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Abstract.	This	project	proposes	a	user-focused	approach	to	study	the	algorithm	logic	
of	on-demand	apps,	using	Netflix	as	a	case	study.	The	main	research	interest	is	the	
perception	 that	 the	 user	 has	 about	 the	 suggestion	 and	 recommendation	 logic	 of	
Netflix.	 In	 order	 to	 gather	 the	 information,	 a	walkthrough	method	 on	Netflix	was	
applied	as	well	 as	personal,	 in-depth	 think	aloud	 interviews	were	 carried	out.	 The	
sample	 consisted	 on	 a	 selection	 of	 heavy	 users,	 millennials	 ex-pats	 living	 in	
Singapore	 and	 working	 in	 the	 creative	 industry	 to	 get	 specific	 insights	 on	 their	
relationship	with	the	algorithm.	
	
To	analyze	the	gathered	material,	qualitative	content	analysis	was	carried	out.	This	
kind	of	study	is	important	within	today’s	contemporary	media	environment	to	have	
integral	 approach	 to	 users	 perceptions	 instead	 of	 just	 analytical	 figures	 and	
numbers.	The	theoretical	context	used	to	enlight	some	of	the	conclusions	discussed	
on	this	research	were	based	on	the	study	of	media	 in	everyday	 life,	global	cultural	
industry	 studies,	 as	 well	 as	 algorithm	 culture	 and	 the	 science	 and	 technology	
studies.	 How	 algorithms	 are	 perceived	 have	major	 repercussions	 not	 only	 on	 on-
demand	 apps,	 technology	 business	models	 or	 entertainment	 industry	 but	 also	 an	
intense	influence	on	the	way	people	consume	content.		
	
Re-thinking	 the	 user	 as	 a	 co-producer	 of	 information	 and	 knowledge,	 considering	
some	of	the	implications	this	phenomenon	might	have	on	the	creative	industry	and	
how	that	affects	on	our	daily	life	are	some	of	the	issues	this	research	elaborated	on.	
	
It	can	be	said	that	the	selected	sample	appreciates	the	suggestion	logics	and	it	has	
multiple	 functionalities:	 recommendation,	 curation,	entertainment,	 companionship	
and	 leisure.	 Netflix	 Originals	 are	 very	 well	 validated;	 being	 one	 of	 the	 main	
attractions	of	 the	app.	 Interface,	 functionality	and	features	are	also	 items	that	 the	
sample	 positively	 highlights.	 The	 accuracy	 perception	 of	 the	 algorithm	 is	 good,	
although	 low	when	compared	 to	other	 countries	where	 the	 sample	used	 the	app.	
The	same	applies	to	the	amount	of	content	and	titles	available,	being	these	last	two,	
issues	that	Netflix	could	improve.			
	
This	 research	was	 conducted	 for	 8	months,	 from	October	 2016	 to	May	 2017,	 for	
Sodertorn	 University	 –	 Stockholm,	 Sweden,	 with	 the	 guidance	 and	 support	 of	
Associate	Professor	Anne	Kaun.		
	
Keywords:	 Netflix,	 On-Demand,	 Apps,	 Algorithms,	 ANT,	 Global	 Cultural	 Industry,	
Media	 and	 Everyday	 Life,	 User	 Experience,	 Content,	 Entertainment,	 User,	
Walkthrough	Method,	Think	Aloud	Method,	Content	Analysis.			
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1.	Introduction			
	
If	one	watches	Netflix’s	acquired	series	Black	Mirror	one	can	certainly	have	a	glimpse	of	
today’s	media	 landscape	and	people’s	 interaction	-and	why	not,	reaction-	with	media	
technology.	 From	 media	 gadgets	 and	 wearables	 to	 media	 itself,	 Black	 Mirror	 only	
dramatizes	what	has	been	happening	during	the	past	15	years,	when	private	and	public	
sphere	 boundaries	 have	 been	 blurred	 due	 to	 the	 usage	 of	media	 as	 an	 enhancer	 or	
disruptive	factor,	making	changes	in	people´s	behavior	and	decisions.	Black	Mirror	is	a	
British	 science	 fiction	 TV	 series	 that	 examines	 modern	 society,	 its	 interactions	 and	
unexpected	consequences	with	new	technologies.	

	
His	very	own	creator,	Charlie	Brooker,	explained	it	during	its	first	premier	on	the	original	
Channel	4	Network	interview,	before	being	bought	by	Netflix:	
	

“Over	the	 last	ten	years,	technology	has	transformed	almost	every	aspect	of	
our	 lives	 before	we’ve	had	 time	 to	 stop	 and	question	 it.	 In	 every	 home,	 on	
every	desk	in	every	palm	–	a	plasma	screen,	a	monitor,	a	smartphone-	a	black	
mirror	 of	 our	 21st	 century	 existence.	 Our	 grip	 on	 reality	 is	 shifting.	 We	
worship	at	the	altars	of	Google	and	Apple.	Facebook	algorithms	know	us	more	
intimately	than	our	own	parents.	We	have	access	to	all	the	information	in	the	
world,	but	no	brain	space	left	to	absorb	anything	longer	than	a	140-character	
tweet.	Black	Mirror	taps	into	the	collective	unease	about	our	modern	world1”	
(Channel	4	Editorial,	2011).	

	
In	 Black	Mirror,	 users’	 choices	 are	 dramatized	 by	 chips,	 artificial	 intelligence	 and	 all	
sorts	 of	 devices.	 But	 today,	 the	 invisible	 threat	 that	 contributes	 to	 and	 allows	 these	
possibilities	 -that	 at	 a	 first	 glance	 seem	endless-	 are	mainly	 guided	 but	 certainly	 not	
ultimate	defined	by	the	magic	of	algorithms.	
	
Aside	of	the	inherent	attractiveness	of	its	story	line;	it	is	highly	probable	that	if	one	is	
reading	this	and	has	a	Netflix	account,	one	probably	knows	about	Black	Mirror.	Being	
an	original,	 it	 is	one	of	its	more	pushed	series	so,	not	only	it	will	be	there	on	the	first	
suggested	choices	 to	what	 to	watch	next,	but	also	will	have	a	video	trailer	playing	as	
soon	as	you	open	the	app.	It	is	indeed	an	interesting	paradox	that	Netflix,	one	of	those	
international	companies	that	currently	 is	shaping	not	only	the	content	but	mainly	the	
way	people	consume	entertainment	worldwide,	is	actually	producing	and	distributing	a	
series	that	is	a	dramatic	critique	of	that	algorithmic	personalization	process.		
	

                                                
1  Charlie Brooker talks about Black Mirror, Channel4, (http://www.channel4.com/info/press/news/charlie-
brooker-talks-about-black-mirror) 20/09/2011 searched on 14/01/2017  
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This	project	has,	as	Black	Mirror,	also	considered	the	nature	of	today’s	media	landscape	
as	a	field	of	study,	particularly	Netflix,	 its	algorithmic	system	and	its	on	demand	logic.	
How	is	the	algorithm	-and	the	personalization	possibilities	it	allows-	being	perceived	by	
users?	 In	other	words,	how	does	the	Netflix’s	user	experience	the	suggestion	 logic	of	
Netflix?	

	
These	kinds	of	research	questions	have	major	relevance	for	today’s	media	 landscape.	
Considering	a	user-focused	approach,	this	research	reformulates	its	problem	and	stirs	
the	 direction	 towards	 the	 user;	 towards	 the	 human	 experience	 rather	 than	 the	
engineering	 of	 algorithms.	 This	 is	 a	 way	 to	 “re-humanize”	 the	 algorithm	 culture,	
specifically	 in	 Netflix’s	 case.	 This	 contributes	 to	 different	 perspectives	 on	 the	 field	
where	hardware,	media	techniques	and	technologies	have	become	so	spectacular	and	
powerful	 that	 sometimes	 it	 is	 easy	 to	 forget	 that	 people	 are	 behind	 and	 in	 front	 of	
them.		
	
There	 is	 a	 long	 tradition	 of	 audiences’	 studies,	 with	 Raymond	Williams	 as	 an	 iconic	
figure,	but	 this	 time	around,	 the	digital	 landscape	 invites	 the	researcher	to	think	of	a	
different	approach.	No	 longer	the	audience	will	be	 just	a	receptor	but	a	generator	of	
content.	As	Edward	Finn	claims,	“the	idea	that	big	data	and	machine	learning	systems	
might	generate	spectacular	results	but	offer	no	new	human	readable	insights	into	the	
subject	at	hand”	(Finn,	2017,	p.	90)	is	what	this	research	will	attempt	to	tackle.	
	
It	 is	 of	 vital	 importance	 to	 place	 this	 study	 in	 relation	 to	 previous	 researches.	 Some	
research	 has	 been	 conducted	 regarding	 algorithm	 theory	 and	 its	 implications	 on	 our	
daily	 life:	 its	 reach,	 its	 invisible	 threat	or	 its	 apocalyptic	manipulation	of	 information,	
from	a	Marxism	point	of	view.	But	very	little	has	been	done	regarding	how	algorithms	
are	perceived,	from	a	user’s	point	of	view,	on	a	specific	area.	“This	app	has	assembled	a	
sophisticated	 algorithm	 model	 for	 describing	 the	 cultural	 relationships	 among	
individual	 film	 and	 television	 works,	 a	 model	 that	 fully	 embraces	 the	 gap	 between	
computation	and	culture”	(Finn,	2017,	p.	93).	

	
2.Theoretical	context,	objective	&	research	questions	
2.1.	Previous	Research	
	
Within	 the	 media	 and	 audience	 studies	 research	 fields,	 Netflix	 as	 an	 on	 demand,	
entertainment-streaming	 service,	 is	 a	 considerable	 new	 field	 of	 study.	 Searching	
Google	 Scholar,	 and	 several	 research	 journals	 such	 as	 New	 Media	 and	 Society,	
European	Journal	of	Cultural	Studies	and	portals	such	as	SAGE	or	JSTOR,	few	to	none	
results	appeared.			
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The	most	 interesting	 and	 accurate	 article	 regarding	 these	 issues	 was	 the	 one	which	
scrutinized	 about	 the	 “Netflix	 Prize”	 contest	 and	 its	 production	 of	 algorithm	 culture	
conducted	by	Blake	Hallinan	and	Ted	Striphas.	This	article	summarizes	and	analyses	the	
“Netflix	 Prize”	 project.	 Basically,	 it	 was	 an	 online	 contest	 offering	 US$1	 million	 to	
whoever	 could	 improve	 the	 accuracy	 of	 Cinematch,	 the	 company’s	 existing	 movie	
recommendation	 system,	 by	 10%	 (Hallinan	 &	 Striphas,	 2016,	 p.	 117).	 By	 then,	
Cinematch	did	 not	 consider	 other	 variables	 aside	 raitings	 stars:	 not	 actors,	 directors,	
genres	nor	periods.	 So	 the	main	 issue	with	 the	way	 in	which	Cinematch	worked	was	
that	 “two	 users	who	 give	 the	 same	movie	 a	 five-star	 raiting	might	mean	 completely	
different	 things”	 (Finn,	 2017,	 pp.	 88,89).	 There	were	 no	 established	 criteria	whether	
that	 like	 or	 dislike	 was	 done	 accordingly	 to	 the	 photography,	 to	 the	 plot,	 to	 the	
performance	of	the	actors,	to	the	sounds	effects.	No	articulation	on	why	or	what	the	
user	 was	 evaluating	 was	 provided.	 This	 was	 one	 of	 the	 key	 main	 findings	 of	 this	
contest,	 and	 although	 none	 of	 the	 suggestions	 were	 applied	 at	 the	 end,	 Netflix	 did	
come	 up	with	 a	 solution	 to	 this	matter	 by	 incorporating	 “taggers”,	meaning	 a	more	
precise,	 in	 depth	 “human”	 characteristics	 in	 the	 form	 of	 adjectives	 or	 descriptions,	
where	more	 information	was	 suddenly	available	and	 the	 system	could	perform	at	 its	
best	(Finn,	2017,	p.	89).	
	
Some	 interesting	 findings	 of	 this	 aforementioned	 research	 -besides	 improving	 the	
current	recommendation	algorithm-	is	what	the	authors	discuss	as	the	way	“how	new	
meanings	 and	 practices	 can	 insinuate	 themselves	 into	 long-established	 routines,	
transforming	the	latter	in	ways	that	may	be	just	reaching	popular	awareness”	(Hallinan	
&	 Striphas,	 2016,	 pp.	 118,	 119).	 They	 questioned	 what	 was	 the	 difference,	 if	 any,	
between	human	determination	of	what	to	consume	and	watch	and	a	computer	system	
selection	 of	 curated	 movies	 per	 approved	 and	 popular	 “taste”	 (Hallinan	 &	 Striphas,	
2016,	p.	119).	Their	main	goal	was	to	“add	depth	and	dimension”	to	their	definition	of	
algorithm	culture	and,	from	there,	start	building	new	frameworks	of	cultural	practices	
(Hallinan	 &	 Striphas,	 2016,	 p.	 119).	 Although	 they	 understood	 the	 constrains	 of	 the	
Netflix	Prize	project	–	it	being	a	worldwide	pitch	driven	by	a	money	reward	to	improve	
the	 company’s	 algorithm-	 they	 considered	 it	 being	 a	 legit	 example	 of	 effort	 “to	
reinterpret	what	culture	is-	how	is	evaluated,	by	whom	and	to	what	ends”	(Hallinan	&	
Striphas,	2016,	p.	119).	
	
Hallinan	&	 Striphas	 (2016)	 results	 contribute	 to	 the	 algorithm	 culture	 definition	 and	
concepts	 used	 on	 this	 paper.	 But,	 regarding	 the	 user’s	 perceptions	 of	 the	 algorithm,	
their	records	lack	of	depth	and	examples,	since	their	main	variable	is	the	raiting	system	
but	not	each	user	personal	journey	and	algorithmic	suggestion	experience.		
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On	 the	 other	 hand,	 more	 researches	 and	 articles	 were	 found	 throughout	 Google	
Scholar	regarding	the	content	Netflix	creates	and	distributes.	Netflix’s	original	content	
such	as	Orange	is	the	New	Black,	Black	Mirror,	House	of	Cards	and	Making	of	a	Murder,	
with	 their	 inner	 subjects	 such	 as	 crime,	 politics,	 female	 representation,	 etc.	 were	
formally	 and	 academically	 discussed	 on	 multiple	 papers.	 Particularly,	 Orange	 is	 the	
New	 Black	 articles,	 focusing	 on	 its	 female	 representation	 and	 cultural	 connotations,	
were	 widely	 available,	 but	 almost	 none	 on	 how	 the	 user	 experience	 is	 perceived.	
Recently,	on	his	book	What	Algorithm	Wants	(2017),	Ed	Finn	studied	the	implications	
of	 algorithms	on	 the	 creative	process	while	 crafting	House	of	 Cards	and	 the	possible	
outcomes	and	consequences	those	decisions	can	have	on	user’s	behavior	and	further	
content	creation.	

	
2.2.	Objective	
	
The	purpose	 of	 this	 research	 is	 to	 critically	 explore	 the	 on	demand,	 algorithm	based	
app	 Netflix,	 focusing	 on	 how	 the	 user	 experiences	 those	 suggestions	 and	 redefines	
what	on	demand	really	means.	The	study	is	an	attempt	to	understand	the	users’	Netflix	
experience	 and	 contrast	 it	 against	 the	 expected	 usage	 implied	 by	Netflix’s	 interface.	
This	contrast	will	be	done	through	the	walkthrough	method	proposed	by	Light,	Burgess	
and	Duguay	 (2016),	analyzing	 the	vision,	 the	operating	model	and	 the	governance	of	
the	 app	 against	 user’s	 journey	 experiences	 and	 interviews,	 gathered	 by	 think	 aloud	
techniques	 to	 be	 finally	 studied,	 analyzed	 and	 standardized	 via	 qualitative	 content	
analysis.		
	
