information on Television Series” 

Motivational Items Factor 3 

There are TV series where I want other people to see that I tweet about these. 

[Socializing] 
0,943 

I enjoy the TV series even more when I tweet about it. [Emotions] 0,942 
I want to read what other people think about the series and about what is happening. 

[Information] 
0,860 

Accounted for Variance in % 13,9 
Cronbach’s α for Indice 0,920 
Basis Online Survey Twitter and Television, n=52          

Principal Component Analysis with Varimax Rotation, KMO = 0,555 p = 0,000                                                                                                                                                                                                    
Explained Variance: 77,4% 

Factor loading of <0,5 have been suppressed in this visualization 
Scale from 1 to 5 (Level of Agreement) 
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The items that load on factor four are all para-social interaction items. Keeping in mind the 

results of chapter 5.2.4.5 one must remember that tweeters do not find themselves to be 

interacting much with television characters. Nonetheless, these three items correlate with each 

other to make up the factor “Para-social Interaction”. This does not mean that para-social 

interactions occur but instead that the items are representing one factor. The content analysis 

has proven that many tweets about the content of the series are indeed referential, so 

addressing characters and the situation as real. About half of these referential tweets contain a 

playful keying, so do in fact imagine a situation or character as real and relating it back to the 

real world. So, one suggestion would be to explore para-social interactions using content 

analysis. A further finding of the content analysis was that women are more likely to tweet 

referential tweets. With a bigger sample size one could explore the para-social interaction 

factor in regard to correlations with the gender of the participant. 

Table 21: Factor 4 “Para-social Interaction” 

Motivational Items Factor 4 

I like to compare myself to television characters in my tweets. [Para-social 

Interaction] 
0,835 

I sometimes treat characters from TV series on Twitter like they were real people. 

[Para-social Interaction] 
0,814 

I don’t think Twitter has an impact on how I see television characters. [Para-social 

Interaction] 
0,664 

Accounted for Variance in % 10,6 
Cronbach’s α for Indice 0,920 
Basis Online Survey Twitter and Television, n=52          

Principal Component Analysis with Varimax Rotation, KMO = 0,555 p = 0,000                                                                                                                                                                                                    

Explained Variance: 77,4% 

Factor loading of <0,5 have been suppressed in this visualization 
Scale from 1 to 5 (Level of Agreement) 

 

The fifth factor loads on items that contain information seeking, socializing and emotion/para-

social interaction. The common underlying theme of this factor seems to be communication. 

Three steps of the Twitter-communication process are incorporated: communicating what 

oneself feels, receiving a larger attention by being retweeted so having a “message/Tweet” 

forwarded and perceiving what others tweet. Hence this factor may be labeled “Twitter 

Communication”.  
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Table 22: Factor 5 “Twitter Communication” 

Motivational Items  Factor 5 

I like that I don’t have to rely on TV critics but instead get the review in real-time 

from Twitter. [Information] 
0,929 

I like to be retweeted from the tweets I write about what I am watching on the 

television screen. [Socializing] 
0,819 

When I watch television series I like to tweet how I would feel when I was in a 

character's situation. [Emotion/Para-social Interaction] 
0,792 

Accounted for Variance in % 7,8 
Cronbach’s α for Indice 0,844 
Basis Online Survey Twitter and Television, n=52          

Principal Component Analysis with Varimax Rotation, KMO = 0,555 p = 0,000                                                                                                                                                                                                    

Explained Variance: 77,4% 
Factor loading of <0,5 have been suppressed in this visualization 

Scale from 1 to 5 (Level of Agreement) 

 

The sixth and last factor includes an interpersonal utility/socializing item and the 

habitualization item. As the socializing item again expresses the urge of being connected to a 

larger group of viewers, this factor takes up the idea of socializing at a distance in a 

habitualized manner. Hence, this factor stands for ritualized socializing via Twitter. The factor 

may be labeled “Habitualized socializing at a Distance”. 

Table 23: Factor 6 “Habitualized Socializing at a Distance” 

Motivational Items Factor 6 

For me tweeting while watching television has become a habit. [Habitualization] 0,833 
Being on Twitter while watching television series makes me feel connected to the 

series’ audience. [Socializing] 
0,768 

Accounted for Variance in % 5,1 
Cronbach’s α for Indice 0,618 
Basis Online Survey Twitter and Television, n=52          
Principal Component Analysis with Varimax Rotation, KMO = 0,555 p = 0,000                                                                                                                                                                                                    

Explained Variance: 77,4% 

Factor loading of <0,5 have been suppressed in this visualization 
Scale from 1 to 5 (Level of Agreement) 
 

The six extracted factors are “Sharing and Social Connectedness at a Distance outside the TV 

series”, “Social Information”, “Enjoyment/Social Information on Television Series”, “Para-

social Interaction”, “Twitter Communication” and “Habitualized socializing at a Distance”. 

These can now be used to explore differences of usage between the different gender, age 

groups, educational levels or nationalities. However, is has been refrained from calculating 

any of these due to the small sample size.  
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6 Interpretation and Discussion of Results 

As previously done in the description of results, the interpretation is structured according to 

the three research questions. First, the content of tweets will be evaluated, then the situational 

aspects of tweeting while watching television assessed and last motivations to use Twitter 

while watching television series explored. 

6.1 What are the tweets about 

As a reminder, the first research question is concerned with what tweeters publish and talk 

about on Twitter about the television series “Homeland” and “Tatort” during the airing of 

these programs. 

The content analysis has shown that the main topic of tweets featuring the hashtag 

“Homeland” and “Tatort” is specifically related to the content of the series. Rather rare are in 

comparison status updates of what the tweeter is doing at the moment. Hence, the tweeting 

about these television series is taken Twitter’s original question of “What’s happening?” to be 

“What’s happening on the screen?”. Similarly tweets that are specifically related to the series 

do in fact most of the time feature information or thoughts on the specific content, episode or 

leitmotif of the series and therefore truly give an answer to the question “What’s happening 

on the screen?”.  

Furthermore, the tweets on television series are rarely featuring more than one television 

series. This again indicates how focused tweeters are in their tweets about television. Hence 

one can draw the conclusion that if tweeters tweet about a television series, they prefer to 

tweet specifically about that one program. 

About a fifth of the tweets were expressing a feeling or an emotion. Thus, one use of Twitter 

may be the stirring, releasing and sharing of emotions during watching. Even though only 

about a fifth of the tweets were featuring an emotion, this result still indicates a rather central 

use of Twitter while watching television series. Furthermore, emotions and the reasons for 

their presence in tweets will be discussed in regard to the motivations to tweet while watching 

television series.  

6.1.1 Influences on Tweet Content 

The results sections indicates that the most common and crucial influence on the content of 

tweets concerned with TV series is the series itself. There are numerous categories which are 

weakly to strongly influenced by the series itself. While one now cannot say whether it is the 
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actual genre, content, producing structure or even origin of series which is influencing this, 

one can draw the conclusion that each series seems to have something special and appealing 

to write about.  

While generally there are more tweets about “Tatort” than there are about “Homeland” 

specifically related to the series, these specifically to TV series related tweets differ in their 

main focus. The results indicate that for “Tatort” it is much more common to tweet a 

judgment on a situation rather than a character, whereas in “Homeland” comments on 

characters are more common. Interestingly, the mentioning of production staff is much more 

common for tweets about “Tatort” exemplifying the fact that “Tatort” tweeters are rather 

commenting on the actual actors than the fictional characters. Looking at the type of comment 

made about specific content, episode or leitmotif of a series one finds referential tweets to be 

more common for “Homeland” and mimetic tweets more common for “Tatort”. Taking all of 

these small outcomes together one may argue that the “Tatort” Twitter-Community is more 

realistic than the “Homeland” Twitter-Community. It seems that “Tatort” tweeters do in fact 

distinguish more between the fictionality of the format and hence question the series in that 

regard, whereas the “Homeland” tweeters take characters and situations to be more relatable 

and do not differentiate that much between reality and fiction. This demonstrates that 

“Homeland” as a series is more successful in truly captivating their audience within the series 

so that they are not able to differentiate anymore between fiction and reality. This then 

becomes visible in the tweets on “Homeland” as they are overall more likely to be referential 

and less likely to be about for instance production staff. The production value and dramaturgy 

may allow for tweeters to become so drawn-into the plot that they are not willing or able to 

come out of this mode of reception - not even for their tweeting. For “Tatort” however it 

seems that the plot is not exciting enough to accomplish this. Instead the tweeters remain 

outside the story, observe every detail and judge whether these are realistic or not. Hence, the 

tweets about the content of the series allow assessing the production value and dramaturgy of 

each series. Another possible explanation is the different producing structure. “Tatort” is a 

product of a public broadcaster, so technically funded by the broadcasting fee payer. This fee 

payer might be a little more interested in what kind of television his or her fee pays for. 