2.3.Research	Questions	
Main	question:	

- How	do	the	Netflix	users	experience	the	suggestion	logic	of	Netflix?	
	
Support	questions:	

- Does	this	logic	expand	or	alienate	the	user	experience?		
- Does	this	logic	empower	Netflix’s	users?	
- What	status	does	original	content	have	in	relation	to	other	content	when	it	comes	to	

the	recommendation	logic?	
- What	other	variables	outside	the	algorithm	contribute	framing	the	Netflix’s	user	

experience?	
- What	happens	to	the	user´s	experience	when	the	algorithm	fails?		
- What	are	other	unexpected	practices	of	the	usage	and	experience	of	Netflix?		

	
In	order	to	achieve	these	objectives,	the	most	accurate	way	is	to	theoretically	subdivide	
from	a	broader	to	a	singular	perspective	approach.	Firstly,	starting	from	the	definition	
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and	 contextualization	 of	 the	 problem	 within	 the	 current	 media	 landscape,	 to	
understanding	the	algorithm	culture	and	its	implications,	to	finally	arrive	to	a	Netflix’s	
description	and	analysis	of	its	characteristics	for	a	better	comprehension	of	each	user’s	
experience	at	the	empirical	research.  
 
2.4.Limitations	of	the	Study	
	
Returning	to	our	main	point	of	study,	how	do	people	deal	and	or	cope	with	the	fact	of	
algorithms	 being	 implicitly	 incorporated	 in	 our	 daily	 life?	 Are	 they	 indeed	 or	 are	we	
conscious	about	it?	How	much	do	we	feel	they	influence	us?	Is	it	for	good	or	for	bad?	
Taking	 Netflix	 as	 an	 example,	 I	 consider	 that	 one	 of	 the	most	 important	 -if	 not	 the	
most-	outcome	of	this	project	will	be	the	conclusions	of	how	Netflix	users	experience	
the	algorithms,	to	enlighten	people’s	reaction	to	this	on-demand	logic,	to	rethink	and	
consider	 whether	 this	 logic	 expands	 or	 limits	 people’s	 experience,	 paying	 particular	
interest	 on	 its	 implication	 on	 today´s	 tethered,	 digital	 entertainment	 and	 cultural	
industry.		
	
This	 study	 focuses	 on	 Netflix	 but	 hopefully	 the	 results	 and	 learnings	 can	 be	 also	
considered	for	further	on-demand	apps,	which	according	to	the	current	status	quo,	are	
and	would	definitely	become	 the	 standard	way	of	 consumption	 in	western	 societies:	
from	 groceries,	 dinner	 or	 services	 delivered	 to	 your	 door,	 to	 e-commerce	 or,	 as	
displayed	on	this	case,	entertainment.		
	
It	is	important	to	understand	how	the	chosen	platform	works,	so	one	can	comprehend	
the	possible	outcomes	when	algorithms	go	wrong	and	the	experience	gets	broken.	The	
main	focus	would	be	done	onto	each	consumer’s	journey	and	individual	experience.		
	
Having	 said	 that,	 it	 is	 important	 to	 define	 some	 of	 the	 delimitations	 of	 this	 study.	
Programming,	 coding	 and	 Netflix’s	 structure	 will	 be	 only	 taken	 into	 consideration	
through	the	user’s	eyes	and	not	the	software	structure.	How	its	algorithm	and	content	
is	programmed,	coded	and	suggested	is	something	this	research	can	inferred	on	light	of	
the	users’	experiences	but	will	not	attempt	to	clearly	define	them	as	they	actually	are	
designed	on	and	for	the	app.		

	
Regardless	 of	 this	 research	 focusing	 and	 prioritizing	 the	 user	 experience	 above	 the	
mere	 analysis	 of	 algorithms,	 exploring	 these	 from	 a	 conceptual	 perspective	 will	
contribute	 to	a	better	understanding	of	Netflix	and	will	 enlighten	 the	more	 technical	
concepts	such	as	apps,	platform,	software,	algorithms,	which	will	help	interpret,	frame	
and	maybe	enlighten	some	of	the	reasons	behind	the	consumer	experiences.	
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2.5.	Theoretical	Context		
2.5.1.	Current	Media	Landscape:	Media	in	Everyday	Life	&	Global	Cultural	Industry	
	
Much	 has	 changed	 in	 the	 last	 15	 years	 regarding	 everyday	 life	 and	 the	 media	
landscape.	 From	 transportation	means	 to	 food,	media	 and	 its	 technology	 found	 the	
way	to	squeeze	themselves	in	and	transformed	people’s	habits	and	routines.		In	both,	a	
manifest	but	also	on	a	more	 latent	way,	 computational	processes	have	been	earning	
their	way	through	the	“sorting,	classifying	and	hierarchizing	of	people,	places,	objects	
and	ideas”	(Striphas,	2015,	p.	395).		
	
On	one	hand,	algorithms,	platforms	and	software	evidently	and	by	our	voluntary	will	
contribute	to	the	shaping	of	the	way	we	consume,	communicate	and	connect.	While,	
on	 other	 everyday	 issues	 –	 as	 important	 as	 the	 previous	 ones,	 but	 that	many	 times	
considered	 mundane	 or	 trivial	 by	 some-	 such	 as	 entertainment,	 culture	 and	 media	
consumption,	these	computational	processes	act	in	a	subtler	way,	sometimes	without	
us	even	noticing.		
	
This	 everyday	 life	 should	 be	 framed	 within	 a	 bigger	 cultural,	 political	 and	 economic	
change,	 which	 can	 be	 named	 “Global	 Culture	 Industry”	 as	 Lash	 and	 Lury	 (2007)	
baptized	 it.	 “Cultural	 objects	 are	 everywhere;	 as	 information,	 as	 communications,	 as	
branded	 products,	 as	 financial	 services,	 as	 media	 products,	 as	 transport	 and	 leisure	
services,	cultural	entities	are	no	longer	the	exception	but	the	rule”	(Lash	&	Lury,	2007,	
pp.	 5,	 6).	Moreover,	 these	 cultural	 objects	 now	need	 to	 be	 redefined	 as	well	 as	 the	
cultural	 concept	 itself.	 According	 to	 Striphas,	 big	 data	 and	 large	 scale	 computation	
logics	 -such	 the	 one	 Netflix	 uses-	 alters	 the	 way	 human	 think,	 conduct,	 organize,	
practice,	experience	and	understand	culture	(Striphas,	2015,	p.	396).	
	
These	changes	in	culture	definitely	affect	our	daily	life	and	routine.	Netflix	had	become	
one	of	those	apps,	featured	in	more	than	one	devices	(computers,	tablets	and	mobile	
phones)	 which	 helped	 restructure	 everyday	 routines	 and	 therefore,	 changed	 and	
influenced	our	culture.	As	Sara	Pink	established,	 this	major	presense	of	Netflix	 in	our	
daily	life	can	be	a	way	to	explore	“the	role	of	media	in	the	making	and	experiencing	of	
environments,	 centering	 on	 their	 salience	 to	 daily	 routines	 of	 transition	 in	 the	 (…)	
media	saturated	household”	(Pink	&	Leder	Mackley,	2013,	p.	677).	
	
Some	of	 the	 changes	 seen	 in	media	 and	 in	 everyday	 life	 are	 also	 present	within	 the	
consumer’s	economy	and	they	have	become	quite	substantial.	Manovich	explains	this	
interactive	 relationship	as	a	 two-way	 link,	between	the	user	and	the	cultural	product	
(app	on	this	case).	The	author	mentions	that	this	phenomenon	often	applies	to	“born-
digital	 industries	and	media,	such	as	software,	computer	games,	web	sites,	and	social	
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networks.	Their	products	are	explicitly	designed	to	be	customized	by	users”	(Manovich,	
2009,	p.323).		
	
Not	only	the	incorporation	of	new	technology	and	the	mediatization	of	routines	have	
happened,	 but	 also	 evolved.	 This	 occurred	 to	 the	 connectivity	 aspect	 of	 our	 new	
mediatized	culture.	According	to	van	Dijck,	 the	connectivity	 is	 the	element	that	wires	
and	 connects	 every	 piece	 of	 culture	 together,	 in	 a	 literal	 and	 metaphorical	 way,	 in	
which	technologies	and	connected	gadgets	“shape	and	a	reshape	not	only	by	economic	
and	legal	frames,	but	also	by	users	and	content”	(van	Dijck,	2012,	p.	1).	It	is	no	longer	
about	letting	messages	or	data	in,	but	also	crafting,	producing	and	spreading	them	out	
as	active	prosumers.	In	Netflix,	this	phenomenon	is	not	as	literal,	but	having	it	as	one	of	
the	many	on-demand	apps	that	customize	each	user’s	profiles	according	to	each	user’s	
interactions	 only	 reflects	 the	 influence	 and	 to	 what	 extent	 this	 mediatic	 cultural	
industry	has	reached.		
	
How	 did	 all	 these	 happen?	What	 was	 the	 turning	 point	 of	 the	 phenomena?	 It	 is	 of	
common	agreement	that	the	most	relevant	shift	had	happened	since	the	introduction	
and	development	of	the	Internet,	but	not	the	World	Wide	Web	as	we	know	it,	but	the	
Web	2.0.	The	term	Web	2.0	suggests	an	“upgraded	and	updated	version	of	the	web”	
being	 defined	 as	 “(…)‘collective	 intelligence’	 through	 the	 development	 of	 a	
‘participatory	culture’”	(Beer,	2008,	p.	5-6).	
	
Not	only	participation	helped	shaped	this	Web	2.0	evolution,	but	also	connectivity	and	
multi-screen	phenomena:	
	

	“[…]	Applications	become	accessible	from	any	networked	interface	or	portal	
rather	 than	 the	 information	 being	 stored	 on	 a	 single	 device.	 Here,	
information	moves	from	the	private	device	to	the	network	allowing	it	to	be	
accessed	 from	 a	 range	 of	 mobile	 and	 desktop	 interfaces	 at	 any	 time	 and	
from	anywhere”	(Beer,	2008,	p.	6).	
 

Striphas	has	a	good	point	which	can	be	used	to	clearly	exemplify	how	all	these	Web	2.0	
practices	 help	 shape	 the	 way	 “shopping,	 merchandizing	 and	 host	 of	 other	 everyday	
cultural	 activities”	 because,	 due	 to	 the	 media	 landscape	 transformations	 previously	
mentioned,	 they	 now	 became	 “data	 driven	 activities	 subject	 to	 machine	 based	
information	processing”	 (Striphas,	 2015,	p.	 398).	 This	 can	be	 seen	as	 an	 intertwined,	
complicated	 and	 reciprocal	 process:	 the	 raw	 data	 mining	 generated	 by	 the	 users’	
activity	is	the	one	which	contributes	to	that	Web	2.0,	two-way	street,	interactive	form	
of	commerce,	education,	and	overall	communication.		
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These	 issues	of	private	and	public	 life	 spheres	are	 significant	 to	 this	Netflix	 research,	
because,	without	being	noticed,	this	dynamic	framed	within	this	new	hyperconnected	
world,	 creates	 another	 sphere,	 a	 virtual	 one,	 where	 the	 public	 and	 private	 spheres	
boundaries	are	a	click	away	from	each	other,	making	their	limits	blurry	and	constantly	
changing.	 This	 sphere	 is	where	 production	 and	 distribution	 of	multimedia	 content	 is	
being	 held,	 and	 where	 the	 user	 lives	 the	 on-demand	 Netflix	 experience.	 This	
production	 or	 user	 generated	 content	 is	 referring	 to	 the	 selections,	 raitings	
classification	 and	 each	 particular	 click	 the	 user	 does	 on	 the	 platform.	 By	 interacting	
with	 it,	 we	 generate	 valuable	 and	 infinite	 amount	 of	 data	 that	 would	 return	 in	 an	
algorithm	recommendation	form	back	to	us.		
	
An	important	aspect	which	also	showcases	that	“tethered”	self”	(Turkle,	2006,	p.	6)	and	
the	blurry	of	boundaries	 is	 that	personalization	production	happens	at	 two	 levels:	an	
automated	 one,	 where	 algorithms,	 marketing	 interests	 and	 previous	 consumer	
behavior	 is	 being	 considered,	 and	 a	 “human”	 one,	 based	 on	 user’s	 agency,	 where	
personal	choices	are	also	determined	by	peers,	friends	and	a	reference	community.	As	
Jones	says,	these	customized,	individual	choices	of	content	are	“not	based	on	invisible	
interactions	with	machines	 (…)	we	should	not	be	blind	 to	 the	 fact	 that	 is	 real	people	
who	 occupy	 that	 space,	 virtual	 or	 otherwise”	 (Jones,	 2002,	 p.	 3).	 Jones	 regards	 his	
analysis	 to	 the	 musical	 sphere	 but	 the	 same	 issue	 happens	 to	 the	 broader	
entertainment	scene.		
 
Jones	 (2002)	 and	 Turkle	 (2006)	 illustrate	 that	 currently	 there	 is	 no	 doubt	 that	 our	
everyday	 life	 has	 been	 conditioned,	 modified	 and	 eventually	 -evolved-	 due	 to	 this	
connectivity	 process	 the	 [global]	 cultural	 industry	 and	 the	 world	 itself	 have	 been	
experiencing.	 This	means	 that	 our	 daily	 routines,	 including	 our	 leisure	 options,	 have	
been	altered.	Passing	through	paper	pages	is	now	outdated:	scrolling	is	the	new	black:	
one’s	Kindle,	one’s		phone,	one’s		tablet	in	order	to	read	news,	one’s	favorite	book	or	
our	friend’s	status.		
	
We	read	“feeds”	meaning	we	are	being	fed	by	all	sorts	of	information	done	by	infinitive	
sources.	Going	to	the	movies	now	had	changed	by	“Netflix	and	chill”,	the	new	pick	up	
line	people	use	 in	Tinder,	 the	dating	app,	 to	describe	the	 fact	of	staying	 lying	 in	bed,	
watching	 some	 awesome	 series	 and	 maybe	 something	 more.	 An	 interesting	
interpretation	of	this	overall	status-quo	situation	is	that	it	presents	ourselves	a	limbo-
oxymoron	where	we	negotiate,	struggle	and	live	on	daily	basis:	the	homogenization	of	
the	cultural	industry,	where	everything	is	automated	and	equal	versus	our	strong	urge	
to	 individualize	 and	 personalize	 the	 user	 experiences	 thanks	 to	 the	 personalization	
techniques	provided	by	the	algorithm	culture.		
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2.5.2.	Algorithm	Culture	&	Science	and	Technology	Studies	Concepts	

	
What	is	it	meant	by	algorithm	culture?	Ted	Striphas	defined	it	as	the	shift	of	delegating	
the	work	of	culture	of	“sorting,	classifying	and	hierarchizing	people,	places,	objects	and	
ideas”	 to	 computational	 processes	 that	 eventually	 modify	 the	 way	 we	 practice,	
experience	and	understand	them	(Striphas,	2015,	p.	395).	
	
The	author	takes	Raymond	Williams’	(1958)	definition	in	order	to	understand	a	current	
view	on	culture,	defining	it	“not	only	as	the	general	body	of	the	arts	but	also	a	whole	
way	of	 life	material,	 intellectual	and	spiritual”	 (Striphas,	2015,	p.	398).	His	definitions	
are	 done	 throughout	 a	 historical	 approach	 on	 how	 each	 terminology	 have	 been	
mutating,	hence,	evolving	to	today’s	current	usage.		
	
His	 historical	 approach	 to	 information	 helps	 its	 understanding	 as	 “something	 that	
emanates	from	some	external	source	to	one	self”	(Striphas,	2015,	p.	399).	This	updated	
version	 is	 important	since	 it	conceives	the	process	of	abstraction:	 information	can	be	
considered	 that	 “raw	 material”	 that	 is	 either	 given	 or	 received	 via	 senses,	 specially	
comprehend	through	our	”cognitive	faculties”	(Striphas,	2015,	p.	399).		
	
Information	is	now	considered	an	individual	thing	for	itself,	which	can	live	outside	our	
bodies.	 This	 meant	 a	 huge	 revolution	 since	 knowledge	 can	 be	 stored;	 it	 no	 longer	
depends	 on	 our	 physical	 attitudes	 or	 memory	 skills.	 Books,	 machines,	 clouds	 and	
records	became	more	relevant.	Another	 important	 issue	 is	 that,	after	WWII	onwards,	
machine	 stored	 information	 “begin	 being	 seen	 not	 merely	 as	 a	 useful	 thing	 but	 as	
custodian	of	orderliness”	(Striphas,	2015,	p.	400).		
	
This	process	is	relevant	nowadays	for	this	algorithmic	culture	the	author	mentions,	and	
particularly	to	the	on-demand	platforms,	since	humans	do	not	hold	the	exclusive	rights	
of	 cultural	 “producers,	 curators	 and	 interpreters.	 Now,	 thanks	 to	 outside	 storage,	
information	can	be	produced,	 stored	and	used	 in	a	programed	yet	autonomous	way.	
Also,	 it	 is	 of	 extreme	 importance	 to	 Netflix’s	 algorithm	 logic.	 Turkle’s	 (2006)	 virtual	
world	 with	 tastes	 and	 preferences	 the	 user	 likes	 and	 dislikes	 needs	 to	 be	 storage	
somewhere,	and	the	app	allows	this	information	not	only	to	be	there	and	be	accessed	
by	any	device	as	Beer	(2008)	established,	but	also	and	mainly	it	allows	the	information	
to	grow	exponentially	and	be	modified	in	real	time	according	to	each	user’s	selections	
and	clicks.	This	is	also	related	to	real	time	satisfaction	and	entertainment,	which	is	very	
different	 from	 what	 it	 used	 to	 be.	 This	 is	 one	 major	 shift	 in	 our	 daily	 media	
consumption	affecting	on	economical	and	production	issues,	as	stated	on	Finn’s	(2017)	
work.		
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On	the	other	hand,	Striphas	(2015)	also	finds	interesting	to	reach	a	definition	of	crowd.	
When	 he	 starts	 analyzing	 this	 term,	 he	 refers	 to	 The	 Oxford	 English	 Dictionary	
definition,	understanding	this	noun	as	a	synonym	of	“mass,	mob,	multitude	and	large	
gatherings	of	people,	generally	in	public,	especially	in	urban	settings”	where	individual	
identity	is	being	blurred	and	usually	these	people	are	gathered,	engaging	with	certain	
objective	 or	 action	 (Striphas,	 2015,	 p.	 401).	 Then,	 he	 mentioned	 Mackay,	 and	 his	
articulation	 of	 “thinking	 in	 herds”	 and	 “the	 popular	 mind”	 (Mackay,	 2001	 [1841]).	
Mackay’s	conception	clearly	differentiates	itself	from	the	concept	of	The	Oxford	English	
Dictionary,	 designating	 an	 “active,	 living	 process	 albeit	 one	 in	 which	 any	 individual	
contribution	 registers	 diffusely.	 The	 noun	 form,	 “popular	 mind”	 largely	 elides	 that	
process,	positing	some	overarching	thing	referring	to	everyone	in	general	and	no	one	in	
particular”	(Striphas,	2015,	p.	401).	
	
If	information	can	be	produced	and	stored	outside	a	human	body,	then	a	crowd	can	be	
a	 generator	 of	 information.	My	 understanding	 of	 why	 these	 terms	 are	 important	 to	
Striphas	is	because,	although	he	clearly	specifies	that	crowds	are	usually	done	in	urban	
settings,	 I	 believe	 that	 the	 anonymity,	 publicness	 and	 current	 availability	 of	 Internet	
connection,	 allows	 that	 this	 information,	 -hence	 knowledge-	 generation	 and	 its	
correspondent	 storage	 to	 happen	 online.	 People	 generate	 information,	 willingly	 and	
unwillingly	–by	leaving	digital	traces	of	one’s	online	activity	due	to	cookies	and	caches-,	
and	the	trends,	social	networks	and	crowdsourcing	possibilities	are	those	new,	digital,	
“public	spaces”	where	people	gather	and	the	“popular	mind”	is	being	settled.		
	

This	 phenomenon	 is	 possible	due	 to	 algorithms,	which	 is	 the	 third	 and	 last	 term	 the	
author	explains.	He	explains	that	originally	the	word	comes	from	the	old	Greek	world	
for	number	arithmos.	Nowadays,	the	contemporary	definition	of	the	world	refers	to	“a	
formal	 process	 or	 set	 of	 step	 by	 step	 procedures	 often	 expressed	 mathematically”	
(Striphas,	 2015,	 p.	 403-404)	 although	 he	 insists	 on	 the	 importance	 of	 the	
misinterpretation	of	the	original	Arabic	concepts	for	calculation	such	as	arithmetic	and	
algorisms,	the	Arabic	system	of	numeration	itself.		

	
So,	why	did	algorithms	as	a	term	become	more	popular	 in	today’s	world?	The	author	
claims	 back	 the	 importance	 of	 information	 and	 culture	 to	 explain	 this	 issue.	 On	 his	
paper	Transmission	of	Information	Ralph	Hartley,	a	Bell	Laboratories	engineer,	explains,	
“in	any	given	communication	the	sender	mentally	selects	a	particular	symbol	(…)	as	the	
selections	proceed,	more	and	more	possible	symbols	sequences	are	eliminated	and	we	
say	 that	 the	 information	 becomes	more	 precise”	 (Hartley,	 1928,	 p.	 536).	 This	means	
that,	within	communication’s	entropy,	where	chaos	is,	by	definition,	the	current	state	
of	 that	 information,	 any	 order	 need	 to	 be	 engineered,	 and	 these	 creations,	
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transformation	or	selection	of	symbols	led	to	understanding	and	order	(Striphas,	2015,	
p.	405).		
	
This	order	is	the	one	Netflix	applies	to	structure	itself,	providing	a	customized	offer	to	
each	 user	 according	 to	 the	 inputs	 or	 symbols	 the	 user	 submits	 within	 the	 app	
navigation,	 and	of	 course,	 the	 cultural	media	practices	 they	do.	According	 to	Netflix,	
the	company	do	not	cross	data	with	other	apps	or	platforms	 -at	 least	not	more	 than	
quantitative	values	such	as	email,	age,	gender,	and	device-	but	of	course	the	company	
nourish	itself	by	the	trends,	cultural	values	and	events	that	are	currently	relevant	to	its	
audience	for	the	creation	of	original	content	and	curation	of	their	external	content.	For	
example,	 when	 Fidel	 Castro	 passed	 away,	 the	 launch	 of	 Netflix’s	 Original,	 The	 Cuba	
Libre	 Story,	 as	 well	 as	 other	 Cold	War	 and	 Guerrilla	 Conflict	 content	 was	 pushed	 or	
released.	This	blurry	line	between	what	the	viewer	genuinely	want	to	watch	and	what	
is	 pushed	or	 suggested	 to	 see	 –by	 the	 algorithm	or	 by	 a	 social	 event-,	 changing	 and	
shaping	 his	 or	 her	 habits	 on	 what	 to	 watch	 next	 can	 be	 a	 way	 of	 “corrupt	
personalization”	as	Christian	Sandvig	calls	it	and	Finn	explains	it	(Finn,	2017,	p.	21).	

	
“Nowadays,	algorithms	have	“significantly	taken	on	what	(…)	has	been	one	of	
culture’s	 chief	 responsibilities,	 namely	 the	 task	 of	 ‘reassembling	 the	 social’	
through	 using	 an	 array	 of	 analytical	 tools	 to	 discover	 statistical	 correlations	
within	 sprawling	 corpuses	 of	 data,	 correlations	 that	 would	 appear	 to	 unite	
otherwise	disparate	 and	dispersed	 aggregates	of	 people”	 (Striphas,	 2015,	 p.	
406).		

		
Algorithms	should	be	understood	as	“’socio-technical	assemblages’	joining	together	the	
human	and	non-human,	 the	cultural	and	computational”	 (Gillespie,	2014,	p.404-405).	
Building	 up	 on	 that	 statement,	 Striphas	 mentions	 Flusser’s	 approach	 that	 algorithm	
culture	 “is	 the	 automation	 of	 cultural	 decision	 making	 processes,	 taking	 the	 latter	
significantly	out	of	people’s	hands”	(Flusser	2011:117	cited	in	Striphas,	2015:408).	
 
The	algorithm	culture	cannot	emerge	without	the	possibilities	of	the	World	Wide	Web	
and	 its	 connectivity.	 This	 last	 concept	 is	 a	 clear	 example	 on	 how	 this	 research	 is	
relevant	 to	 today’s	media	 landscape.	Connectivity	 cannot	be	understood	alone	by	 its	
technical	terms	and	connotations.	The	relevance	of	it	should	be	closely	paired	with	the	
influence	 it	 has	 on	 people’s	 daily	 behaviors.	 In	 order	 to	 do	 this,	 van	 Dijck’s	 (2012)	
approach	 is	 a	 very	 interesting	 one,	 since	 three	 concepts	 of	 connectivity	 -platform,	
protocol	and	interface-	are	going	to	be	practical	while	explaining	the	algorithm	culture	
we	are	immerse	in.		
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Firstly,	 a	platform	 is	 either	 the	material	 or	 immaterial	 support	 for	 a	 social	 activity	 to	
happen.	 Usually,	 these	 social	 activities	 are	 formatted	 into	 protocols,	 meaning	 the	
expected	 or	 correct	way	 to	 succeed	 and,	 this	 phenomenon	 is	 presented	 to	 the	 final	
user	with	a	friendly	look	or	interface	(van	Dijck,	2012,	p.	4).	“Any	platform’s	connective	
structure	 is	 mediated	 by	 protocols:	 formal	 descriptions	 of	 digital	 message	 formats	
complemented	 by	 rules	 for	 regulating	 those	 messages	 in	 or	 between	 computing	
systems”	 (van	Dijck,	 2012,	 p.	 4).	 Protocols	 can	be	 “technical	 sets	 of	 rules”	 that	work	
independently	and	 indifferently	 from	 its	very	own	content	but	 they	can	also	 improve	
and	reframe	their	usability	and	goal,	and	different	 from	its	original	programming	and	
intent,	due	to	the	way	their	owners	use	them	(van	Dijck,	2012,	p.	4).		
	
In	 this	 case,	 the	 platform	 is	 the	Netflix	 app	 in	 a	 TV,	 tablet,	 phone	 or	 computer	 that	
plays	entertainment	content,	the	protocols	are	the	programmed	and	formatted	series,	
movies	and	documentaries	available	to	stream	and	then,	when	the	users	decide	what	
to	watch	and	their	preferences	start	getting	set	up,	then	those	protocols	mutate.	These	
processes	 are	 available	 to	 the	 user	 thanks	 to	 a	 friendly	 interface	 with	 which	 they	
interact.	
	
The	architecture	van	Dijck	highlights	is	what	the	regular	user	is	usually	unaware	of	and	
what	the	savvy	user	hesitates	about.	This	would	be	the	programming	technique	behind	
the	apps	and	technology	we	use.	For	example,	Netflix’s	copyrights	laws,	which	do	not	
let	the	user	change	its	IP	location	for	more	or	different	content.	
	
On	 the	 seek	 of	 humanizing	 the	 algorithm	 as	 a	 main	 objective	 of	 this	 research,	 it	 is	
extremely	 important	 to	 keep	 in	 mind	 why	 are	 we	 still	 mentioning	 these	 technical	
subjects	 as	 relevant.	 Platforms,	 protocols	 and	 interfaces	 contribute	 to	 illustrate	 this	
matter,	particularly	the	link	between	technological	and	social	aspects.		
 
The	 algorithms	 are	 embodied	 on	 that	 friendly	 interface	 the	 users	 interact	 with,	 by	
touch	or	click.	There	is	an	interesting	approach	provided	by	the	Science	and	Technology	
Sciences	 called	 the	 Actor	 Network	 Theory	 (ANT).	 “ANT	 foregrounds	 a	 relational	
ontology	 according	 to	 which	 sociocultural	 and	 technical	 processes	 are	 mutually	
shaping”	 (Light,	 Burgess,	 &	 Duguay,	 2016,	 p.	 6).	 This	 means	 that	 the	 interface	 is	
thought	 and	 designed	 taking	 the	 user	 into	 consideration	 and	 the	 user	 itself,	 after	
interacting	 with	 it,	 provides	 further	 inputs	 to	 the	 app,	 hence	 its	 developers	 and	
designers	 can	 adjust	 the	 interface	 for	 better	 results	 according	 the	 actual	 user	 usage.	
This	is	the	key	of	success	for	a	good	and	useful	user	experience	(UX).	
	
”ANT	differentiates	between	 intermediaries	and	mediators,	which	can	additionally	be	
human	 or	 non-human.	 Intermediaries	 pass	 unchanged	 meaning	 along	 throughout	 a	
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network	 of	 relations	 while	 mediators	 are	 transformative,	 they	 alter	 the	 meaning	 or	
circumstances	within	a	system”	(Light,	Burgess,	&	Duguay,	2016,	p.	6).	In	Netflix	case,	a	
human	intermediary	can	be	a	Netflix	user	talking	to	another,	recommending	a	series	or	
talking	about	a	specific	chapter,	while	a	non-human	one	can	be	the	welcoming	trailer	
with	 Netflix	 original	 content	 present	 in	 every	 app.	 On	 the	 other	 hand,	 a	 human	
mediator	 can	be	 the	usage	of	 the	 raiting	options	while	a	non-human	one	can	be	 the	
actual	result	of	that	raiting,	altering	the	algorithm	personalized	offer.		
	
“Social	 practices	 are	 increasingly	 mediated	 by	 platforms	 that	 affect	 people’s	 daily	
interactions	and	reciprocal	relationships.	More	precisely,	platforms	run	on	account	of	
coded	protocols	that	appear	to	mediate	people’s	social	activities,	while	in	fact	steering	
social	traffic”	(van	Dijck,	2012,	p.	5).	On	Netflix’s	example,	certain	considerations	such	
as	 watching	 style,	 time,	 behavior,	 solo	 or	 group	 watching	 are	 in	 fact	 issues	 that	
represent	“social	traffic”	van	Dijck	mentions	and	will	be	considered	as	offline	behaviors	
and	variables	that	affect	the	overall	experience.		
	
These	definitions	were	not	merely	informative	for	the	fore	mentioned	aspects	but	also	
necessary	 to	 get	 a	 better	 understanding	 of	 the	 algorithm’s	 logic.	 But,	 what	 is	 an	
algorithm	exactly?  

 
“An	algorithm	is	any	well-defined	computational	procedure	that	takes	some	
value,	or	set	of	values,	as	input	and	produces	some	value,	or	set	of	values	as	
output.	 An	 algorithm	 is	 a	 sequence	 of	 computational	 steps	 that	 transform	
the	 input	 into	 the	 output.	 We	 should	 consider	 algorithms,	 like	 computer	
hardware,	as	a	technology”	(Seaver,	2014,	p.	1).		
	