“Homeland” on the other hand is cable channel series, so generally rather a quality TV 

product. This difference in producing structure may therefore also have effect on the tweets 

published about the series. While the tweets on “Homeland” are having a rather praising tone 

which is also visible in the high number of positive feelings expressed towards this series, the 

tweets on “Tatort” are more critical. 
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A rather weak influencing factor on tweet content was gender. There were rarely moderate 

influences of the gender and if so they mostly vanished when the series was kept controlled. 

Interestingly though the expression of an emotion was moderately strong influenced by the 

gender of the tweeter. With certainty one can say that female tweeters are more likely to 

express an emotion in a tweet. So, female tweeters perform rather gender-stereotypical 

tweeting by being more emotional in their tweets than male tweeters are. Additionally, there 

is a weak indication that female tweeters tweet more personal status updates. Taking this into 

consideration, female tweeters may be more interested in sharing social information of what 

they are doing and feeling.  

6.1.2 Tweeters’ Perception of What They Like to Tweet during TV Series 

Interestingly tweeters have a slightly different perception of what they like to tweet about than 

what they actually tweet about according to the content analysis. Here one has to remember 

the previously discussed differences in the sample as well as method of measuring. As the 

survey is more concerned with what Tweeters like to tweet about rather than what they actual 

tweet about, the differences in frequencies and perception may simply result from the 

difference in measuring. Further, priming of survey participants may have skewed the results. 

Tweeting about the actual plot of the series is not the major concern to the tweeters according 

to the survey and yet the content analysis shows high frequencies of series and especially plot 

related tweets. This exemplifies that tweeters may have a differing perception of what their 

tweets are mainly about. Another explanation is that while tweeters may be tweeting plot-

related they may find the major focus to be something else. Similarly the number of quotes 

and mentioning of production staff is fairly low even though tweeters do according to the 

survey like to tweet quotes and about the production staff. Tweeters further find that little 

aspects of TV series find large attention on Twitter. This may exemplify the unique features 

and opportunities offered by the use of Twitter. Last, tweeters agree that they like to add 

humor and irony to their tweets. This speaks for the fact that they like to evoke emotions such 

as happiness or cheerfulness in fellow tweeters. 

6.2 Situation of Tweeting 

The second research question deals with the situational aspects of tweeting while watching 

television series. Recipients who tweet while watching television series typically watch in 

front of the television set or a computer/laptop. Their tweeting for the most part happens on a 

smartphone or computer/laptop. Coming back to concept of social TV and the remarks of 
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Shin (2013), the use of the different devices and especially the preference for the smartphone 

for using Twitter while watching television series suggests that Shin’s (2013) concern of 

missing integration of devices altering the Social TV experience can be refuted. The survey 

results suggest that tweeting during the airing of TV series happens on a second screen, e.g. 

the smartphone. 

The survey results also suggest that recipients who tweet during the watching of television 

series are not necessarily heavy users of television series but instead for the most watch a 

reasonable amount of one to seven hours of television series each week. Furthermore, the 

majority of tweeters like to watch first time airing episodes of television series alone. To 

summarize the social context of tweeting while watching television series one may conclude 

that the situation is characterized by solitude. Comparing this conclusion to Morley’s (1988) 

account that one’s household sets the social backdrop to television viewing, one may now 

conclude that the experience of sociability has changed and is not depending on proximity. 

While Perse and Rubin (1990) concluded that loneliness is a factor that triggers habitualized 

TV viewing, Twitter seems to be able to change the recipient’s options to socialize and 

thereby contests their conclusion. As Pagani and Mirabello (2011) put forward, Twitter allows 

the experience of watching together without being close in a proximal sense. 

The specific timeframe when tweeters tweet while watching television series does not clearly 

come out. Nevertheless, it becomes apparent that the simultaneous use of Twitter and 

watching television series is central. As Ferguson (2012)  and McPherson et al. (2012) 

proposed there is relapse to the TV schedule meaning one has to sit in front of the television 

at a certain time in order to become a part of the Twitter conversation.  

Furthermore, the results suggest that the TV experience as such is altered. The possibility of 

instantly knowing peoples reaction to a program is perceived as a new advantage in the 

survey. Whether tweeting distracts or allows for a better focus is not concluded  

Interestingly, one change brought about by Twitter seems to be becoming aware of TV series 

and watching them because of Twitter. The survey suggests that a series becoming a trending 

topic on Twitter is a reason to turn on the television for a specific series. In future studies one 

may consider the decisional utility previously discussed as a motivational factor for watching 

television (Palmgreen, Wenner and Rayburn, 1980, 169) provided by Twitter. Furthermore, 

one can conclude that Twitter becomes a valuable marketing and image-building component 

for television series. 
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6.3 Motivation to Tweet 

Last, answers to the third research question “What kind of motivations do tweeters have to 

tweet while watching television series?” shall be given. 

Taking the qualitative interviews and the subsequent survey results into consideration one 

finds that the two major reasons to turn to Twitter while watching television series are 

interpersonal utility and information seeking. 

Revising the previously defined dimension of interpersonal utility one finds that socializing 

on Twitter operates at a distance and is short-termed. The socializing is kept within certain 

boundaries and while there is a desire to connect with others in the moment of watching, there 

is not to build a long-term relationship of “following”. Furthermore, the factor analysis 

revealed that this distanced socializing might already becoming a habitualized mode of media 

consumption. 

The factor analysis has further successfully revealed that the interpersonal utility and 

information seeking dimensions are first of all not independent from each other and secondly 

not independent from other dimensions such as emotions and escapism.  

Reviewing the frequency distributions and the first factor one finds that one motivation to turn 

to Twitter is made up of a combination of dimensions which result in the longing for social 

connectedness by sharing emotions, receiving information and escaping the situation of 

purely watching. This is coherent with the findings of Wohn and Na (2011) who emphasize 

the need to connect to a larger group. Also this study suggests that the feeling of being 

socially connected to the audience plays a vital role in terms of motivations to use Twitter 

while watching TV series. Further, this social connectedness while experienced at distance by 

being mediated via Twitter still takes place in reality and is not concerned with connecting to 

television series characters. Furthermore, one conclusion on motivational causes is that 

tweeting about emotions stems from a social wish to connect with others and express 

emotions for them. So in contrast to Zillmann (1988) and Knobloch-Westerwick (2006) the 

motivation of tweeting emotions does not solely rely on the wish to manage or adjust 

emotions, but instead to share these with others. One explanation for this is that a social 

micro-blogging site such as Twitter and the simultaneous use of this and television series 

results in actively sharing emotions on Twitter rather than simply perceiving the television 

series and the according Twitter flow. The active use of Twitter may invite for sharing of 

emotions rather than merely perceiving these. Hence, exchange of emotions is the 

motivational factor to turn to Twitter. 
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Secondly one motivation revealed is the urge for sharing and receiving social information. 

While the collecting of factual information on the television series plays a subordinate role, 

the collecting of social information, so about what the audience is thinking about the series 

and how they perceive it, plays an important role. Hence, the study identified a new 

motivational factor which is triggered by the unique set up of the social network Twitter: 

exchanging social information. This is also coherent with the findings of McPherson et al. 

(2012) who suggest that a central use of Twitter during the airing of “Glee” stems from 

sharing of thoughts and understanding of the series. Similarly this study finds that tweeters 

want to share their interpretation with other members of the audience.  

Furthermore, the factor analysis revealed communication to be a motivational factor. So, the 

opportunity of sending, receiving and being forwarded with what one tweets makes up a 

motivation to use Twitter. While loading on a variety of dimensions, this factor exposes 

Twitter as a communication tool. So, revisiting the previous three findings, one can conclude 

that tweeting while watching television series also has a self-serving motivation meaning that 

certain motivations merely arise because of the unique features of Twitter. 

A further factor revealed is the tweeting about the TV series as such. Hence, one motivation 

stems from the need to share with others that one is watching a specific television series, 

reading what others write about a specific TV series and thereby enhancing the television 

experience. So, in contrast to the first three findings there are also motivations not merely 

depending on the opportunities offered through the new medium Twitter but also focuses on 

the TV series as such. The interplay of the two media results in an enhanced television 

experience. Coming back to the in chapter 3.3 raised concept of entertainment one may 

conclude that exchanging social information on the specific series is refining the 

entertainment experience. 

While para-social interactions have not been found to be very popular among the survey 

participant they still provide a motivational factor. Especially the content analysis has 

revealed that tweeters do in fact focus on television characters and even make referential 

comments about these. Hence, one should review the mode of exploring para-social 

interactions. As the tweets themselves contain quite a lot of information on how a tweeter sees 

a character one may consider measuring para-social interactions in a content analysis. As in 

content analysis the material so the tweets are non-reactive one does not receive socially 

desirable responses on the topic of para-social interactions but instead truthful insight.  
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7 Conclusion 

In conclusion this paper has successfully proven that the uses and gratifications approach is a 

suitable backdrop to study recipient behavior when it comes to new and intersecting media 

environments. Nevertheless, one has to acknowledge that this study goes beyond mere uses-

and-gratifications by studying situational aspects of tweeting while watching television series 

and further by taking the Twitter content into consideration.  

Moreover, the study has given some insight into how to approach Twitter, tweets and 

tweeters. It was revealed that retrieving of tweets must be carefully planned and according 

software utilized. Further, approaching of tweeters for interviews has been found to be more 

successful when they are allowed to stay within their online habitat.  

To summarize the main findings of this study one can conclude that Twitter content on 

television series is indeed concerned with the television series as such. This is the first study 

that has compared Twitter content on television series from two different countries and 

successfully shown that there is large potential for comparing media products from different 

countries in regard to their Twitter feed. While different genres provide an interesting angle 

on studying Twitter content, foremost the comparison of two different Twitter language 

worlds has been very interesting.  

Looking at the two cases presented in this study one finds that tweets about the German 

television series “Tatort” are more realistic and critical than the tweets about the US-

American series “Homeland”. One possible explanation is that “Homeland” is simply the 

more exciting series where recipients are easily drawn-into the plot and hence don’t 

differentiate between reality and fiction in their tweeting. Gender has been a relevant 

influencing variable on emotional tweeting and sharing of personal status updates. Hence, 

female tweeters are more likely express a feeling in their tweets. Whether emotions and 

exchange of social information are larger motivational factors to female tweeters in general 

may be resolved in a larger project. 

Furthermore, the content analysis has proven that tweets, although made up of a maximum of 

140 characters, actually do contain a lot of valuable information. Hence, tweets should be 

considered as a source in media reception studies. The potential of studying the phenomenon 

of para-social interactions is one of the possibilities offered.  

Reviewing the situational aspects of tweeting while watching television, the study has found 

that tweeting while watching television happens on a second-screen. Another interesting 



  7 Conclusion 

58 

 

finding is that tweeters experience watching together in a different fashion. Even though they 

prefer to be alone in front of the television set when watching first-time airings of TV series 

they experience social connection via Twitter. Furthermore, tweeting while watching 

television is not only practiced by heavy television series users but instead by those who now 

and then watch a television series. Hence, there is not necessarily a fan-cult involved in 

tweeting about television series, even though of course also fans may tweet. Moreover, there 

is a relapse to live viewing because of the preference to use Twitter. Twitter furthermore can 

provide a useful tool for making decisions on whether one wants to watch a certain TV series 

and hence may also be employed for marketing purposes. 

The two major motivations to use Twitter while watching TV series are socializing at a 

distance as well as exchange and gathering of social information. So, while tweets on the two 

studied television series are mainly about the TV series itself, tweeters are interested in what 

others have to say about and think about this as well as feel while watching this television 

series. Nevertheless, this social information seeking is not one sided but instead there is an 

interest to also give information on how oneself perceives a program. So, instead of social 

information seeking there is a wish to exchange social information. This motivational factor 

plays of course to the strengths of the social micro-blogging site Twitter as the simple 

question to answer in a tweet is “What’s happening”. Also the motivational dimension of 

emotion is woven into this motivational factor as sharing ones feelings is also part of social 

information exchange.  

So overall emotions play a moderate role as a motivational factor to turn to Twitter while 

watching television series. This is in accordance with the results of the content analysis where 

emotions were found to be present in a reasonable number of tweets. Especially the sharing 

and exchanging of emotions is an important motivational factor to the tweeters. 

There are further motivational dimensions identified in this study. One is the habitualized 

experience of socializing at a distance. Further, also the exchange of social information on the 

television series as such plays a role. Last are the unique communication opportunities 

provided by Twitter which serves as a motivation to use Twitter while watching television 

series.  

Overall, this study has established that tweeting while watching television series is a 

fascinating topic to study in reception analysis and will without a doubt be interesting in the 

future. Content of tweets, situation of tweeting and motivation to tweet while watching 

television series will certainly evolve over the next years. 



  8 Limitations and Potentials 

59 

 

8 Limitations and Potentials 

This study has proven that twitter content, situational aspects of tweeting while watching 

television series and the motivations to tweets provide an interesting and challenging subject 

to study. However, especially the low number of survey respondents puts extensive 

constraints on the study. While online surveys are indeed a suiting method to study an online 

social network such as Twitter, the survey distribution technique should be reworked. As the 

Twitter account of this researcher has been suspended numerous times when the survey link 

was sent out, it has become evident that a single person cannot single-handedly spread the 

questionnaire. For future research projects in the area it is hence suggested that tweeters who 

show the studied phenomenon or organizations that encourage the studied phenomenon are 

contacted and asked to spread the link via their Twitter account. As especially organizations 

such as television networks or accounts of television series have a large number of followers, 

it can thereby be ensured that the link reaches many possible participants who actually show 

the studied phenomenon. Therefore, the validity of the research project is also increased by 

this measure. So, by spreading the survey link wider and to more tweeters also more valid and 

reliable results can be obtained. 

Furthermore, a greater sample would allow for exploring differences in usage of age, gender, 

education, etc.  Additionally, it could be explored whether certain motivational factors such as 

exchange of social information or para-social interactions as was hinted in this study are more 

attractive motivational factors for certain groups. Further, psychographic dimensions should 

be measured to truly explore the social and psychological origins of motivations.   

Future studies may also take a larger scope concerning the content analysis by incorporating 

more than two series to fully discover Twitter content about television series. It has been 

successfully proven that the series provides to be a large influencing factor. So by increasing 

the number of series one would strive for a more representative picture of Twitter content on 

television series. 
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Appendix B – Tables 

 

Table 24: Series cross-tabulated by Gender 

 

Main Content/theme 

 

Male 

n = 464 

Gender 

Female 

n = 434 

 

Organization 

n=19 

Homeland 41% 62% 16% 
Tatort 59% 38% 84% 
Total 100% 100% 100% 
n= 917                                                                                                                                                                       

Table 25: Personal Status Update cross-tabulated by Gender 

 

Personal Status Update 

 
Male 

n = 464 

Gender 

Female 

n = 434 

Yes 16% 21% 
No 85% 79% 
Total 101%* 100% 
n= 898                                                                                                                                                                                          * rounding error                                                                                                                                                                        
Cramer’s V = 0,07 p < 0,05 
 

Table 26: Information about the TV Schedule cross-tabulated by Series 

 
Information about the TV Schedule 

 
Homeland 

n = 514 

Series 
Tatort 
n = 524 

Yes 6% 2% 
No 94% 99% 
Total 100% 101%* 
n= 1038                                                                                                                                                                                                            * rounding error 
Cramer’s V = 0,12 p = 0,00 
 

Table 27: Tweeting about the Sharing Aspect of Twitter cross-tabulated by Series 

 

Tweeting about the Sharing Aspect of 

Twitter 

 
Homeland 

n = 514 

Series 

Tatort 

n = 524 

Yes 7% 12% 
No 93% 88% 
Total 100% 100% 
n= 1038                                                                                                                                                                                                             
Cramer’s V = 0,08 p < 0,01 
 

Table 28: Feeling towards production staff 

Feeling towards production staff Frequency 

Positive 15% 
Negative 21% 
Neutral 65% 
Total 101%* 
n = 78      * rounding error 
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Table 29: Time devoted to watching Television Series per Week 

TV Series Usage per week Frequency 

Less than 1 hour per week 2% 
Between 1 and 4 hours per week 29% 
Between 4 and 7 hours per week 25% 
Between 7 and 10 hours per week 12% 
Between 10 and 13 hours per week 10% 
Between 13 and 16 hours per week 12% 
Between 16  and 19 hours per week 6% 
19 hours or more per week 6% 
Total 102%* 
n = 52 

 
Table 30: Preference watching First Time Airings Television Series 

Preference watching television series  Frequency 

Alone 54% 
With others 17% 
Neither/ No preference 29% 
Total 100% 
n = 52 
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Appendix C – Codebook 

Codebook ”Twitter – TV Content” 

Data: The Data must be prepared after retrieved with the software “The tweet archivist”. 