This	is	enlightening	because	it	provides	clarification	onto	the	merging	fact	when	“rigid,	
quantitative	 logic	 of	 computation	 tangles	 the	 fuzzy,	 qualitative	 logics	 of	 human	 life”	
(Seaver,	 2014,	 p.	 2).	 As	 stated,	 brands,	 communications	 and	 media	 cannot	 be	
separated	from	everyday	life	and	the	representation	of	the	on	and	offline	self,	so	these	
zeros	 and	 ones,	 can	 actually	 be	 considered	 as	 a	 twenty	 first	 century	 fingerprint,	 the	
users’	 digital	 trace,	 which	 reflects	 on	 their	 offline	 persona.	 Same	 thing	 applies	 to	
Netflix.	“Given	the	personalization	[of]	algorithms	(…)	all	 interactions	with	the	system	
are	tailored	to	specific	user	accounts”	(Seaver,	2014,	p.	5).	
	
A	more	human	approach	that	 is	 interesting	and	accurate	for	this	research	 is	Ziewitz’s	
(2011)	 street	 experiment,	 where	 instead	 of	 considering	 an	 algorithm	 as	 a	 powerful	
entity	 “that	 increasingly	 takes	 control	 of	 our	 lives	 and	 generate	 rankings	 that	
foreground	 some	 but	 background	 other	 options”	 (Ziewitz,	 2011,	 p.	 5)	 one	 can	 think	
about	it	as	“something	that	is	being	done	in	practice,	in	many	places,	every	day,	again”	
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(Ziewitz,	 2011,	 p.	 5).	 Algorithms	 are	 usually	 “seem	 to	 be	 given	 and	 final”,	 when	 the	
correct	 way	 to	 consider	 it	 is	 “far	 from	 static,	 but	 constantly	 under	 construction”	
(Ziewitz,	2011,	p.	10).	

 
“Algorithms	 play	 an	 increasingly	 important	 role	 in	 selecting	 what	
information	 is	 considered	 most	 relevant	 to	 us,	 a	 crucial	 feature	 of	 our	
participation	 in	 public	 life.	 (…)	 Recommendation	 algorithms	 map	 our	
preferences	against	others,	suggesting	new	forgotten	bits	of	culture	for	us	to	
encounter.	 Algorithms	manage	 out	 interactions	 on	 social	 networking	 sites,	
highlighting	the	news	of	one	friend	while	excluding	another’s.	Algorithms	are	
designed	 to	calculate	what	 is	 “hot”	or	“trending”	or	“most	discussed”,	and	
skim	 the	 cream	 from	 the	 seemingly	 boundless	 chatter	 that’s	 on	 offer”	
(Gillespie,	2012,	p.	1).	
	

Not	only	algorithms	provide	raw	information,	but	also	they	have	become	the	tools	in	
order	to	gather,	classify,	understand	and	find	more	and	further	information.	They	are	
the	 current	 “key	 logic”	 that	 rule	 the	 information	 and	 media	 flow	 in	 which	 we,	 as	
proactive	 users,	 participate.	 They	 have	 the	 ‘power	 to	 enable	 and	 assign	
meaningfulness	 to	 content’,	 managing	 how	 information	 is	 perceived	 by	 users”	
(Gillespie,	2012,	p.	1).	
	

There	are	three	very	important	aspects	regarding	algorithms.	In	no	particular	order,	the	
first	one	 is	 related	 to	 the	 role	algorithms	have.	 “These	algorithms	are	producing	and	
certifying	 knowledge”	 (Gillespie,	 2012,	 p.2).	 The	 second	 one,	 is	 how	 algorithms	 are	
readable,	 and	 therefore	 usable,	 “only	 contrasted	 and	 in	 cooperation	 with	 data”	
(Gillespie,	2012,	p.3-4).	Lastly,	 it	 is	 important	to	state	that	is	not	the	algorithm	results	
what	matters,	is	what	the	user	does	with	that	(Gillespie,	2012,	p.4).	
	
If	 the	 algorithms	 results,	 according	 to	 the	 database	 paired	 and	 the	 previous	
programming	are	correct	but	not	relevant	or	updated	for	the	user’s	purposes,	then	the	
algorithms,	and	therefore	the	app,	is	meant	to	fail.		
	
Once	again,	here	is	where	the	interactive,	engagement	and	performative	actions	from	
users	are	clearly	showing	the	change,	from	a	passive	into	an	active	audience	behavior,	
responsible	 of	 reshaping	 media,	 and	 therefore	 culture,	 for	 the	 last	 15	 years.	 The	
production	of	knowledge,	its	validation	and	the	trend	setting	aspects	are	some	of	the	
issues	to	be	contrasted	on	the	findings	at	the	research.		
	
	
	



 20 

3.	Material	and	Methods	
	
In	this	section,	the	reader	will	be	able	to	find	a	definition	and	description	of	the	field	of	
study	 as	 well	 as	 for	 the	 selected	 sample	 used	 for	 this	 research.	 An	 exhaustive	
explanation	 about	 the	 gathering	 and	 the	 analyzing	 methods	 will	 be	 subdivided	 and	
explained.	Firstly,	the	walkthrough	method	as	well	as	the	think	aloud	interviews	will	be	
detailed	 as	 for	 gathering	 techniques,	 while,	 on	 the	 other	 hand,	 qualitative	 content	
analysis	will	be	used	and	explained	as	the	method	applied	to	study	and	 interpret	 the	
results.		
	
3.1	Field	of	Study:	Netflix	–	Towards	a	definition	and	description	
	
People	tend	to	think	they	know	what	Netflix	is;	but	do	we	really	know	from	a	technical	
point	 of	 view?	 For	 this	 paper	 purposes,	 I	 will	 define	 Netflix	 as	 an	 app.	 “Software	
applications	 (apps)	are	now	prevalent	 in	 the	digital	media	environment.	They	are	the	
site	 where	 significant	 sociocultural	 and	 economic	 transformations	 across	 many	
domains	from	health	and	relationships	to	entertainment	and	everyday	finance”	happen	
(Light,	Burgess,	&	Duguay,	2016,	p.	1).	
	
It	 is	 difficult	 to	 reach	 a	 final	 definition	 of	 what	 an	 app	 is;	 it	 depends	 on	 how	 it	 is	
programmed,	on	 its	 technical	possibilities,	 its	objectives	etc.	According	 to	Traction,	 a	
Canadian	CRM	consulting	and	software	development	firm,	an	application	is	“the	act	of	
putting	something	to	a	special	use	or	purpose”	(Traction	on	Demand).		Light,	Burgess	&	
Duguay	 also	defines	 it	 as	 “a	 subset	of	 [closed	and	 controlled	 systems	 like]	 computer	
programs	 -or	 platforms-	 that	 solve	 particular,	 often	 singular	 user	 needs,	 originally	
business	 needs”	 (Light,	 Burgess,	 &	 Duguay,	 2016,	 p.	 4-7).	 Hence,	 since	 both,	 the	
software	 industry	 and	 the	 academic	 field	 tend	 to	 refer	 to	 them	 as	 platforms	with	 a	
particular	 purpose,	 for	 this	 research,	 I	 will	 also	 define	 an	 app	 as	 a	 platform,	 in	 van	
Dijck’s	 sense,	with	 a	 specific	 task,	 on	 this	 particular	 case,	 the	online	 and	on	demand	
streaming	service.	
		
According	 to	 its	 official	 website,	 Netflix	 is	 the	 main	 television	 streaming	 service	
worldwide,	“leading	the	path	of	digital	content	since	1997”.	Netflix	is	available	in	more	
than	 190	 countries	 and	 currently	 has	 more	 than	 93	 million	 users,	 who	 enjoy	
approximately	125	millions	of	TV	shows	and	movies	per	day	(Netflix,	2017).	Netflix	users	
can	watch	whatever	they	want,	whenever	they	want,	almost	in	any	screen	with	Internet	
access	without	advertisement.		
	
Netflix	 phenomenon	 is	 overwhelming:	 during	 any	 given	 day	 of	 2014,	 one	 third	 of	
Internet’s	data	download	during	peak	hours	were	Netflix	streaming	files.	“By	the	end	of	
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2013,	 in	the	US	only,	the	company’s	40	million	subscribers	watched	a	billion	hours	of	
content	each	month”	(Finn,	2017,	p.	88).	Data	is	no	longer	just	zeros	and	ones,	data	is	
relevant	once	it	becomes	interpreted	and	used	by	and	for	users’	behaviors,	experiences	
and	choices.		
	

An	app’s	vision	clearly	establishes	its	purpose,	target	user	and	ideal	scenarios	of	usage.	
It	also	mentions	the	activities	is	supposed	to	perform,	support	or	enable.	(Light,	Burgess,	
&	 Duguay,	 2016,	 p.	 9).	 “An	 app’s	 vision	 tells	 user	 what	 it	 is	 supposed	 to	 do	 and	 by	
extension,	implies	how	it	can	be	used	and	by	whom”	(Light,	Burgess,	&	Duguay,	2016,	p.	
9).	It	usually	goes	unnoticed	by	the	users	but	to	this	research	purpose	is	important	since	
it	 provides	 “a	 baseline	 for	 identifying	 user	 appropriation”	 (Light,	 Burgess,	 &	 Duguay,	
2016,	p.	9).		Blogs,	press	releases	and	public	statements	also	convey	the	app’s	vision	and	
help	 to	widespread	 it	 among	 the	 community	 and	not	 only	 its	 subscribed	users	 (Light,	
Burgess,	&	Duguay,	2016,	p.	9).	

	
There	 is	 no	 official	 Netflix’s	 vision	 published	 neither	 inside	 the	 app	 itself	 nor	 on	 its	
official	 website.	 The	 only	 information	 available	 under	 the	 “about”	 section	 is	 the	 one	
used	 for	 the	 definition	 of	 what	 Netflix	 is.	 The	 Balance.com,	 an	 online	 consultancy,	
gathered	some	of	the	mission	statements	of	technology	companies	last	year	and	Netflix	
was	 among	 the	 selected	 ones.	 They	 also	 confirm	 that	 there	 is	 no	 official	 published	
mission	 statement,	 but	 they	 mention	 that	 in	 2011,	 Netflix’s	 CEO,	 Reed	 Hastings	
expressed	 his	 vision	 on	 how	 he	 embodies	 the	 upcoming	 future	 of	 the	 company.	 He	
stated	they	wanted	to	become	the	best	global	entertainment	distribution	service,	to	be	
able	to	license	entertainment	content	around	the	world,	to	create	markets	accessible	to	
filmmakers	 and	 to	 help	 content	 creators	 around	 the	 world	 to	 find	 a	 global	 audience	
(Farfan,	2016).	

The	website	also	states	that	Netflix	has	published	its	company	values,	which	can	provide	
additional	 information	 and	 clarification	 about	 the	 “principles	 which	 guided	 its	
employees	 in	 their	 daily	 decisions	 and	 activities.	 The	 Netflix	 Company	 Values	 were	
published	as:	Judgment,	Productivity,	Creativity,	Intelligence,	Honesty,	Communication,	
Selflessness,	Reliability	and	Passion”	(Farfan,	2016).	According	to	Facebook´s	COO	Sheryl	
Sandberg,	 Netflix’s	 company	 culture	 document	 “may	 well	 be	 the	 most	 important	
document	ever	to	come	out	of	the	Valley¨	(2013)2.	

The	operating	model	usually	involves	the	app’s	“business	strategy	and	revenue	sources,	
which	 indicate	underlying	political	 and	economic	 interests”	 (Light,	Burgess,	&	Duguay,	
2016,	p.	10).			

                                                
2 Gregory	Ferenstein	for	TechCrunch,	31-01-2013:	https://techcrunch.com/2013/01/31/read-what-facebooks-
sandberg-calls-maybe-the-most-important-document-ever-to-come-out-of-the-valley/ 
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An	interesting	model	strategy	that	Netflix	articulates	and	Finn	analyzes	is	the	curation	
filter	 instead	 of	 censorship.	 “Facebook,	 Google,	 Netflix	 and	 the	 rest	 do	 not	 often	
engage	in	overt	censorship,	but	rather	algorithmically	curate	the	content	they	wish	us	
to	see,	a	process	media	scholar	Ganaele	Langlois	terms	‘the	management	of	degrees	of	
meaningfulness	and	the	attribution	of	cultural	value’”	(Finn,	2017,	p.	111).		

On	 Netflix’s	 Official	 Blog,	 one	 can	 find	 a	 nice	 articulation	 of	 its	 business	 objective	
closely	related	to	the	subject	of	this	research:	“Our	business	objective	is	to	maximize	
member	 satisfaction	 and	 month-to-month	 subscription	 retention,	 which	 correlates	
well	 with	 maximizing	 consumption	 of	 video	 content.	 We	 therefore	 optimize	 our	
algorithms	to	give	the	highest	scores	to	titles	that	a	member	is	most	likely	to	play	and	
enjoy”	(Netflix,	2012).	

	
Not	 only	 money	 exchange	 means	 revenue	 in	 the	 app	 world,	 the	 users’	 data,	 likes,	
dislikes	 and	 preferences	 are	 today’s	 currency.	 These	 data	 can	 usually	 be	 sold	 to	
advertisers	and	data	miners	(Light,	Burgess,	&	Duguay,	2016,	p.	10)	although	this	is	not	
the	case.	Netflix,	under	their	Privacy	Statement,	clearly	establish	that	the	information	
gathered	 by	 them	 or	 provided	 by	 the	 user	will	 be	 used	within	 The	Netflix	 Family	 of	
Companies,	 the	 services	 providers	 and	 some	 other	 third	 parties	 but	 only	 the	 ones	
related	 to	 the	 viewing	 experience.	 The	 user	 can	 choose	 to	 disclose	 information	with	
social	 plug-ins,	which	 are	 operated	 by	 the	 social	 networks	 themselves	 and	 regulated	
under	 their	 own	 privacy	 statements.	 “We	 use	 information	 to	 provide,	 analyze,	
administer,	 enhance	 and	 personalize	 our	 services	 and	 marketing	 efforts,	 to	 process	
your	 registration,	 your	 orders	 and	 your	 payments,	 and	 to	 communicate	with	 you	 on	
these	and	other	topics”	(Netflix,	2017).	
	
This	 is	 an	 advertising	 free	 service.	 As	 an	 on-demand	 service	 and	 pay-per-view	
philosophy,	 it	 is	 part	 of	 its	 core	definition.	 The	Netflix	 case	might	be	particular	 since	
they	 do	 not	 sell	 the	 user’s	 information	 to	 third	 parties,	 but	 they	 keep	 it	 and	 use	 it	
themselves	 for	 the	better	suggestion	and	very	own	content	creation.	They	guarantee	
the	privacy	and	well	maintenance	of	the	information:		
	

“Whenever	 in	 the	 course	 of	 sharing	 information	 we	 transfer	 personal	
information	to	countries	outside	of	the	European	Economic	Area	and	other	
regions	with	comprehensive	data	protection	laws,	we	will	ensure	that	the	
information	is	transferred	in	accordance	with	this	Privacy	Statement	and	as	
permitted	by	the	applicable	laws	on	data	protection”	(Netflix,	2017).		

	
Personally,	I	believe	is	a	genius	strategy	for	an	operating	model,	since	all	the	revenue-	
its	 cost	 and	 users’	 data-	 stays	 within	 the	 company,	 in	 order	 to	 develop	 better	
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suggestions	and	a	wider	scope	of	content.	This	information	will	allow	tracing	trends	in	
each	of	its	regions,	allowing	Netflix	to	partner	with	local	production	companies	in	order	
to	 develop	 the	 relevant	 content	 for	 each	 area.	 This	 shows	 the	 glocal	 approach	 the	
company	has:	providing	a	worldwide	service,	selecting	some	original	content	and	the	
most	watched	content	to	distribute	around	all	regions,	while	providing	a	special,	locally	
relevant	and	appealing	selection.		
	