Tweets that only contain #’s or merely gibberish signs will be deleted from the sample. Also, 

tweets that have been generated with the help of a software (e.g. Get Glue) and do not contain 

any content except for the information provided by the software, e.g. “I am watching 

Homeland on GetGlue”, or that are not in English or German will be excluded. Once the data 

has been revised, it will be looked at with the help of the following codebook. 

Unit of Analysis: A tweet will serve as the unit of analysis. All information, so the 140 

characters of the tweets itself, as well as who is tweeting can be retrieved using this unit of 

analysis. For Further information on the tweeter, the profile information on Twitter will be 

used 

A General Information 

1. ID Number 

Record id number   

 

 

 

 

2. Date & Time of Tweet 

Record date and time of the tweet in YYYY-MM-DD HH format 

 YYYY-MM-DD HH 

  

 

3. Type of Tweet 

Record if it is a normal tweet, retweet or unidentifiable (If it is a comment on a RT, code 01) 

Regular Tweet 01 

Retweet (begins with RT) 02 

 

4. Directed at someone specific 

Record if the tweet features an @someone  

Features @someone 01 

Does not feature @someone 02 

 

5. Link 

Record if there is a link presented in the tweet  

Link Present 01 

No Link Present 02 

 

6. # Series 

Record which # this tweet features 

#Tatort 01 

#Homeland 02 
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If 01 (Variable 6), code 7, If 2 continue with Variable 8. 

 

7. # Tatort 

Record which city the Tatort was set in. 

Hamburg 01 

Leipzig 02 

Münster 03 

 

B Tweeter 

 

8. Tweeter 

Record the person who Twittered the message  

String  

 

9. Gender Tweeter 

Record the gender of tweeter (by looking up the name, picture and account info on Twitter), the 

gender is thereby assigned to the tweet  

Male 01 

Female 02 

Organization 03 

Unidentifiable 99 

 

C Content 

 

In the following section general content can be recorded. Using a dichotomous scale of “yes/no” each 

and every variable can be utilized to judge the content of the tweet. 
 

10. General content: Status Update 

Record whether the tweet is a status update. A status update is a tweet concerned with what the 

person is occupied or doing right now, it does not have to be about watching but concerns anything 

the person is physically doing (e.g. I'm watching xyz, I’m almost home to watch TV Show XYZ, etc.) 
Yes 01 

No 02 

Unidentifiable 99 

 

11. General content: General Information on TV/Streaming Schedule 

Record whether the tweet contains general information on the TV/streaming schedule. This variable 

is concerned with tweets  that revolve around the fact that the series is running now/today etc, so 

does not have a personal dimension, dates, weekdays etc. may be mentioned frequently in this  (e.g. 

TV Show xyz is on now, Time for TV Show XYZ) 

Yes 01 

No 02 

Unidentifiable 99 

 

12. General content: Tweet specifically related to the series 

Record whether the tweet is specifically related to the series. The tweet has a specific reference to the 

show, its contents and/or production staff. 

Yes 01 

No 02 

Unidentifiable 99 

 

 

 



  Appendix C – Codebook 

VIII 

 

13. General content: Tweet expressing the sharing aspect of Twitter 

Record whether the tweet is expressing the sharing aspect of Twitter. Here tweets should be captured 
that specifically address other followers of Twitter and the specified series, this may be done asking 
questions to the community, giving advice to the community, etc.  (e.g. I can't believe no one on my 
timeline has exclaimed WAAADDEEE yet. Are you guys ok? #hartofdixie) 
Yes 01 

No 02 

Unidentifiable 99 

 

14. General content: Tweet about more than one show 

Record whether the tweet contains information about more than one show. Here tweets that address 

more than one TV show should be captured (e.g. Wish my life was exciting like in #tvd #hartofdixie 

and #emilyowens) 

Yes 01 

No 02 

Unidentifiable 99 

 

Note that the following variables correspond to the recordings in variable 10-14, so not every of the 

following variables must be recorded for every tweet. 

 

D More detailed content (Variable 12, category 01 - yes) 

 

According to what has been recorded in section C, following a more detailed capturing off the content 

can be accomplished.  

15. Tweet specifically related to the series: Feeling towards the TV Series 

Record whether the tweet encompasses an expression of a feeling or emotion towards the show (e.g. 

#HartOfDixie looove this show!!, omg omg omg #hartofdixie #yayyy,  
Favorite Show!! :)) 
Yes 01 

No 02 

Unidentifiable 99 

 

If 01 (Variable 15) yes record record 16, if not continue with variable 17. 

 

16. Feeling towards the TV Series 

Record whether the feeling towards the show is positive, negative or unidentifiable 

Positive Positive vocabulary such as “love” or “favourite”  is utilized, or 

the expression “yay” as an indicator of positive feeling 

01 

Negative  Negative vocabulary such as “hate” or “worst” is utilized 02 

Unidentifiable  99 

 

17. Tweet specifically related to the series: Tweet related to the specific content, episode or 

leitmotif of #TV series 

Record whether the tweet is addressing the actual series, this episode or a general leitmotif of the 

show (e.g. Wahoo!  Lets see what happens in Bluebell tonight!, Who's gonna win the mayoral 
election? Lavon Hayes or Ruby Jeffries?) 
Yes 01 

No 02 

Unidentifiable 99 

 

If 01 (Variable 17) yes record 18, if not continue with variable 19 
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18. Tweet related to the specific content, episode or leitmotif of #TV series: Yes 

Record more specifically what the real time content of tweet is about. Here the most appropriate 

option, so the main content/theme of the tweet should be captured. 

Quote The tweet is containing a quote and/or comment on a quote (e.g.It's 

like asking a stripper to go dancing haha gotta love George 

#hartofdixie) 

01 

Name The tweet contains merely the statement of a name or multiple 

times the same name or a “team” (e.g. WADE, WADE, WADE,  

George Tucker! #HartOfDixie, teamwade) 

02 

Simple Judgment/comment 

on a situation 

The tweet expresses anticipation, or judges or comments on a 

happening in the show, also what the tweeter would him- or herself 

do in the situation(e.g I have a feeling this is not gonna end wel) 

03 

Simple Judgment/comment 

on a character/ a number of 

characters 

The tweet expresses anticipation, or judges or comments on a 

person of the show, also what the tweeter would him- or herself do 

in the situation (e.g. Looks like Mayor Hayes still has feelings for 

Ruby... uh oh..) 

04 

Other Code other when an identifiable main theme is identifiable but not 

mentioned above 

05 

Unidentifiable  99 

 

19. Referential/Critical/Mimetic 

Record whether the tweet is referential, critical, neither or unidentifiable 

Referential A referential tweet perceives the series and its contents, 

characters, etc. as  real and relate these back to the actual world 

of the tweeter, addressing character with his/her name or personal 

pronouns (e.g. I want Annabeth’s dress #hartofdixie) 

(Liebes&Katz, 1993: 100) 

01 

Critical A critical tweets shows awareness of the fictionality of the TV 

series, discusses the content using critical language and/or detect 

themes/messages as fictional account and may provide analysis 

(Liebes&Katz, 1993: 100, also 115, also 164-165) 

02 

Mimetic A mimetic tweet critizes the series in terms of whether it is realistic 

or not (Liebes&Katz, 1993: 164) 

03 

1+ 2or3  04 

Neither The tweet suits neither of the above mentioned criterion 05 

Unidentifiable  99 

 

If 01 (Variable 19) referential record 20, if not continue with variable 24 

20. Referential: Playful or Real 

Record whether the referential tweet has a playful keying or a real keying 

Playful keying In playful keying the tweeter imagines as situation in real life 

and/or imagining being the character(Liebes&Katz, 1993: 103-

105), here the tweeter might also offer advice to the character 

01 

Real keying Real keying a rather straightforward, pragmatic and/or serious 

(Liebes&Katz, 1993: 103-105), here the tweeter rather judges and 

comments 

02 

Neither The tweet suits neither of the above mentioned criterion 03 

Unidentifiable  99 
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21. Tweet specifically related to the series: Tweet about the production staff of the show 

Record whether the tweet is about an member of the production staff, e.g. an actor of the series (e.g. 

Crushing on Rachel Bilson!) 

Yes 01 

No 02 

Unidentifiable 99 

 

If 01 (Variable 21) yes record 22, if not continue with variable 24 

22. Tweet about the production staff of the show 

Record who of the production staff of the show is mentioned 

Actor/Cast 01 

Producer/ Director 02 

Author 03 

1+2, 1+3, 2+3, or all three 04 

Unidentifiable 99 

 

23. Feeling towards the production staff 

Record whether the feeling towards the member of the production staff is positive, negative or 

unidentifiable 

Positive Positive vocabulary such as “love” or “favourite”  is utilized, or 

the expression “yay” as an indicator of positive feeling 

01 

Negative  Negative vocabulary such as “hate” or “worst” is utilized 02 

Neutral Code neutral when neither positive nor negative vocabulary is 

utilized/ no feeling is expressed 

03 

 

Unidentifiable  99 

 

24. Tweet specifically related to the series: Tweet about framework/ external aspect of the show 

Record whether the tweet is about for instance the music, title, production value dramaturgy, etc. of 

the series 

Yes 01 

No 02 

Unidentifiable 99 

 

E Number of shows mentioned 

 

If 01 (Variable 14), record 25, if not continue with 26 

 

25. Tweet about more than one show 

Record how many show are mentioned in total 

Record Number  

 

F Sentiment and Emotions 

26. Judgment: Overall expression of sentiment/emotion of tweet 

Record whether the tweet features overall an expression of a sentiment/feeling/emotion or not of the 

tweeter him- or herself. 

Yes Any emotions such as happiness, anxiety, sadness are feasible in 

the tweet, especially when emotional language (e.g. emotive 

language that is used to create a feeling) is utilized, also may 

feature acronyms to express laughter (lol, lmbo, etc) 

01 

No  The tweet does not contain any sentiment 02 

Unidentifiable  99 
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If 01 (Variable 26), record 27-35, if not the coding is completed 

 

The following sections deals with the expressed sentiment in the tweets. If an emotion is present in the 

tweet, it should be coded which of the following first order emotions: anger, fear, sadness, happiness, 

disgust and surprise, is expressed. Further, the emotion empathy should be coded if present. Note: One 

tweet may contain more than one emotion. Therefore, the emotions will be coded for with yes/no. 
 

27. Anger 

Record whether the tweet features the expression of anger. 

Yes Anger is coded if the tweet is negative and contains an expression 

of impulsive and/or aggressive reaction towards something in the 

plot, a character, a member of the production staff or the general 

situation. Angry tweets may typically contain swearwords. (e.g. 

wtf, I hate that bitch Dana #Homeland) 

01 

No  The tweet does not contain anger 02 

Unidentifiable  99 

 

28. Fear 

Record whether the tweet features the expression of fear. 

Yes Fear is coded if the tweet is negative and contains an expression of 

a felt threat or danger.(e.g. That does not look safe. They should 

get out of there asap #Homeland). 

01 

No  The tweet does not contain fear. 02 

Unidentifiable  99 

 

29. Sadness 

Record whether the tweet features the expression of sadness. 

Yes Sadness is coded if the tweet contains an expression of sorrow 

towards something in the plot, a character, member of production 

staff or the general situation. Sad tweets may typically contain sad 

smileys. (e.g. She’s dead?!? I could seriously cry now. #Homeland) 

01 

No  The tweet does not contain sadness 02 

Unidentifiable  99 

 

30. Happiness 

Record whether the tweet features the expression of happiness. 

Yes Happiness is coded if the tweet is positive and contains an 

expression of joy towards something in the plot, a character, a 

member of the production staff or the general situation. Happy 

tweets may typically contain smileys and/ or acronyms such lol, 

lmao, etc. (e.g. I’m so glad to see Brody smile for once 

#Homeland) 

01 

No  The tweet does not contain happiness 02 

Unidentifiable  99 
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31. Disgust 

Record whether the tweet features the expression of disgust. 

Yes Disgust is coded if the tweet is negative and contains an expression 

of antipathy towards something in the plot, a character, member of 

the production staff or the general situation.(e.g. Ew! Do they 

always have to show so much blood in #Tatort) 

01 

No  The tweet does not contain disgust 02 

Unidentifiable  99 

 

32. Surprise 

Record whether the tweet features the expression of surprise. 

Yes Disgust is coded for positive, negative or neutral tweets. Surprised 

tweets contain an expression of an unanticipated situation. (e.g. 

Wow, I did not see that coming #Homeland) 

01 

No  The tweet does not contain surprise. 02 

Unidentifiable  99 

 

33. Empathy 

Record whether the tweet features the expression of empathy. 

Yes Empathy is coded if the tweet contains an expression of sympathy 

or pity with a person or situation. (e.g. Poor Jessica. She always 

has to clean up the mess. #Homeland) 

01 

No  The tweet does not contain empathy. 02 

Unidentifiable  99 

 

34. Anticipation 

Record whether the tweet features the expression of anticipation. 

Yes Anticipation is coded if the tweet contains an expression of 

excitement and anxiety towards what is going to happen in real life 

or the series. (e.g. Can’t wait for #Homeland to start) 

01 

No  The tweet does not contain anticipation. 02 

Unidentifiable  99 
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Appendix D – Reliability Test 

Variable Name/ Codebook Segment Variable Number Krippendorff’s 

Alpha 

ID 1 1 

Time_Date 2 1 

Type 3 0,91 

Direction 4 1 

Link 5 1 

Series 6 1 

Tatort 7 1 

Part A  0,99 

   

GenderTweeter 9 0,93 

Part B  0,93 

   

GC_Status_Update 10 0,94 

GC_InformationTVschedule 11 0,98 

GC_related_to_series 12 0,92 

GC_sharing_aspect_of_Twitter 13 0,85 

GC_more_than_one_series 14 1 

Part C  0,94 

   

RTS_Feeling_towards_Series 15 0,86 

WhatFeeling 16 1 

RTS_content_episode_leitmotif 17 0,92 

SpecificContentRTS 18 0,8 

TypeRelationComment 19 0,83 

TypeReferential 20 0,88 

RTSProductionStaff 21 0,93 

WhatProductionStaff 22 1 

FeelingProductionStaff 23 1 

RTS_framework 24 0,83 

Part D  0,91 

   

MorethanOneShow 25 1 

Part E  1 

   

Sentiment 26 0,88 

Anger 27 0,7 

Fear 28 1 

Sadness 29 1 

Happiness 30 1 

Disgust 31 0,7 

Surprise 32 1 

Empathy 33 0,7 

Anticipation 34 1 

Part F  0,89 

   

Overall Modell  0,94 
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Appendix E - Statements from Qualitative Interviews 

All Statements from qualitative interviews for survey 

Interview 1 

I like to tweet during the airing of TV series because these series invite me to by showing the 

hashtag of this particular series 

I like to get in touch with others who watch this series 

I like to tweet to actors and other affiliates of the series I am watching right now 

I like to see what other people think about the series 

I like to see other people’s reaction to the series on Twitter 

 I don’t like to tweet when I watch television series with other people 

Interview 2 

I just like to talk about the series I really like. 

I usually tweet when something really dramatic is happening. 

I like to share my opinion about the show with others. 

I like to discuss what is happening with others. 

I like to tweet to release tension. (, if the drama is overwhelming, tweeting is a really fun way 

to release tension) 

I like it when people reply to me. 

I like to mention the actors of the series if they stood out in a scene. 

I want to get in touch with the official Twitter accounts of the show. 

I want to read what other people think of the series. 

Tweeting distracts me from the series I am watching. 

Tweeting makes me focus more on the TV series. (possible add a because)  

There are pros and cons to tweeting. 

Interview 3 

I try not to focus too much on Twitter while watching television series. 

I try to stay up-to-date on the live Twitter feed on the television series I watch. 

I usually want to be involved in the Twitter feed on the television series I watch. 

There are TV series where I want other people to see that I tweet about them. 

I like to add a little humour to my tweets about television series. 

I want to be connected to others. 

What I tweet on television series has an impact on who I get as a follower. 

I tweet for myself because I enjoy it. 

I think other enjoy my tweets. 

I like to look through the hashtag of the television shows I watch. 

I mainly stay with the people I follow to get tweets on the television series I watch. 

Twitter sometimes spoils the television series I am watching. (especially when I am not able 

to watch live) 

I tweet anytime during the television series. 

I try to only tweet during commercials or when something really unexpected happens on the 

screen. 

I want to read what others tweet when something really big happens. 

I feel less focused on the television series when I am using Twitter at the same time. 

I prefer reading what people think on the television series on Twitter rather than having them 

sitting next to me and talking to me. 
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I like to read other peoples opinion. 