Also,	 under	 Netflix’s	 Terms	 and	 Conditions,	 the	 user	 is	 by	 default	 enlisted	 on	
periodically	 testing	 and	 trials	 of	 new	 content	 and	 programming	 strategies	 to	 benefit	
the	improvement	of	the	overall	app,	specially	its	recommendation	engine.	In	case	the	
user	does	not	want	to	participate,	he	or	she	will	need	to	log	in	to	the	account	in	order	
to	 deactivate	 this	 option.	 	 For	 example,	 different	 raiting	 systems	 as	well	 as	 different	
distribution	techniques	(weekly	releases)	are	being	constantly	tested.		
	

“Netflix	regularly	makes	changes	to	the	service,	including	the	content	library.	
In	 addition,	we	 continually	 test	 various	 aspects	of	 our	 service,	 including	our	
website,	 user	 interfaces,	 promotional	 features	 and	 availability	 of	 Netflix	
content.	You	can	at	any	 time	opt-out	of	 tests	by	visiting	 the	"Your	Account"	
page	and	changing	the	"Test	participation"	settings”	(Netflix,	2017).	
	

During	 the	 subscription	 process,	 the	 new	user	 has	 the	 possibility	 to	 choose	 the	 best	
plan	option	among	three	alternatives	they	would	prefer	to	keep	if	they	decide	to	stay	
after	the	free	trial	month.	Netflix	offers	3	kinds	of	plans:	basic,	standard	and	premium.	
Each	one	of	them	clearly	establishes	its	conditions,	features	and	price.		
	
Different	pricing	ranges	are	offered	according	to	the	country	the	user	is	located,	but	it	
is	usually	between	$USD	7	to	$USD	10	for	the	basic	plan,	from	$USD	7	to	$USD	13	for	
the	standard	plan	and	from	$USD	8	to	$USD	18	for	the	premium	plan,	all	of	them	per	
month	 (OZ	Bargain	Blog	 ,	 2015).	 The	 cheapest	plan	deals	 are	 found	 in	 Latin	America	
(Argentina,	 Chile,	 Brazil)	 Canada	 and	 the	 US,	 while	 the	 most	 expensive	 ones	 are	 in	
Switzerland,	New	Zealand,	Norway	and	Sweden.	 It	would	be	 interesting	 to	 see	 if	 the	
price	ranges	affects	the	amount	of	registered	users	 in	each	region,	but	that	would	be	
for	another	 research.	Netflix	contemplates	 its	price	 range	according	 the	 living	cost	of	
each	country	 to	 it	keeps	an	average	relation	and	ratio	between	the	costs	of	 its	plans	
and	between	its	pricing	offers.		
	
After	analyzing	 the	 formal	and	 technical	definitions,	as	well	as	 the	Netflix	experience	
itself	 as	 a	 researcher	 and	 a	 font	 user,	 I	 would	 like	 to	 define	 Netflix	 as	 a	 “paid,	
international	 streaming	 and	 entertainment	 service	 app,	 which	 acts	 as	 a	 self	 content	
and	third	party	content	distributor	as	well	as	an	online	entertainment	curator”.		
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3.2.	Sample	Definition	
	
The	 empirical	 material	 collection	 for	 this	 research	 will	 be	 conducted	 in	 Singapore.	
Singapore	 is	one	of	 the	 latest	key	markets	where	Netflix	has	 launched,	 together	with	
South	Korea,	Hong	Kong	and	Taiwan	on	its	global	expansion	plan	(Loh,	2016,	N/A).	The	
company	started	 to	expand	 itself	 firstly	on	English	 speaking	markets,	 such	as	UK	and	
Australia.	 Europe	 and	 Latin	 American	 followed	 afterwards,	 where	 western	 cultural	
goods	were	more	frequently	consumed.	Asia	is	the	latest	region	Netflix	has	decided	to	
expand	in.	Singapore	launch	just	happened	a	year	ago,	making	this	sample	a	new,	fresh	
and	attractive	one	 to	 research.	 It	will	 be	 interesting	 to	know	how	 the	 streaming	and	
entertainment	experience	has	changed	due	to	this	new	player	 in	the	market,	with	 its	
unique	algorithm	technique	and	business’	model.		
	
Singapore	is	globally	renown	for	being	a	cultural	pot:	not	only	it	is	a	country	made	out	a	
cultural	blend	from	Hindi,	Malay	and	Chinese	roots,	but	also	home	of	a	big	community	
of	ex-pats.	According	 to	 the	Department	of	Statistics	of	Singapore,	44%	of	 the	entire	
population	 is	 under	 the	 work	 permit	 pass	 during	 2016,	 meaning	 they	 are	 not	
considered	permanent	residents	nor	Singaporean	citizens	(Statistics,	2016).	
	

Therefore,	I	decided	to	take	this	fact	into	an	advantage	due	to	a	couple	of	reasons:	1)	It	
is	easier	to	find	a	global	sample	on	an	international	city	state,	where	the	number	of	ex-
pats	is	highly	available,	2)	It	would	make	the	sample	and	the	results	more	interesting	to	
compare,	 since	 I	 will	 be	 able	 to	 grab	 samples	 from	 Latin	 American,	 United	 States,	
Europe	 and	 Asia	 itself	 3)	 Without	 being	 an	 intention,	 the	 expats	 will	 undoubtedly	
compared	their	previous	streaming	service,	being	this	one	Netflix	or	not,	and	how	they	
behaved	 with	 those	 previously	 moving	 abroad	 to	 Singapore.	 Lastly,	 this	 on	 demand	
logic	 is	worldwide	 phenomenon,	 so	 having	 an	 international	 sample,	 regardless	 of	 its	
size,	makes	sense.	As	stated	on	 its	About	 section,	Netflix	 is	 the	“worldwide	 leader	on	
digital	 content”	 since	 1997	 (Netflix,	 2017).	 On	 different	 levels,	 according	 to	 how	
develop	and	widespread	the	Internet	connection	and	usage	is	spread,	the	on-demand	
consumption	 of	 products,	 especially	 entertainment	 is	 becoming	 a	 global	 norm.	
Singapore,	 being	 the	 pioneer	 on	 tech	 hubs	 worldwide,	 with	 excellent	 Internet	
connection	 island	wide	and	with	a	government	emphasis	on	 the	development	of	 the	
creative	industry	as	a	differentiator	asset	for	the	country	and	their	project	called	Smart	
Nation,	seems	like	the	perfect	place	to	do	this	research.	
	
This	 is	why	 I	believe	 there	 is	an	added	value	 for	 this	 research	 in	generating	a	“global	
sample”.	Of	course,	quantity	wise	would	not	be	representative,	but	at	least	might	help	
to	get	an	in	depth	and	plural	comprehension	of	the	phenomena.	Candidates	from	three	
different	continents	(Asia,	Americas	and	Europe)	will	be	analyzed.		
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Gender	 is	 also	 another	 variable	 to	 take	 into	 consideration.	 Is	 this	 phenomenon	
affecting	 equally	 males	 and	 females	 alike?	 Or	 is	 there	 a	 gender	more	 vulnerable	 to	
algorithms	recommendations	that	the	other?	Do	they	experience	the	recommendation	
logic	equally?	
	
Therefore,	since	nationality	and	gender	will	be	part	of	my	sample,	age	will	become	my	
filter	strategy.	As	avant-garde	leaders	of	change,	I	would	choose	youth	to	perform	this	
analysis.	 Youth,	 especially	millennials,	 is	 the	 generation	more	 prone	 to	 change:	 their	
age	 and	 skill	 allow	 them	 to	 be	 more	 flexible	 and	 easily	 adaptable/learners	 of	 new	
experiences.	
	
As	many	 of	 other	 concepts	 used	 on	 this	 research,	 the	 term	 “millennials”	 also	 draws	
controversy.	 The	chosen	definition	 for	 this	matter	will	 be	 the	one	provided	by	Howe	
and	Strauss,	meaning	the	generation	born	between	1981	and	2001,	a	generation	“more	
numerous,	more	affluent,	better	educated,	tech	driven	and	more	ethically	diverse	(…)	
which	 focuses	 on	 teamwork,	 achievement,	 modesty	 and	 good	 conduct”	 (Howe	 &	
Strauss,	2000,	p.	4).	
	
Finally,	 I	 also	considered	 the	usage.	For	 this	 sample	and	 for	 the	main	purpose	of	 the	
research	questions,	the	selected	Netflix	users	should	be	heavy	users.	They	should	have	
a	 Netflix	 account	 –	 not	 necessary	 one	 of	 their	 own-	 and	watch	 it	 at	 least	 3	 times	 a	
week.	This	would	provide	a	savvy	user	approach,	maybe	not	an	expert	one,	but	at	least	
certain	kind	of	user	who	deals	with	the	app	on	usual	basis	and	is	familiar	with	it.			
 
Where	 could	 I	 find	 international,	 young,	Netflix’s	 heavy-users	millennials?	As	part	 of	
the	 recruitment	 strategy,	 I	 decided	 to	 go	 and	 search	 within	 the	 creative	 industry,	
where	 marketers,	 creative,	 designers	 and	 content	 creators	 are	 found,	 and	 would	
definitive	be	aware	and	font	of	Netflix.	This	is	because,	as	active	pro-sumers,	they	help	
co-create	 and	 are	 more	 tech	 savvy	 due	 to	 their	 natural	 inclination	 towards	 the	
industry,	 than	 the	 regular	users.	Also,	 it	 is	 important	 to	define	 the	understanding	of	
cultural	 industries	used	for	this	research.	 In	this	case,	would	be	the	one	discussed	by	
Flew	 (2012),	 in	 which	 he	 focuses	 on	 the	 relationship	 between	 the	 goods,	 or	 so	 call	
“creative	goods”,	their	production,	demand	and	consumption.	“The	more	popular	the	
cultural	 forms	 and	 practices	 are,	 the	 more	 likely	 it	 is	 that	 their	 production	 and	
consumption	is	tied	up	with	wider	economic	structures	and	relations”	(Flew,	2012,	p.	
3).	 	So,	 if	one	considers	Netflix	as	one	of	the	cultural	products	one	can	conclude	that	
the	creative	industry	concerns	the	relationships	between	those	cultural	forms	and	the	
economic	structures	on	which	they	are	produced,	distributed	and	consumed,	which	in	
this	case	will	be	content	producers,	writers,	production	houses,	directors,	creatives,	art	
directors,	programmers,	etc.	(Flew,	2012,	p.	3).	
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Having	all	these	variables	into	consideration,	one	can	briefly	sum	up	that	this	study	will	
focus	on	how	the	Netflix	algorithm	is	perceived	by	users,	done	through	a	gender	panel	
sample	 of	millennial,	 ex-pat	 users,	 from	 three	 different	 continents	 currently	 living	 in	
Singapore	and	working	in	the	creative	industry.		

	

	
Table	1:	Overview	of	the	sample	

	
A	 more	 in-depth	 description	 of	 each	 interviewee’s	 profile	 can	 be	 found	 on	 the	
appendix.		

	
3.3.	What	to	watch	next:	a	methodological	brief	introduction	
	
This	research	can	be	structured	into	two	very	different	stages	that	allow	the	reader	a	
better	 comprehension	 of	 the	 process:	 firstly,	 one	 must	 gather	 the	 information	 and	
secondly,	 one	 should	 analyze	 and	 standardize	 the	 results.	 For	 both	 stages,	 different	
research	methods	will	be	applied.		
	
3.4.	The	research	process:	gathering	information		
	
For	 the	 consumers’	 experiences	 and	 journeys,	 think	 aloud	 interviews	 and	 a	
walkthrough	 method	 will	 be	 used.	 	 The	 chosen	 methods	 were	 the	 ones	 that	 easily	
adapted	to	the	aims	of	this	research,	while	giving	interesting	and	rich	results.	
	
3.4.1.	Think	Aloud	Interviews		
	

The	think	aloud	interview	“is	a	research	method	in	which	participants	speak	aloud	any	
words	in	their	mind	as	they	complete	a	task”	(Charters,	2003,	p.	68).	In	this	case,	there	
was	not	a	specific	task	but	to	watch	Netflix	and	to	answer	a	questionnaire	about	their	
behavior	with	the	app	while	interacting	with	it.	The	think	aloud	interviews	were	done	
on	the	selected	sample,	 lasting	forty	minutes	each,	providing	valuable	information	on	
each	 user’s	 experience	 and	 journey	 while	 using	 the	 app.	 The	 questionnaire	 can	 be	
found	 on	 the	 annex	 of	 this	 research.	 Questions	were	 specifically	 crafted	 in	 order	 to	
tackle	 important	 issues	 that	 would	 be	 relevant	 for	 this	 analysis,	 considering	 offline	
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behaviors,	online	behaviors	as	well	as	social,	technical,	algorithmic	and	mixed	variables,	
which	will	be	discussed	on	the	analysis.	

	
I	 personally	attended	 to	where	 they	watched	Netflix	 and	experienced	 it	with	 them.	 I	
audio	recorded	the	interviews,	took	field	notes	and	some	visuals	aids	such	as	pictures,	
mainly	from	their	surroundings	and	devices.		
	
Many	of	the	interviewees	had	a	partner	who	met	the	sample	selection	and	made	the	
whole	 research	 more	 interesting.	 I	 still	 kept	 half	 and	 half:	 in	 a	 total	 of	 eight	
interviewees,	 I	 kept	 two	 couples	 and	 four	 individuals.	 This	 ended	 up	 being	 very	 rich	
since	many	key	findings	were	actually	going	against	to	my	previous	pre-conceptions	or	
notions	of	what	I	expect	or	thought	on	couples’	behavior.		
	
Overall,	 the	 meetings	 went	 from	 an	 informal	 to	 formal	 approach:	 firstly	 we	 talked	
about	life	and	then	we	narrow	it	down	to	the	questionnaire	as	well	as	watching	Netflix.	
The	device	was	always	on	as	a	source	of	 information	and	consultation.	The	first	ones	
were	 the	 longest	 and	 trickiest	 ones,	 while	 the	 flow	 enhanced	 throughout	 the	
interviews.		
	
According	 to	 the	 category	 selection	 I	 had	 previously	 established	 -which	 will	 be	
discussed	 indepth	on	 the	 following	chapter-,	what	 I	named	as	 “offline	behavior”	was	
firstly	 analyzed:	 contextual	 information	 such	 as	 location,	 time,	 with	 whom	 they	
experience	 it,	 as	well	 as	 streaming	platforms	alternatives.	 Secondly,	 I	 focused	on	 the	
“online	 behavior”,	 with	 hard	 and	 soft	 indicators	 alike:	 the	 devices,	 the	 amount	 of	
accounts	and	profiles,	the	offered	content	vs.	they	content	they	like	and	the	one	they	
actually	watch,	their	tastes	and	app’s	functionality,	paying	special	attention	to	Netflix’s	
original	content	which	was	defined	as	an	indicator	of	the	algorithm’s	logic.		
	

3.4.2	The	Walkthrough	Method	
	

On	the	other	hand,	in	order	to	understand	the	Netflix	experience	and	contrast	it	with	
the	expected	intent	or	usage,	this	technique	was	applied.		A	walkthrough	was	utilized,	
including	and	emphasizing	 its	 three	different	 technical	 stages:	 registration	and	entry,	
everyday	use	and	suspension,	closure	and	leaving.			
	
The	 walkthrough	method	 allows	 to	 examine	 the	 app	 interface	 and	 provide	 a	 better	
understanding	of	the	embedded	cultural	references	shown	on	it	that	guides	and	shapes	
users’	 experiences,	merging	 symbolic	 and	material	 cultural	 objects	 (Light,	 Burgess,	&	
Duguay,	2016,	p.	5-7).	A	walkthrough	method	would	provide	vital	information	on	how	
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to	address	some	of	the	questions	for	the	users’	interviews	and	will	provide	hints	for	the	
process	of	standardize	and	analyze	the	quantitative	content	analysis.		
	