When I watch television series I like to tweet how I would feel when I was in a characters 

situation. 

I like to compare myself to television characters in my tweets. 

Interview 4 

mentions 3
rd

 Party websites such as GetGlue 

I tweet mostly about the plot of the series. 

I like to instantly know what people think about what is happening. 

If a character does something outrages, I like to tweet about that. 

I like to tweet my analysis of what is happening. 

Being on Twitter while watching television series makes me feel connected to the series’ 

audience 

I like to quote from the tv series I am watching on Twitter. 

I like to be retweeted from the tweets I write about what I am watching on the television 

screen. 

I like to get a general idea of what the audience is thinking about the television series. 

I like that I don’t have to rely on TV critics but instead get the critic in real-time from Twitter. 

I like that I can get in touch with actors, directors and producers of the show and give them 

feedback. 

I tweet about television series for my friends and family. 

I like to read tweets about trending series. 

I like to be connected to affiliates of the TV series through Twitter. 

Twitter allows me catch details I might have missed just watching my TV series. 

Some series I just watch because of the Twitter buzz around them. 

Interview 5 

 I use Twitter while watching television out of a habit 

I use it because I find watching television then more entertaining 

I feel like Twitter takes us back to the times where there was no video on demand and people 

had to sit in front of the television at a certain time. 

Twitter makes me watch television with the feeling of watching together again. 

I like to think of funny remarks to make. 

I like to tweet for people that follow me, but of course also for people that I don't know. 

I read tweets from others while watching. 

The hashtag of certain series is too much to take in because so many people tweet. 

Certain television series I only watch because I heard about them on Twitter. 

I tweet because I know that others are also present on Twitter. 

Interview 6 

I like to imagine that other tweeters are also watching in front of the television series I am 

watching right now. 

I like tweets of others which are commenting on the television series. 

I like to interact with others on Twitter about the television series I am watching. 

I am aware that everyone who has a Twitter account can see my tweets on television series. 

I don’t mind that everyone who has a Twitter account can see my tweets on television series. 

I like if networks, the official account of the series, or alike great on Twitter when the series 

starts to air. 

Through being present on Twitter during the airing of television series I gain new followers. 
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I like/want to be part of the Twitter community that creates itself during the airing of the 

television series. 

I like to recite. 

I like to exchange my thoughts and opinions. 

Through my tweets on television series I take a stand. 

I like to be able to have a conversation about the television series I am watching on Twitter. 

I like to tweet when the series I am watching is not that exciting.  

I prefer to have a conversation on Twitter about what I am watching on television rather than 

having no conversation. 

My tweets usually have an ironic tone. 

The tweeting about it is what makes the television series I am watching interesting to me. 

I think the Twitter feed on a television series is more like a review of the series. 

I think my tweets have an impact on the series. 

I sometimes hope that directors and producers read my tweets and then change the series 

according to my wishes. 

I think if something gets really big on Twitter, it can have an impact on the television series 

production. (e.g. characters staying, leaving) 

Sometimes it’s the minor aspects of a television series that get the most attention on Twitter. 

I like to see my tweets to be picked up by others. (differentiate between other 

users/organizations) 

I like it if the producing network has a special page where I can see the series and the tweets 

about it at the same time.  

 

Statements grouped by topics with additional statements from researcher 

Socializing 

I like to get in touch with others who watch this series 

I like to tweet to actors and other affiliates of the series I am watching right now 

I like to see what other people think about the series 

I like to see other people’s reaction to the series on Twitter 

I like to share my opinion about the show with others. 

I like to discuss what is happening with others. 

I like it when people reply to me. 

I want to read what other people think of the series. 

Being on Twitter while watching television series makes me feel connected to the series’ 

audience 

I like to get a general idea of what the audience is thinking about the television series. 

I usually want to be involved in the Twitter feed on the television series I watch. 

I want to be connected to others. 

I like to read other peoples opinion. 

I like to imagine that other tweeters are also watching in front of the television series I am 

watching right now. 

I like to interact with others on Twitter about the television series I am watching. 

Through being present on Twitter during the airing of television series I gain new followers. 

I like/want to be part of the Twitter community that creates itself during the airing of the 

television series. 

I like to exchange my thoughts and opinions. 

I like to be able to have a conversation about the television series I am watching on Twitter. 
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I prefer to have a conversation on Twitter about what I am watching on television rather than 

having no conversation. 

I like to see my tweets to be picked up by others. (differentiate between other 

users/organizations) 

I feel like Twitter takes us back to the times where there was no video on demand and people 

had to sit in front of the television at a certain time. 

Twitter makes me watch television with the feeling of watching together again. 

I tweet because I know that others are also present on Twitter. 

 

Situation/ Television Experience 

 I don’t like to tweet when I watch television series with other people 

 

Tweeting distracts me from the series I am watching. 

Tweeting makes me focus more on the TV series. (possible add a because)  

Twitter allows me catch details I might have missed just watching my TV series. 

I try not to focus too much on Twitter while watching television series. 

Twitter sometimes spoils the television series I am watching. (especially when I am not able 

to watch live) 

I tweet anytime during the television series. 

I try to only tweet during commercials or when something really unexpected happens on the 

screen. 

I feel less focused on the television series when I am using Twitter at the same time. 

I prefer reading what people think on the television series on Twitter rather than having them 

sitting next to me and talking to me. 

I like to tweet when the series I am watching is not that exciting.  

I usually tweet when I get bored during watching. 

Twitter makes me realize aspects of the show I might not have picked up just by watching it. 

I like to tweet during the commercials to pass time. 

I turn to Twitter when I missed or don't understand something that is happening in the series 

For me tweeting while watching television has become a habit. 

 

What I tweet about 

I tweet mostly about the plot of the series. 

If a character does something outrages, I like to tweet about that. 

I like to tweet my analysis of what is happening. 

I like to quote from the tv series I am watching on Twitter. 

There are TV series where I want other people to see that I tweet about them. 

I like to add a little humour to my tweets about television series. 

When I watch television series I like to tweet how I would feel when I was in a characters 

situation. 

I like to compare myself to television characters in my tweets. 

I like to recite. 

I like to exchange my thoughts and opinions. 

Through my tweets on television series I take a stand. 

My tweets usually have an ironic tone. 

I think the Twitter feed on a television series is more like a review of the series. 
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My feedback on the tv series on Twitter s mainly positive 

My feedback on the tv series on Twitter s mainly critical 

I want to be critical in my tweets about television series. 

I like to make fun of television characters in my tweets. 

I like to think of funny remarks to make. 

 

Getting in touch with series 

I like to tweet to actors and other affiliates of the series I am watching right now 

I like to tweet during the airing of TV series because these series invite me to by showing the 

hashtag of this particular series 

I like to mention the actors of the series if they stood out in a scene. 

I want to get in touch with the official Twitter accounts of the show. 

I like that I can get in touch with actors, directors and producers of the show and give them 

feedback. 

I like to be connected to affiliates of the TV series through Twitter. 

I like if networks, the official account of the series, or alike great on Twitter when the series 

starts to air. 

I sometimes hope that directors and producers read my tweets and then change the series 

according to my wishes. 

I want to get in touch with organizational accounts. 

 

Tweeting for someone/ Reading tweets of others 

I tweet about television series for my friends and family. 

I mainly stay with the people I follow to get tweets on the television series I watch. 

I like to look through the hashtag of the television shows I watch. 

I want to read what others tweet when something really big happens. 

I like to read other peoples opinion. 

I like tweets of others which are commenting on the television series. 

I think it drives my followers crazy if I tweet too much about the television series I am 

watching. 

I like to tweet for people that follow me, but of course also for people that I don't know. 

I read tweets from others while watching 

The hashtag of certain series is too much to take in because so many people tweet. 

 

Motivation Emotion 

I like to tweet to release tension. (, if the drama is overwhelming, tweeting is a really fun way 

to release tension) 

I tweet for myself because I enjoy it. 

I think other enjoy my tweets. 

I think that my followers enjoy what I tweet about television series 

When I am angry because of something happening in the television series, I write that on 

Twitter 

I usually tweet when something really dramatic is happening. 

 

Specificity of Twitter 

I like to be retweeted from the tweets I write about what I am watching on the television 
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screen. 

I like to read tweets about trending series. 

Some series I just watch because of the Twitter buzz around them. 

I try to stay up-to-date on the live Twitter feed on the television series I watch. 

I usually want to be involved in the Twitter feed on the television series I watch. 

What I tweet on television series has an impact on who I get as a follower. 

I like to look through the hashtag of the television shows I watch. 

Twitter sometimes spoils the television series I am watching. (especially when I am not able 

to watch live) 

Through being present on Twitter during the airing of television series I gain new followers. 

I think my tweets have an impact on the series. 

I think if something gets really big on Twitter, it can have an impact on the television series 

production. (e.g. characters staying, leaving) 

Sometimes it’s the minor aspects of a television series that get the most attention on Twitter. 

Certain television series I only watch because I heard about them on Twitter 

 

Para-social Interactions 

I sometimes treat characters from tv series on Twitter like they were real people. 

When I watch television series I like to tweet how I would feel when I was in a characters 

situation. 

I like to compare myself to television characters in my tweets. 

I prefer to get in touch with the actors rather than the television characters on Twitter. 

 

Other 

There are pros and cons to tweeting. 

I like that I don’t have to rely on TV critics but instead get the critic in real-time from Twitter. 

The tweeting about it is what makes the television series I am watching interesting to me. 

I think the Twitter feed on a television series is more like a review of the series. 

I think my tweets have an impact on the series. 

I like it if the producing network has a special page where I can see the series and the tweets 

about it at the same time.  
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Appendix F - Questionnaires Qualitative Interviews 

 

General Qualitative Interview Guide 

Introduction 

I am a media researcher trying to find out more about the same time use of twitter and 

watching TV series. I would like know from you how you experience television series and 

twitter. I am interested in your personal account; there are no right or wrong answers. When 

presenting my results I will make sure that you cannot be identified as an individual. 

What is your favorite TV series at the moment? 

Television usage 

How often do you watch television during the week? 

What device do you use for watching TV? Do you watch live or do you DVR or both? 

Twitter 

How long have you been using twitter? 

And how would you describe your use of twitter? (so, do you tweet a lot to your 

understanding?) 

What do you in general typically tweet about? 

What device do you use to tweet, your computer, phone, both? 

Twitter and television 

Do you sometimes tweet while watching TV? 

During what sort of TV shows? 

I am trying to imagine what the situation looks like when you watch TV? Could you draw that 

picture for me? 

Do you use twitter differently when watching TV? So different from when you tweet 

otherwise? 

Can you name me any reasons why you tweet while watching TV? 

Do you tweet for anyone? (I mean, do you tweet for the people that follow you, for the twitter 

community, for yourself maybe?)  

Do you read tweets on TV series from others? Why or why not? 

Do the people you tweet for/read from have anything to do with your reasons you tweet 

during the watching TV series? 

Is there a difference in your tweeting when you watch TV alone or when you watch with 

others? Do your friends use twitter while watching TV too? 

Do you think the tweeting influences your watching experience? (Do you see a difference in 

your watching now and 5 years ago?) 

Thank you so much for your time! Could I contact you again if I have any follow up 

questions? 
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Expert - Questionnaire Spiegel Online 

1) Why do you think it is important as a classical news magazine, though online, to 

provide a coverage of a television show on twitter?  

2) Does the culture department tweet on any other kind of television shows? On what 

kind of shows for example?   

3) Do you see a difference in your role when tweeting about the Tatort and for instance 

“Wetten, dass”? 

4) How is it different or similar? 

5) What is the main purpose for you being active on twitter during the screening of the 

Tatort? Does that differ for any other shows? 

6) Since when does Spiegel Online tweet on television? 

7) Do you consider Spiegel online as a trend setter in that regard? 

8) How would you see/ define your role in the twitter buzz around Tatort? 

9) Do you follow the #tatort while watching?   

10) How live do you tweet? Do you have tweets prepared in advance? I am trying to 

understand the dynamics here, are you following the crowd, or are you trying to set 

new topics for discussion or both? 

11) What kind of tweets do you publish? Why? 

12) What kind of tweets do you retweet? Why? 

13) What kind of feedback do you get for being active on twitter during the Tatort? And 

on what channels? 

14) Do you encourage viewers to go to twitter for the Tatort? Why? 

15) Does twitter change the television experience? 

16) Why do you think that especially the “Tatort” has become so renowned in the German 

speaking twitter world?  

17) Why do you think it is compelling for people to tweet about fictional television 

content? (as compared to for instance casting shows, or shows that specifically want to 

have questions via social networks, after all you cannot take part in the Tatort or 

change anything) 

18) Do you think the relationship between media consumers and media producers has 

shifted also in regard to television? 

19) The people that tweet for Spiegel online on the Tatort, are they more than one?  

20) I am trying to imagine how their usage of twitter is, are they personally active on 

twitter or do they learn it from you?  

21) What do you consider the main topics tweeted about during a Tatort? Are they usually 

content related? Do you consider bashing a part of the tweets on Tatort? 

 



  Appendix G – Questionnaires Survey 

XXII 

 

Appendix G – Questionnaires Survey 

Hi, 

Do you like watching television series and sometimes use Twitter while watching these? Then 

please take part in my study! 

I am a Master Student from Stockholm University and I am conducting a research project 

about television and Twitter usage. 

I would greatly appreciate it if you would take part in this project! If you take part in the 

survey you have the chance to win a 50$ Amazon-Voucher!  

All of your answers will of course remain anonymous!  

This survey takes around 6-9 minutes to answer. 

Thank you so much for participating! 

Isabelle Skibbe 

Stockholm University 

Department of Media Studies 

 

1) What is your favourite television series at the moment? 

Open Answer 

2) Do you sometimes use Twitter while watching fictional television series? 

 

 Yes  continue with questionnaire 

 No thanks for participating 

The first part of the survey deals with your television and Twitter habits. Please note that all 

questions are concerned with watching and tweeting about television series.  

3) Which of the following devices have you used before to watch television series? 

Here you can mention any device you have ever used to consume television series. 

 Television 

 Computer/Laptop 

 Tablet (e.g. iPad) 

 Smartphone 

 Other, --- 

 

4) Which of the following devices do you most often use to watch television series? 

 Only show the once mentioned in Q3 

Please check the device you mostly use to consume television series. 
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5) Approximately how much time do you spend watching television series? 

 

Please estimate the time devoted to watching television series, so not just any television, during 

an average week. 

 

 19 hours or more per week  

 Between 16  and 19 hours per week 

 Between 13 and 16 hours per week 

 Between 10 and 13 hours per week 

 Between 7 and 10 hours per week 

 Between 4 and 7 hours per week 

 Between 1 and 4 hours per week 

 Less than 1 hour per week 

 I hardly ever watch television series. 

 

6) Do you generally prefer watching television series alone or with other people? 

 

Please answer how you prefer to watch first time airing television series, so watching 

an episode for the first time. 

 Alone 

 With others 

 Neither/ No preference 

 

7) Which of the following devices have you used for tweeting before? 

 

Here you can mention any device you have ever used to access Twitter. 

 Computer/Laptop 

 Tablet (e.g. iPad) 

 Smartphone 

 Regular Cell Phone 

 Other, --- 

 

8) Which of the following devices do you most often use to tweet while watching 

television series? 

Only show the once mentioned in Q7 

Please state which device you mostly use to tweet during the viewing of television series. 

9) How long have you had your Twitter account? 

 

 Less than 1 year 

 Between 1  and 2 years 

 Between 2  and 3 years 

 Between 3 and 4 years 
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 More than 4 years 

The second part of the survey deals with your experiences and preferences of using Twitter 

while watching television series. There are no right or wrong answers, so please feel free to 

answer the questions according to your own views.  

Please try to remember that the questions deal with Twitter usage while watching fictional 

television series. 

 

10) What do you like about tweeting while watching fictional television series? 

Please enter on a scale from 1 to 5 whether or not the following statements apply to you, 1 

meaning “does not apply at all” and 5 meaning “applies completely”. You can use the 

numbers in between to grade your opinion.  

(1) Does not apply at all– (5) Applies completely (0) Don’t know / Not appropriate 

[Randomize List] 

 I like to imagine that other tweeters are also sitting in front of the television, watching 

the series I am watching right now. [Socializing] 

 I like to interact with others on Twitter about the television series I am watching. 

[Socializing] 

 I like to get a general idea of what the audience is thinking about the television series 

by being on Twitter. [Socializing/Info] 

 I like that I can get in touch with actors, directors and producers of the show and give 

them feedback. [Socializing] 

 I like to look through the hashtag of the television shows I watch. [Information] 

 

11) Now I am also interested why you tweet while watching television. 

Please enter on a scale from 1 to 5 whether or not the following statements apply to you, 1 

meaning “does not apply at all” and 5 meaning “applies completely”. You can use the 

numbers in between to grade your opinion.  