“The	walkthrough	method	 (…)	 can	 be	 built	 a	more	 detailed	 analysis	 of	 an	
app	intended	purpose,	embedded	cultural	meanings	and	implied	ideal	users	
and	 uses.	 The	 walkthrough	 also	 serves	 as	 a	 foundation	 for	 further	 user-	
centered	research	that	can	identify	how	users	resist	these	arrangements	and	
appropriate	 app	 technology	 for	 their	 own	 purposes”	 (Light,	 Burgess,	 &	
Duguay,	2016,	p.	1).  

	
The	 walkthrough	method	 allows	 to	 examine	 the	 app	 interface	 and	 provide	 a	 better	
understanding	of	the	embedded	cultural	references	shown	on	it	that	guides	and	shapes	
users’	experiences	(Light,	Burgess,	&	Duguay,	2016,	p.	5).	So,	in	order	to	do	it	properly,	
not	only	a	step	by	step	observation	and	documentation	of	the	app	would	be	necessary,	
merging	 specific	 theoretical	 frameworks	 such	as	 Science	and	Technology	 Studies	 and	
Cultural	Studies	–from	which,	in	this	case,	algorithm	culture	and	technical	concepts	and	
definitions	will	be	selected-,	and	the	users’	 journeys	analysis	drawn	by	the	qualitative	
content	 analysis.	Why	 is	 this	necessary?	Because,	with	both	approaches,	 it	would	be	
easier	 to	 “identify	 connections	 between	 these	 contextual	 elements	 and	 the	 app	
technical	 interface	 (…)	 and	 recognize	 [its]	 discursive	 and	 symbolic	 representations”	
(Light,	Burgess,	&	Duguay,	2016,	p.	2-4).	
	
Rogers	 (2013)	 develops	 a	 quest	 of	 defining	 a	 digital	method	 notion,	 underlining	 the	
urge	 of	 using	 “methods	 of	 the	 medium”.	 This	 means	 that	 the	 study	 of	 society	 and	
cultural	 phenomena’s	 should	 be	 done	 considering	 the	 functions	 and	 practices	 of	
everyday	 media	 digital	 technologies,	 which	 undoubtedly	 shape	 and	 co-create	 our	
sociocultural	 behaviors	 and	 representations,	 by	 providing	 data	 and	 features	 (Rogers,	
2013,	p.	3-19).	

 
The	three	technical	stages	that	this	research	will	focus	on	are:		

 
a-Registration	and	entry:	this	stage	is	where	the	user	either	signs	in	or	logs	in	to	access	
the	 app.	 During	 this	 process,	 the	 app	 usually	 establishes	 and	 communicates	 its	
governance,	ways	of	usage,	terms	and	conditions	and	asks	the	user	to	agree	with	them	
in	order	to	proceed	(Light,	Burgess,	&	Duguay,	2016,	p.	12).		
	

b-Everyday	use:	this	stage	is	the	actual	usage	of	the	app.	This	includes	the	analysis	of	its	
menu,	 the	 navigation,	 its	 different	 features	 and	 options:	 the	 interface	 and	 how	 it	 is	
perceived,	the	color	selection,	the	brief	descriptions,	the	mini	trailers,	etc.	All	of	these	
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icons	 and	 key	 features	will	 be	 analyzed	 and	 contextualized	 since	 they	 can	 symbolize	
different	types	of	cultural	representation	(Light,	Burgess,	&	Duguay,	2016,	p.	14).	
 
c-Apps	suspension,	closure	and	leaving:	what	happens	when	the	user	decides	to	leave	
the	app,	delete	the	account	or	in	this	case,	cancel	the	subscription?	What	happens	with	
the	user’s	information	and	personal	data?	How	easy	it	is	to	delete	the	data?	Is	the	data	
really	deleted?	All	these	concerns	will	be	addressed	under	this	stage (Light,	Burgess,	&	
Duguay,	2016,	p.	14-15).  

	
As	part	of	the	walkthrough	method	it	is	important	to	start	from	the	beginning.	For	the	
purpose	of	this	research,	I	simulated	subscribing	a	new	account	and	also	generated	a	
new	profile	on	my	already	existing	user	 to	have	a	 first	glance	of	what	an	un-altered,	
virgin	interface	would	look	like	when	the	user	first	approaches	Netflix.			
	
The	first	contact	the	user	has	with	Netflix	is	via	some	kind	of	hardware,	meaning	how	
this	streaming	service	is	provided.	It	may	come	within	the	TV	as	an	integrated	app	or	
the	 user	 can	 download	 it	 on	 any	 device:	 tablets,	 desktops,	 portable	 computers	 and	
smart	phones.	It	works	in	both	systems:	Android	and	IOS.		This	issue	that	might	seem	
trivial	is	interesting	since	the	materiality	where	Netflix	is	being	played	helps	to	identify	
“physical	interactions	encouraged	by	the	app”	(Light,	Burgess,	&	Duguay,	2016,	p.	6).		
	
In	 this	 case:	 touch,	 scroll	 and	 click	 are	 the	 activities	 that	 can	 be	 done.	 So,	 as	 its	
definition	explains,	 this	 “on	demand”	 service	also	provides	an	 ”on	demand”	physical	
experience	according	to	the	device	the	user	decides	to	watch	it.	For	this	walkthrough,	
the	used	device	would	be	a	portable	computer.	
	
Another	 important	 issue	 to	 consider	 is	 that	 the	walkthrough	method	was	only	 done	
once:	specifically	made	under	a	new	profile	for	the	purpose	of	this	research.	The	think	
aloud	interviews	included	the	surfing	and	watching	experience	of	Netflix,	but	the	main	
focus	 was	 put	 on	 the	 answers	 and	 not	 on	 the	 each	 user’s	 journey.	 Field	 notes	 and	
aloud	 discussion	 happened	 regarding	 the	 user	 experience	 and	 some	 of	 those	 items	
that	were	analyzed	on	 the	walkthrough,	but	not	a	 specific	and	detailed	walkthrough	
was	done	for	each	of	the	eight	interviewees.	This	may	seem	as	a	disadvantage	to	this	
research,	but	actually	contributes	to	the	validity	and	relevance	of	the	user	experience:	
comparing	 the	 actual	 usage	 to	 the	 expected	 one	 provides	 insightful	 and	 interesting	
results.		
	
The	main	 contribution	of	 this	method	 for	 this	 research	was	getting	 familiar	with	 the	
interface	and	Netflix	infrastructure.	Undoubtedly,	these	items	will	determine	the	user	
experience	and	the	reception	of	the	algorithmic	suggestion.		
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3.5.	The	research	process:	analyzing	information		
3.5.1	Qualitative,	theme-based	content	analysis	

	
Throughout	the	richness	of	the	qualitative	content	analysis	method,	this	research	will	
have	 the	 possibility	 to	 standardize	 the	 outputs	 of	 the	 interviewees’	 responses	 and	
withdraw	 analytical	 learnings	 out	 of	 them.	 As	 explained	 by	 Phillip	 Mayring,	 this	
technique	 allows	 the	 researcher	 “to	 describe	 procedures	 of	 systematic	 text	 analysis,	
which	 try	 to	 preserve	 the	 strength	 of	 content	 analysis	 in	 communication	 science	 to	
develop	qualitative	procedures	which	are	methodological	controlled”	 (Mayring,	2000,	
p.	8).	
	
Also,	 the	 content	 analysis	 provides	 the	 researcher	 a	 deeper	 understanding	 of	 the	
content,	 since,	 as	 Becker	 and	 Lissmann	 explained,	 different	 levels	 of	 content	 can	 be	
analyzed	with	this	technique:	the	manifest	or	primary	content	as	theme	and	main	idea,	
but	also	contextual	information	as	latent	content	which	is	equally	relevant,	since	it	can	
provide	 -in	 this	 particular	 Netflix	 research-	 hints	 of	 utter	 meanings	 and	 user	
experiences	(Mayring,	2000,	p.	2).	The	merge	of	this	qualitative	content	analysis	on	the	
light	 of	 the	 walkthrough	 method	 findings	 will	 be	 the	 selected	 equation	 for	 a	 deep,	
meaningful	analysis	on	how	the	user	experiences	the	logic	of	Netflix	algorithm.		

	
According	 to	 the	 pre-established	 theoretical	 frames,	 this	 content	 analysis	 can	 be	
understood	under	 two	major	 analytical	 approaches:	 the	 social	 aspects	 and	 the	more	
technical	ones.	Each	one	of	them	correlates	with	an	offline	(previous	to	the	app’s	 log	
in)	 and	online	behavior	which,	 joined	 together,	 can	 indicate	 important	 variables	 that	
creates	 the	 Netflix	 experience,	 and	 the	 interpretation/experiencing	 of	 the	 algorithm	
logic	as	a	whole.		
	
On	the	light	of	the	global	cultural	industry	and	the	practices	of	everyday	media	life,	this	
research	can	explore	variables	such	as	location	where	the	user	experience	takes	place;	
time,	how	 long	and	how	often	the	experience	 last	and	with	whom,	whether	 the	user	
experience	is	shared	or	not.		
	
Other	 issues	 such	 as	 devices	 preferences	 and	 practices	 -which	 screen	 is	 the	 most	
selected	 one	 for	 the	Netflix	 experience-	 (this	would	 have	 direct	 correlation	with	 the	
walkthrough	analysis,	where	physical	 and	materiality	analysis	will	be	done)	would	be	
analyzed	under	the	App	Generation	theoretical	frame	as	well	as	the	Algorithm	Culture	
and	Science	and	Technology	Studies	(STS).		
	
Lastly,	 content	 selection,	 curation	 and	 recommendation,	 as	 well	 as	 and	 algorithm	
functionality	will	be	addressed	with	Algorithms	Culture	and	STS	too.	An	important	cue	
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of	 Netflix’s	 algorithms	 and	 essense	 is,	 undoubtedly	 its	 original	 content,	 which	
recommendations’	will	be	done	under	the	STS	theories	as	well.	Content,	such	as	series,	
documentaries	 or	 films	 produced	 and	 exclusively	 distributed	by	Netflix	 is	what	 helps	
them	 as	 a	 business	 strategy	 to	 maintain	 their	 competitive	 advantage	 on	 the	 on-
demand	streaming	services	market.	They	were	 the	 first	who	not	only	made	available	
and	 affordable	 a	 nice	 curated	 amount	 of	 online	 content,	 but	 also	 started	 generating	
their	very	own	-with	very	high	quality,	aiming	to	compete	with	TV	cable	blockbusters-.	
So,	 Netflix	 original	 content	 will	 also	 be	 analyzed	 as	 an	 important	 cue	 and	 insight	 to	
unveil	the	human	experience	of	the	algorithmic	logic	behind	the	app.	
	

3.5.2	Categories		
	
Offline	and	online	behavior	categories	are	the	two	main	obvious	distinctions	one	can	
draw	 from	 the	 theoretical	 context	 used.	 These	 categories	 will	 be	 subdivided	 into	
variables	 (social,	 technical,	 algorithmic	 and	 mix)	 that	 will	 provide	 better	 and	 easier	
themes	to	look	for	such	as	Location,	Time,	Devices,	Account,	Content	and	Originals	as	
well	 as	 Functionality.	 One	 may	 wonder	 why	 these	 categories,	 specially	 those	 soft	
variables,	which	are	not	so	related	to	the	logic	suggestion	behind	the	app.	But,	one	can	
reach	 to	 the	 conclusion	 that	 “suddenly,	 cultural	 reality	 leaks	 into	 the	 statistical	
cleanroom	 where	 algorithms	 counts	 nothing	 but	 users,	 movies,	 raitings	 and	 time	
stamps”	(Finn,	2017,	p.	91),	making	them	very	much	needed	and	interesting	assets.		
	

Table	2:	Pre-established	analytical	categories,	based	on	theoeretical	frames.	Considerable	variables	and	
themes	to	look	for.	

	
Under	 the	 current	established	 conditions	where	algorithms	and	 technology	 seems	 to	
be	governing	the	entire	communications	research	field,	giving	a	human	twist	to	them	
seems	 more	 than	 necessary.	 This	 can	 be	 achieved	 by	 a	 thoughtful	 contrast	 of	 a	
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technical	walkthrough	method	of	Netflix	against	think	aloud	interviews	with	participant	
observation	 techniques.	 The	 analysis	 and	 conclusions	 will	 be	 filtered	 and	 analyzed	
through	a	qualitative	content	analysis,	 to	finally	standardize	and	order	the	results.	To	
sum	 up,	 methodologically	 speaking,	 in	 order	 to	 gather	 the	 information,	 think	 aloud	
interviews	were	performed	to	the	defined	sample	while	an	extensive	walkthrough	was	
done	with	a	new	profile	on	Netflix,	created	specifically	for	this	research.	On	the	other	
hand,	the	gathered	information	was	analyzed	using	qualitative,	theme-based,	content	
analysis	categories,	to	finally	standardize	and	summarize	the	users’	Netflix	suggestion	
logic	experience.	
	
3.7.	Limitations	of	the	Methods	

	
It	 is	 important	 to	 remind	 the	 reader	 the	 approach	 and	 intent	 of	 this	 project:	 I	
developed	an	in-depth,	qualitative	understanding	of	the	user	experience	of	the	Netflix	
algorithm.	 The	 selected	 sample	 is	 a	 small,	 very	 specific	 one,	 which	 could	 provide	
thorough	 inputs.	 This	 was	 the	 selected	 approach,	 one	 that	 addressed	 the	 research	
questions	in	a	more	suitable	way	rather	than	to	have	a	very	big	sample	amount,	with	
little	space	for	the	user	to	express	themselves	in	depth.		
	
The	 sample	 number	 could	 be	 bigger	 if	 a	 quantitative	 approach	 was	 taken	 into	
consideration,	 and	 probably	 for	 that	matter	 an	 online	 questionnaire	would	 be	more	
efficient	than	in	depth,	personal	interviews.	But,	that	would	have	repercussions	on	the	
quality	of	the	algorithm	perceptions	responses.	It	is	important	to	state	that	throughout	
this	 research,	 an	 exploratory	 approach	 identifying	 tendencies	 and	 patterns	 in	 the	
experience	of	this	specific	group	of	users	was	used.	
	
Moreover,	the	choice	of	curating	a	very	specific	sample	for	this	analysis	makes	it	easier	
to	 replicate	 to	 scale	 for	 other	 samples.	 For	 example,	 the	 same	 research	 could	 be	
applied	 to	 Singaporean,	 expats,	 millennials	 parents	 and	 generate	 a	 panel	 analysis	
comparison	 to	 see	 how	 having	 children	 as	 a	 major	 audience	 influences	 the	 Netflix	
experience	and	collaborates	to	the	Netflix	Kids	feature.	The	same	sample	can	be	also	
pursuit	on	different	markets	 to	compare	 the	perception	and	 functionality.	Therefore,	
the	 analysis	 can	 grow	 accordingly	 with	 small	 changes	 on	 the	 sample	 definition	 and	
generate	 more	 valuable	 inputs	 for	 the	 analysis	 of	 the	 understanding	 of	 the	 Netflix	
algorithm.		
	