(1) Does not apply at all– (5) Applies completely (0) Don’t know / Not appropriate 

[Randomize List] 

 Being on Twitter while watching television series makes me feel connected to the 

series’ audience. [Socializing] 

 I want to read what other people think about the series and about what is happening. 

[Information] 

 I prefer to have a conversation on Twitter about what I am watching on television 

rather than having no conversation. [Socializing] 

 Through being present on Twitter during the airing of television series I gain new 

followers. [Socializing] 
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 There are TV series where I want other people to see that I tweet about these. 

[Socializing] 

 If the drama is overwhelming, tweeting is a good way to release tension. [Emotion] 

 I enjoy the TV series even more when I tweet about it. [Emotion] 

 For me tweeting while watching television has become a habit. [Habitualization] 

 

12) Some people say that tweeting makes them focus more on the television series, 

others say it distracts them. What do you think? 

Please enter on a scale from 1 to 5 whether or not the following statements apply to you, 1 

meaning “does not apply at all” and 5 meaning “applies completely”. You can use the 

numbers in between to grade your opinion.  

(1) Does not apply at all– (5) Applies completely (0) Don’t know / Not appropriate 

[Randomize List] 

 Tweeting distracts me from the series I am watching. 

 Twitter allows me to catch details I might have missed just watching the TV series. 

 I try to only tweet during commercials. 

 I tweet anytime during the television series. 

 I usually tweet when I get bored during watching. [Escapism] 

 I turn to Twitter when I missed or didn't understand something that is happening in the 

series. [Information] 

 I usually tweet when something really dramatic or unexpected is happening. 

[Emotion] 

 

13) Now I am also interested in what you like to tweet about when you tweet about 

the television series you are watching. 

Please enter on a scale from 1 to 5 whether or not the following statements apply to you, 1 

meaning “does not apply at all” and 5 meaning “applies completely”. You can use the 

numbers in between to grade your opinion.  

(1) Does not apply at all– (5) Applies completely (0) Don’t know / Not appropriate 

[Randomize List] 

 I tweet mostly about the plot of the series. 

 I like to quote from the TV series I am watching on Twitter. 

 I like to add a little humour to my tweets about television series. 

 When I watch television series I like to tweet how I would feel when I was in a 

character’s situation. [Parasocial Interaction/Emotion] 

 My tweets usually have an ironic tone. 

 My tweets on the TV series on Twitter are mainly positive. 

 I want to be critical in my tweets about television series. 

 I like to make fun of television characters in my tweets. 
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 I like to mention the actors of the series if they performed really well. 

 When I am happy, surprised, angry, etc.  because of something happening in the 

television series, I write that on Twitter. [Emotion] 

 

14) There are only a couple of statements left. Hang in there! 

Twitter opens new opportunities when watching television series. What do you 

think of these? 

 

Please enter on a scale from 1 to 5 whether or not the following statements apply to you, 1 

meaning “does not apply at all” and 5 meaning “applies completely”. You can use the 

numbers in between to grade your opinion.  

(1) Does not apply at all– (5) Applies completely (0) Don’t know / Not appropriate 

[Randomize List] 

 I like to be retweeted from the tweets I write about what I am watching on the 

television screen. [Socializing] 

 I like to read tweets about trending series. [Information] 

 Some series I just watch because of the Twitter buzz around them. 

 I try to stay up-to-date on the live Twitter feed on the television series I watch. 

 Sometimes it’s the minor aspects of a television series that get the most attention on 

Twitter. 

 Twitter sometimes spoils the television series I am watching, especially when I am not 

able to watch live. 

 I like that I don’t have to rely on TV critics but instead get the TV-review in real-time 

from Twitter. [Information] 

 The tweeting about it is what makes the television series I am watching interesting to 

me. 

 

15) Some people say Twitter allows connecting to the series characters. What do you 

think of these? 

 

Please enter on a scale from 1 to 5 whether or not the following statements apply to you, 1 

meaning “does not apply at all” and 5 meaning “applies completely”. You can use the 

numbers in between to grade your opinion.  

(1) Does not apply at all– (5) Applies completely (0) Don’t know / Not appropriate 

[Randomize List] 

 I sometimes treat characters from TV series on Twitter like they were real people. 

[Parasocial Interaction] 

 I like to compare myself to television characters in my tweets. [Parasocial Interaction] 

 I don’t think Twitter has an impact on how I see television characters. [Parasocial 

Interaction] 
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 I prefer to get in touch with the actors rather than the television characters on Twitter. 

[Parasocial Interaction] 

Well done! You are almost finished with the survey. Last I have a couple of questions 

regarding your background. 

16) How old are you? 

Please enter your age in years. 

Open answer 

17) Are you…? 

Male/ Female 

18) What is your highest educational degree? If currently enrolled, mark the 

previous grade or highest degree received. 

 

 I am still in High School 

 High School Degree or Equivalent 

 Undergraduate Degree 

 Graduate Degree 

 PhD Degree 

 No schooling completed 

 

19) What is your nationality? 

Open answer 

20) Which language do you mostly speak at home?  

 

 English 

 Spanish 

 Chinese 

 Japanese 

 Russian 

 German 

 Other  

Thank you for taking part in my survey. If you want to mention anything else about Twitter 

and television or if you have any feedback, please use the box below! 

21) Do you want to take part in the raffle for the 50$ Amazon-Voucher? 

 

 Yes  enter Twitter name 

 No thanks 
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Please enter your Twitter Username below. I will contact you on Twitter if you are the lucky 

person to win this voucher! 

Maybe you know some other people who would also like to participate in my survey? I would 

greatly appreciate it if you could forward the following link: 

http://ww2.unipark.de/uc/Twittertv/a=1 

Thank you very much for your answers. Have a great day! 

Isabelle Skibbe 

Stockholm University 

Department of Media Studies  

 Link to http://www.ims.su.se/english/ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.ims.su.se/english/
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Appendix H - Factor Analysis Overview 

Table 31: Factor-Analysis 

  Motivational Items 1 2 3 4 5 6 

I like to imagine that other tweeters are also sitting in front of 

the television, watching the series I am watching right now. 
 0,808     

I like to interact with others on Twitter about the television 

series I am watching. 
 0,954     

I like to get a general idea of what the audience is thinking 

about the television series by being on Twitter. 
 0,794     

I like that I can get in touch with actors, directors and 

producers of the show and give them feedback. 
 0,957     

I like to look through the hashtag of the television shows I 

watch. 
 0,794     

Being on Twitter while watching television series makes me 

feel connected to the series’ audience. 
     0,768 

I want to read what other people think about the series and 

about what is happening. 
  0,860    

I prefer to have a conversation on Twitter about what I am 

watching on television rather than having no conversation. 
0,988      

Through being present on Twitter during the airing of 

television series I gain new followers. 
      

There are TV series where I want other people to see that I 

tweet about these. 
  0,943    

If the drama is overwhelming, tweeting is a good way to 

release tension. 
0,987      

I enjoy the TV series even more when I tweet about it.   0,942    
For me tweeting while watching television has become a 

habit. 
     0,833 

I usually tweet when I get bored during watching. 0,989      
I turn to Twitter when I missed or didn't understand 

something that is happening in the series. 
      

I usually tweet when something really dramatic or 

unexpected is happening. 
      

When I watch television series I like to tweet how I would 

feel when I was in a character's situation. 
    0,792  

When I am happy, surprised, angry, etc. because of 

something happening in the television series, I write that on 

Twitter. 

0,752      

I like to be retweeted from the tweets I write about what I am 

watching on the television screen. 
    0,819  

I like to read tweets about trending series. 0,724      
I like that I don’t have to rely on TV critics but instead get 

the review in real-time from Twitter. 
    0,929  

I sometimes treat characters from TV series on Twitter like 

they were real people. 
   0,814   

I like to compare myself to television characters in my 

tweets. 
   0,835   

I don’t think Twitter has an impact on how I see television 

characters. 
0,609   0,664   

I prefer to get in touch with the actors rather than the 

television characters on Twitter. 
      

Accounted for Variance in % 22,0 18,0 13,9 10,6 7,8 5,1 
Cronbachs α for Indice 0,911 0,842 0,920 0,802 0,844 0,861 

Basis Online Survey Twitter and Television, n=52          

Principal Component Analysis with Varimax Rotation, KMO = 0,555 p = 0,000                                                                                                                                                                                                    

Explained Variance: 77,4% 

Factor loading of <0,5 have been supressed in this visualization 

Scale from 1 to 5 (Level of Agreement) 

 