Another	 issue	 to	have	 into	consideration	 is	 that	 this	 study	 is	 restrained	 to	a	 selected	
sample	and	by	no	means	 intent	to	generalize	the	results	and	 its	 interpretation	to	the	
whole	totality	of	Netflix’s	audience.	
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4.	Analysis	and	Results		
	

This	research	was	done	with	a	clear	academic	purpose.	But,	its	reach	can	definitely	go	
beyond	 its	 original	 intent	 and	 hopefully	 inspire	 and	 ignite	 ideas	 and	 further	
developments	on	Netflix	and	on	other	on-demand	apps.	 In	order	for	that	to	happen,	
one	should	always	consider	the	user	as	the	core	of	 this	analysis,	and	this	 is	why,	 the	
methods	will	be	merged	throughout	the	analysis.	A	detailed	and	separated,	method	by	
method	analysis	will	provide	a	segmented	reality	and	results,	while,	on	the	other	hand,	
if	 one	 analyses	 it	 as	 the	 user	 actually	 experience	 the	 app,	 then	 the	 results	 become	
more	integrated,	therefore	useful	for	future	Netflix	researches.	
	
Therefore,	 the	 analysis	 will	 pursue	 the	 users’	 journey,	 justifying	 the	 merge	 of	 the	
methods.	 It	 will	 be	 sub-divided	 on	 the	 contextual	 information	 the	 user	 establishes	
before	experiencing	the	Netflix	app,	but	that	determines	its	experience,	which	will	be	
named	 as	 “offline	 behavior”,	 including	 when,	 where	 and	 with	 whom;	 and	 the	
experience	of	the	app	itself,	named	as	“online	behavior”	including	the	study	of	devices,	
profiles,	accounts,	algorithmic	functionality	and	Netflix	experience	itself,	following	the	
pre-established	methodological	categories	of	analysis.		
	
Throughout	 the	online	 behavior	 analysis,	which	will	 illustrate	 the	Netflix	 experience,	
the	 stages	 of	 walkthrough	 method	 will	 provide	 an	 analytical	 structure.	 From	 the	
moment	 the	 app	 is	 on	 until	 it	 is	 closed,	 the	 reader	 will	 be	 able	 to	 follow	 a	 user´s	
journey.	The	user	experience	is	closely	related	to	the	infrastructure	perception,	which	
is	 triggered	 by	 the	 app’s	 interface	 and	 is	 the	 materialization	 of	 Netflix’s	 aim	 of	
“everything	is	a	recommendation”	(Finn,	2017,	p.	95).		

	
4.1.	Offline	Behavior	-	Key	Findings.	Watching	Netflix:	When,	where	and	with	whom.		

	
As	established	by	the	authors,	especially	under	the	tethered	self	concept	(Turkle	2006),	
the	Netflix	experience	starts	before	the	user	turns	on	the	app	and	last	even	after	the	
app	is	turned	off.	As	much	as	our	representation	of	self	on	social	media,	our	tastes	and	
cultural	consumption	on	on-demand	app	co-shapes	our	experiences.	This	phenomenon	
works	both	ways:	what	we	watch	on	Netflix	determines	our	likes	and	actions	offline	as	
much	our	tastes	and	interests	reflects	our	Netflix	consumption.		

	
	4.1.1	Time	
	

Anne	Gray	 states	 “the	 relationship	 between	 the	 viewer	 and	 television	 (…)	 is	 often	 a	
relationship	which	has	to	be	negotiated,	struggled	for,	won	or	lost,	in	the	dynamic	and	
often	 chaotic	 processes	 of	 family	 life”	 (Gray,	 1987,	 p.	 503).	 This	 still	 is	 absolutely	
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relevant	 nowadays	 regarding	 the	 new	 technologies	 and	 how	 they	 affect	 our	 daily	
routine	 and	 family	 lives.	 It	 may	 not	 affect	 as	 the	 time	 negotiation	 the	 author	 was	
referring	to	back	in	the	80s,	where	the	content	to	be	watched	was	established	by	the	
TV	producers,	 but	 actually	 a	 constant	 negotiation	 on	what	 to	watch	 and	what	 to	 do	
with	 the	 free,	 leisure	 time	as	 family	or	couples.	 It	also	shows	 that	our	daily	 routines,	
including	 our	 entertainment	 options	 have	 been	 altered	 and	 are	 being	 affected,	 even	
before	 we	 turn	 the	 TV	 on.	 This	 can	 be	 also	 seen	 under	 Bengtsson’s	 categories	 of	
temporal	rituals	and	everyday	life,	where	certain	conditions	“allow	ourselves	to	act	and	
perform	 in	 a	 particular	 way	 (…)	 within	 the	 frames	 of	 our	 everyday	 life”	 (Bengtsson,	
2006,	p.	120-121).		For	example,	one	participant	clearly	established	and	articulates	her	
routine	considering	the	app:	

	
“On	average	50	minutes.	I’m	pretty	strict.	Phil	sometimes	stays	up	until	2	am,	I	
can’t.	If	not	I	would	be	so	tired	the	next	day.		I	will	wake	up	15	passed	6	to	have	
breakfast	and	go	to	the	gym	or	for	a	run,	a	little	exercise	in	the	morning.	I	can’t	
do	that	If	I	stay	up	watching	Netflix	until	2	am.”	(Interviewee	A,	Female)		
	

The	 sample	 usually	 has	 a	 predetermined	 time	 to	watch	 and	 consume	Netflix,	 which	
exemplifies	 a	 tendency	 of	 how	 technology	 helps	 structure	 their	 routine:	 the	
interviewees	 showed	 a	 tendency	 to	watch	mainly	 during	 the	 evening	 and	 nighttime.	
This	 might	 be	 seemed	 as	 a	 default	 and	 practical	 decision,	 since	 the	 sample	 works	
during	daytime.	But,	considering	the	time	limitation	these	people	experience,	choosing	
an	app	to	pass	their	time	actually	demonstrates	how	important	Netflix	had	become	to	
them.	

	
“At	dinner	time,	between	8pm	and	11pm.	While	and	before	preparing	dinner.	
Also,	while	eating.	Eating	and	Netflix	is	a	nice	thing	we	share	and	we	like	to	do	
together.	We	turn	on	the	TV	when	we	start	preparing	the	food	and	we	leave	it	
on	until	we	decide	to	go	to	bed.”	(Interviewee	E,	Female)			
	

This	 articulation	 of	 time	 definitely	 affects	 not	 only	 their	 preferences	 on	 what	 to	 do	
during	their	weekends	and	free	time,	but	also	is	an	important	indicator	for	the	content:	
people	 are	 choosing	 to	 dedicate	 valuable	 time	 to	 watch	 this	 app	 so,	 therefore,	 the	
offered	 content,	 the	 recommendations’	 logic	 and	 precision	 as	 well	 as	 the	 overall	
experience	should	be	worth	it.	
	

“(…)It’s	really	hard	to	say,	“Ok,	how	do	I	make	this	decision	that	will	probably	
take	10	to	12	hours	of	my	life	over	the	next	week,	or	over	the	next	month”?	So	
it’s	not	 like	a	very	serious	decision,	 right,	you	can	actually	start	and	stop,	and	
take	care	of	 it,	but	again,	you	try	not	 to	make	that	mistake,	because	our	 free	
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time	is	a	precious	time,	so	even	If	I	don't	think	about	it,	is	all	in	there	while	I’m	
considering	it	what	to	watch	next.”	(Interviewee	D,	Male).	
	

4.1.2	Companion	
	

As	Latour	explained,	human	culture	necessarily	needs	to	interact	and	cannot	be	solely	
constructed	on	social	 interaction,	it	also	needs	materials	or	artifacts	too.	These	items	
help	 express,	 communicate	 and	 give	meaning	 to	 the	 world	 around	 us,	 as	 well	 as	 a	
reason	 provider	 or	 excuse	 for	 those	 interactions	 [Latour	 1992,	 1991-1993	 in	
(Bengtsson,	 2006,	 pp.	 121-122)].	 In	 this	 case,	 it	 becomes	 evident:	 Netflix	 is	 usually	
experienced	alone	or	with	someone	else,	usually	a	partner.	This	makes	absolute	sense	
since	 people	 are	 sharing	 the	 household	 with	 someone	 else	 and	 the	 only	 free	 and	
leisure	 time	 after	 or	 before	 the	 daily	 eight	 hours	 routine	 they	 choose	 to	 spend	 it	
together,	 they	 will	 probably	 share	 their	 entertainment	 choices.	 Different	 couples	
referred	to	their	partners	while	choosing	whom	to	share	the	experience	with:	
	

“[I	 watch	 it]	 only	 with	my	wife.	 And	my	 4	mistresses	 (laughs)…	 C’mon!	 It’s	
twice	 a	 day,	 when	 would	 I	 have	 time	 to	 watch	 it	 with	 someone	 else?!”	
(Interviewee	D,	Male)	
	
“I	watch	it	with	Phil	and	that	only	the	specific	programs	and	for	now	the	only	
things	 we	 watch	 together	 is	 Chef’s	 Table	 the	 other	 stuff	 we	 watch	
independently.	 (…)	We	will	 try	different	 times.	He	arrives	home	earlier,	 and	
watches	it	while	cooking	and	eating,	and	then	I	arrive	8:30	and	then	I	watch	it	
after	I	exercise.”	(Interviewee	A,	Female)	
	

The	usage	of	today’s	apps	and	devices	are	so	inherit	and	natural	to	our	daily	routine	that	
not	only	it	establishes	our	time	frames,	but	also	it	is	hard	for	us	to	recognize	this	issue:	
“To	put	it	most	starkly:	to	make	more	“time”	means	turning	off	our	devices,	disengaging	
from	the	always-on	culture.	But	this	 is	not	a	simple	proposition	since	our	devices	have	
become	 more	 closely	 coupled	 to	 our	 sense	 of	 our	 bodies	 and	 increasingly	 feel	 like	
extensions	of	our	minds”	(Turkle,	2006,	p.	17).		
	
Also,	 to	 showcase	 the	 importance	of	Netflix	 not	 only	 on	 the	 time	 framing	but	 on	 the	
valuable	and	cherished	place	the	user	attributes	to	 it	 is	the	fact	that	there	 is	plenty	of	
solo	watching	as	companion:	guilty	pleasures,	personal	interests,	noise	company	or	just	
indulgence	 are	 some	 of	 the	 approaches	 people	 take	 on	 Netflix	 while	 experiencing	
individually.		
	



 36 

“[Netflix	is]	Something	to	keep	me	company	if	I	don't	really	go	to	sleep.	Netflix	
and	chill	by	my	self!”	(Interviewee	C,	Female)	

	
The	couple’s	behaviors,	which	I	had	previously	assumed	would	have	similar	experiences	
and	characteristics	on	how	they	watch,	are	very	different	from	each	other	even	though	
they	 use	 the	 same	 account	with	 different	 profiles	while	 they	watch	 it	 independently.	
When	 interviewing	 couples,	who	own	different	 accounts	 among	 themselves,	 then	 the	
behavior	becomes	somewhat	more	alike.		
	
On	the	other	hand,	there	 is	 this	“Netflix	cheating”	behavior	among	couples.	They	wait	
for	each	other	for	certain	shows,	while	others	they	decide	to	watch	alone.	The	ones	they	
share,	 it	 is	 important	 to	 keep	 that	 faithfulness	 to	 watch	 it	 together	 and	 share	 the	
experience.	That	is	usually	a	night	or	weekend	activity	they	like	to	do.		
	

“Phill	also	told	me	Billions	 is	quite	good,	he	 is	on	the	second	season,	he	has	
watched	 that	without	me	so…	Probably	 I	would	have	 to	catch	up…	 I	know…	
There	 are	 some	 he	went	 ahead	without	me,	 but	with	Chef’s	 Table	 I	 had	 to	
draw	the	line.	I	said:	No,	we	will	watch	that	together.”	(Interviewee	A,	Female)	
	

4.1.3	Location	
	

According	 to	 Bengtsson,	 Frykman	&	 Löfgren	 established	 that	modernity	 chanced	 the	
notion	 of	 what	 home	 is	 and	 means.	 “The	 division	 of	 society	 and	 everyday	 life	 into	
public	and	private	spheres	has	had	consequences	for	the	way	we	make	use	of	home	as	
well	as	 its	cultural	 significance”	 (Bengtsson,	2006,	p.	119).	Private	and	public	 spheres	
had	 been	 blurred,	 as	 well	 as	 work	 and	 leisure	 places	 and	 time	 due	 to	 the	 technical	
advances	of	modern	 times.	 For	 this	purpose,	what	 is	 interesting	 is	how	Netflix	made	
itself	an	important–	if	not	essential-	time	and	place	for	this	audience:	a	homey,	indoor,	
within	an	intimate	sphere	moment.		
	
Regarding	 location,	 they	 mostly	 experience	 Netflix	 at	 home.	 This	 fact	 provides	 very	
interesting	conclusions	regarding	the	app’s	role	on	the	interviewee’s	life:	Netflix,	as	an	
content	 streaming	app	had	become	an	extension	of	 their	 daily	 routine	and	 currently	
performs	 an	 essential	 role	 at	 home:	 is	 the	 preferred	 entertainment	 provider.	 The	
rooms	where	Netflix	 is	 experienced	 showcased	 its	 importance	 as	well:	 their	 kitchen,	
where	 people	 prepare	 their	 food	 and	nourish	 their	 body	 (and	now	with	Netflix,	 also	
their	free	time),	their	bedroom,	where	their	rest	and	only	certain	people	usually	access	
to,	or	the	living	or	TV	room,	a	special	designated	room	for	Netflix	itself.		

	
“I	would	say	in	the	kitchen.	Sometimes	while	eating	dinner	here	in	the	dining	
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room	while	Sammi	is	not	here.	Sometimes	I	watch	in	bed,	maybe	actually…	
yeah…	one	place.	In	the	kitchen…”	(Interviewee	B,	Male) 

	
“In	my	bed,	 in	my	bedroom.	 I	 don't	 even	 take	my	 computer	 out	 to	watch	
Netflix	anywhere	else.”	(Interviewee	C,	Female)		

	
Regardless	of	the	recently	new	download-	and-watch-offline	option	for	mobile	devices	
such	as	mobile	phones	or	tablets,	Netflix	usage	remains	at	home:	it	 is	not	used	while	
commuting.		For	this	sample	it	makes	sense,	since	most	of	the	participants	came	from	
big	 cities	 (Manila,	 Sao	 Paulo,	 London,	Washington)	 where	 long	 commuting	 was	 the	
norm	and	longer	amounts	of	time	were	used	for	that	break	or	“down	time”	as	Turkle	
mentions:	“Adults	use	tethering	technologies	during	what	most	of	us	think	of	as	“down	
time”,	the	time	they	might	have	day	dreaded	during	a	cab	ride,	or	while	waiting	in	line	
or	walking	to	work.	This	might	be	the	time	needed	to	restore	our	focus	and	recharge	
us	mentally”	(Turkle,	2006,	p.	13).		
	
On	 the	 flip	 side,	 Singapore	 is	 a	 well-connected,	 small	 city	 so,	 although	 one	 can	
experience	several	people	watching	mostly	local	entertainment	on	the	go,	with	plenty	
of	mobile	phone	bundles	and	plans	available	to	do	so,	this	sample	does	not	behave	like	
that.	 One	 reason	 can	 be	 due	 to	 the	 extreme	 weather	 conditions	 -Singapore	 is	
extremely	hot	and	humid	all	year	 long-	compared	to	their	home	country,	they	rather	
spend	 their	 “down”	or	 “break”	 time	at	 home	or	 indoors	 rather	 than	on	 these	 “non-
places”	 defined	 by	 Auge	 (Auge,	 1995).	 This	 fact,	 as	 random	 as	 it	 may	 seem,	 also	
contributes	 to	 the	 on	 demand,	 customized	 entrained	 industry	 that	Netflix	 leads	 and	
that	 shapes	 the	 current	media	 landscape.	 There	 is	 no	 longer	 the	 need	 to	 physically	
move	 to	 watch	 stand	 up	 comedy,	 movies,	 series,	 cinema	 releases,	 theater	 plays	 or	
concerts:	everything	is	available	on	customized	apps.		
	
Another	issue	that	did	not	came	up	on	the	interviewees	but	certainly	did	while	surfing	
the	web	for	information,	trends	and	topics,	is	the	reluctant	and	constant	discussion	on	
and	about	 spoilers.	 This	 issue	does	not	only	happen	online	 -although	 the	web	 is	 the	
main	source	of	them-	but	also	is	a	common	practice	that	can	happen	offline,	during	a	
conversation	between	peers.	The	content	we	consume,	especially	on	this	on	demand	
apps,	 had	 become	 so	 relevant	 to	 our	 daily	 life	 we	 try	 to	 avoid	 having	 any	 kind	 of	
conversations	 -virtual	 or	 not-	 when	 we	 have	 not	 yet	 watch	 that	 episode	 or	 movie.	
“Spoiler”	 itself	 as	 a	 word	 is	 another	 manifestation	 of	 today’s	 media	 environment,	
where	information	is	easily	shared	or	licked,	“spoiling”	the	surprise,	the	joy,	the	drama	
-what	ever	kind	of	gratification-	the	user	is	looking	for	on	online	entertainment.	These	
issues	had	certainly	affected	our	every	day	life	and	the	company	knows	it.	“Netflix	asks	
us	to	go	out	of	our	way	to	relinquish	agency	in	the	quest	for	a	more	perfect	aesthetic	
experience”	(Finn,	2017,	p.	102).	
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4.2.	Online	Behavior	–	Key	Findings.	Netflix’s	UX	and	interface	analysis		
	

As	 an	 introduction	 before	 the	 start	 of	 the	 online	 behavior	 analysis	 and	 immerse	
completely	on	 the	experience	of	 the	algorithm,	 it	 is	 important	 to	 remind	 the	 reader	
that,	 since	 the	analysis	 is	 focused	on	how	the	user	 journey	experiences	 the	app,	 the	
walkthrough	method	stages	and	inputs	will	be	considered	from	now	on.	It	is	important	
to	recognize	the	mutual	shaping	process	technology	and	culture	experience	from	each	
other,	 becoming	 an	 integral	 part	 of	 the	 walkthrough	 method,	 which	 “takes	 the	
researcher	through	a	process	of	 identifying	cultural	values	embedded	in	app	features	
and	 imagining	 how	 these	 features	 in	 turn,	 seek	 to	 reinforce	 values	 among	 users”	
(Light,	Burgess,	&	Duguay,	2016,	p.	7).	
	
“Walkthrough	 narratives	 inevitably	 reflect	 the	 discursive	 and	 ideological	 positions	 of	
their	producers	 and	align	with	 their	 agendas”	 (Light,	Burgess,	&	Duguay,	 2016,	p.	 5).	
This	means	 that	 the	 information	 gathered	 through	 the	 analysis	 of	 Netflix’s	 interface	
through	the	usage	of	this	method	will	allow	a	better	understanding	of	the	company’s	
objectives	and	interests.	This	is	interesting	since	it	would	be	the	solely	method	that	can	
actually	help	crack	the	 intention	of	the	personalization	algorithm	and	 its	coding	since	
these	are	subjects	which	are	not	often	shared	publicly,	making	researchers’	tasks	 less	
fluid	(Light,	Burgess,	&	Duguay,	2016,	p.	5).	Although	it	might	seem	contradictory	to	the	
aim	of	this	research	at	a	first	glance,	the	study	of	this	walkthrough	allows	contrasting	
the	 desired	 usage	with	 the	 actual	 one,	 and	 it	 provides	 this	 study	 to	 find	 alternative	
usages	or	hacks	tricks	from	the	user’s	perspective	against	Netflix	interface,	for	a	deep	
understanding	of	their	behavior	and	their	interaction	with	the	algorithm.	
	
But,	regardless	the	fact	that	the	usage	of	walkthrough	challenges	the	actual	gatherings	
of	 big	 data	 or	 meta-data,	 it	 also	 provides	 the	 usually	 overlooked	 app’s	 symbolic	
elements	and	users’	social	 interpretations	 (Light,	Burgess,	&	Duguay,	2016,	p.	5).	 It	 is	
important	to	remember	that	this	method	is	not	to	“test	whether	users	respond	to	an	
interface	in	the	ways	its	designers	intended,	but	to	rather	illuminate	the	material	traces	
of	 those	 intensions,	 and	 thereby	 to	 critically	 examine	 the	 workings	 of	 an	 app	 as	
sociotechnical	artifact”	(Light,	Burgess,	&	Duguay,	2016,	p.	6).		
	
Considering	 what	 the	 authors	 called	 the	 environment	 of	 expected	 use	 and	 its	
governance,	 where	 data	 generation	 and	 documentation	 takes	 place,	 the	 three	
aforementioned	stages	of	registration	and	entry,	every	day	use	and	suspension,	closure	
and	 leaving	will	 be	 used	 as	 an	 analytical	 structure,	 with	 particular	 focus	 on	 devices,	
profiles,	account	management	and	functionality	perception.		(Light,	Burgess,	&	Duguay,	
2016,	p.	12).	
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Regarding	a	new	user	sign	in,	visual	 language	is	very	 interesting	and	important.	Once	
one	 types	 the	URL	 address	 on	 the	 search	 engine,	 the	 first	 result	 is	 the	 correct	 one,	
regardless	 whether	 it	 is	 a	 link	 to	 the	 web	 version	 or	 an	 app	 logo	 to	 download	 the	
application,	depending	on	the	device	the	search	is	being	done.	On	this	case,	a	personal	
computer	was	the	selected	device	for	the	performance	of	the	walkthrough.		

	
A	big	call	to	action	is	displayed	on	screen:	“See	what’s	next.	Watch	Anywhere.	Cancel	
Anytime.”	So,	two	of	the	main	assets	and	characteristics	of	the	products	are	present:	
the	mobility	possibilities	as	well	as	the	streaming	availability	Netflix	provides	and	the	
constant	 option	 to	 unsubscribe	 the	 service.	 The	message	 is	 located	 on	 top	 of	 a	 full	
screen	wallpaper	 design,	 done	with	mostly	 original	 content	 spread	 out	 among	 it	 to	
promote	its	programming:	House	of	Cards,	Angry	Birds,	Stranger	Things,	Narcos,	Chef’s	
Tables,	Peppa	Pig,	Orange	is	the	New	Black.	Most	of	them	are	original	content,	but	also	
there	 is	 a	 special	 emphasis	 made	 on	 kids	 programming,	 showcasing	 an	 important	
family	approach.	
	
Just	 with	 the	 app	 button	 showcasing	 on	 the	 users’	 screen,	 it	 is	 already	 making	 a	
statement.	“One	could	argue	that	the	icon	serves	less	to	signify	the	purpose	of	an	app	
and	 more	 to	 represent	 a	 particular	 brand	 and	 lifestyle,	 values,	 and	 general	 cachet	
associated	 with	 it.	 In	 other	 worlds,	 part	 of	 an	 app’s	 appeal	 lies	 in	 its	 external	
representation	 rather	 than	 its	 internal	 functionality”	 (Gardner	&	Davis,	 2013,	 p.	 71).	
This	means	that	having	any	kind	of	app	provides	a	certain	status	and	attributes	values	
and	information	to	its	holder.		
	

If	a	user	has	a	Netflix	account,	it	makes	no	sense	not	to	have	its	app	available	on	the	
devices	he	or	she	holds.	And	this	only	shows	the	values	attached	to	it:	on	the	know	and	
on	the	now,	entertain	and	fun	person,	who	appreciates	personalized	and	customized	
things,	very	individualist,	with	opinions	that	wants	to	be	heard	and	expressed,	with	a	
very	high	esteem	and	appreciation	of	his	or	her	own	time	management	 (on-demand	
feature),	etc.	“As	visual	icons	that	are	selected	to	personalize	one’s	phone,	apps	reflect	
young	 people’s	 emphasis	 on	 external	 appearances	 and	 individualism.	 New	 media	
technologies	 can	 open	 up	 new	 opportunities	 for	 self-expression”	 (Gardner	 &	 Davis,	
2013,	p.	91).	This	kind	of	statement	is	being	held	on	all	the	spheres	of	the	user’s	life:	on	
and	offline	spheres,	as	well	as	the	“tethered”	self	sphere,	showcasing	one	more	time	
that	 there	 is	 almost	 no	 differentiation	 of	 these	 spheres	 any	 more	 when	 the	 apps	
become	user-centered.		
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Figure	1:	Screenshot	of	Netflix	sign-up,	step	I	
	

One	of	the	most	interesting	parts	of	the	discourse	is	actually	the	promise,	which	can	be	
part	 of	 a	 business	model	 strategy:	 “Join	 free	 for	 a	month.”	 This	 is	 the	 perfect	 call	 to	
action.	The	user	can	experience	Netflix,	and	as	if	it	was	on	a	regular	store	or	shop	where	
one	could	not	find	a	size	or	changed	one’s	mind,	one	can	easily	return	 it	by	cancelling	
the	 subscription.	 This	 makes	 complete	 sense	 to	 an	 on-demand	 logic	 the	 user	 is	
experiencing.	 The	 trick?	 It	 will	 automatically	 start	 charging	 him	 or	 her	 if	 they	 do	 not	
unsubscribe	within	those	30	first	days.	But,	this	is	part	of	the	settlements	of	the	Terms	
and	 Conditions	 the	 user	 needs	 to	 check	 once	 he	 register,	 and	 as	 a	 model,	 is	 quite	
profitable	since	the	trial	is	what	leads	to	actual	subscriptions	and	future	fans.		
	

Figure	2:	Screenshot	of	Netflix	sign-up,	step	II,	free	trial.	
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Without	 knowing	 the	 brand	 guidelines,	 one	 can	 clearly	 identify	 that	 the	 brand	 main	
colors	are	red,	black,	white	and	grey.	Black	and	white	are	considered	sober,	professional	
colors,	closely	related	to	technology,	while	red	is	a	vibrant	color,	associated	with	good	
and	happy	feelings,	particularly	passion,	which	can	be	perfectly	applied	to	this	service:	
an	app	that	allows	you	to	watch	the	things	you	love,	wherever,	whenever	and	as	many	
times	you	want.	That	is	passion.	Following	the	explanation	of	how	Netflix	works,	further	
information	on	how	to	finalize	the	set	up	of	the	new	account	continues.	The	way	they	
address	 the	 upcoming	 user	 is	 quite	 casual,	 simple	 and	 straightforward:	 the	 call	 to	
actions	are	 in	a	very	friendly	tone,	according	to	the	kind	of	service	they	are	providing.	
This	is	not	an	e-banking	service,	so	the	tone	is	carefully	crafted	accordingly.			

		Figure	3:	Screenshot	of	Netflix	sign-up,	step	III,	devices.	
	
If	 the	 user	 explores	 step	 by	 step	 the	 different	 icons	 displayed,	 further	 information	
regarding	the	usage	 is	shown:	“watch	on	your	TV”,	“watch	 instantly	or	download	for	
later”	and	“use	any	computer”.		

	
	
	
	
	
	
	
	
	
	

Figure	4:	Screenshot	of	Netflix	sign-up,	step	IV,	prices.	
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After	the	product	is	being	explained	and	promoted,	the	new	user	has	the	possibility	to	
choose	the	best	plan	option	among	three	alternatives	 in	case	the	user	decides	to	stay	
after	the	free	trial	month.	Netflix	offers	3	kinds	of	plans:	basic,	standard	and	premium.	
Each	one	of	them	clearly	establishes	its	conditions,	features	and	price.		

Figure	5:	Screenshot	of	Netflix	sign-up,	step	V,	registration.		
	

After	the	new	subscriber	selects	his	or	her	plan,	the	person	needs	to	create	his	account.	
Again,	the	headline	is	approachable	and	friendly:	“Just	two	more	step	and	you’re	are	done.	
We	hate	paperwork	too”.	This	statement	in	particular,	as	well	as	the	overall	tonality,	also	
gives	away	part	of	the	brand’s	profile:	it	aims	to	be	simple,	easy	to	use	and	fast,	nothing	
relatable	 to	paperwork,	 long	hours	or	annoying	bureaucracy	to	deal	with,	 issues	 that	 its	
target,	 specially	 the	one	 considered	 for	 this	particular	 research,	 is	not	 very	 font	of.	 The	
new	user	 is	asked	to	provide	an	email	and	a	password	to	generate	a	new	account.	They	
are	offered	the	alternative	to	 log	 in	with	Facebook.	When	this	happens,	the	 information	
Netflix	 shares	 with	 Facebook	 and	 vice	 versa	 is	 restricted	 to	 users’	 name	 and	 email	
account,	 but	 none	 of	 the	 likes,	 dislikes	 and	 tastes	 (each	 company’s	 biggest	 assets)	 are	
being	shared,	as	previously	mentioned	on	the	definition	part	of	this	research.	
	

	
Figure	6:	Screenshot	of	Netflix	sign-up,	step	VI,	payment.	
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The	payment	can	be	done	via	Credit	Card	or	Paypal	and	in	both	cases	the	user	is	asked	
to	fill	in	the	payment	details.	The	payment	will	also	be	debited	after	the	free	trial	month.	
But,	as	done	with	its	testing	and	sampling	strategy,	Netflix	by	default	will	start	charging	
for	 the	 service	after	 the	 free	 trial	unless	 the	user	actively	unsubscribes	him	or	herself	
voluntarily.		
	
Once	the	user	generates	the	account,	he	or	she	can	start	the	unlimited	streaming.	The	
user	 has	 the	 chance	 to	 start	 using	 his	 or	 her	 profile	 and,	 as	 soon	 as	 they	 do,	 the	
algorithm	and	recommendation	process	will	also	start	generating	their	own	suggestions	
according	to	the	usage.		
	

The	user	 can	generate	a	maximum	of	 five	profiles	per	account.	During	 the	edit	of	 the	
current	profile	or	while	the	generation	of	a	new	one,	the	displayed	options	are:	defining	
a	 name,	 clearly	 establishing	 whether	 that	 user	 is	 a	 kid	 or	 not,	 the	 language	 the	 app	
should	be	displayed	on,	the	avatar	choice	and	which	kind	of	content	restriction	should	
be	 applied	 to	 that	 specific	 profile.	 By	 being	 so	 simple	 and	 single	 minded	 on	 the	
subscription	 process	 and	 messaging,	 there	 are	 little	 to	 no	 errors	 on	 this	 stage.	 The	
desired	behavior	matches	the	actual	one	the	users	perform	in	order	to	get	an	account.	
The	 functionality,	message	 delivery	 and	 objectives	 are	well	 communicated,	 easily	 and	
intuitively	achieved	by	a	user-friendly	layout	and	design	in	every	device.		

	
	
	
	
	
	
	

Figure	7:	Screenshot	of	Netflix	‘s	profile.	Edit	Profile.		
	
4.2.1	Devices	

	
Out	of	the	interviewee’s	sample,	there	is	a	bigger	preference	and	tendency	to	choose	a	
Smart	TV	or	a	 regular	TV	 to	experience	Netflix.	Many	are	 the	defining	 factors:	 image	
quality	 and	 size,	 subtitles	 readability,	 can	be	enhanced	with	external	devices	 such	as	
speakers	 and	 sound	 systems,	 and	 overall	 it	 delivers	 a	 better	 sensorial	 experience.	
Although	 tablets	 and	 computers	 resulted	as	more	practical	by	being	portable	and	by	
having	 a	 nice	 and	 complete	 keyboard	 to	 type,	 instead	 of	 the	 complex	 TV	 interface,	
specially	 the	 search	 engine	 option,	 the	 interviewed	 users	 preferred	 the	 Netflix	
experienced	offered	by	the	TV.		
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“If	 I’m	here	 then	 its	 gonna	be	 the	 TV,	 but	 then	 if	 I’m	 in	 the	 other	 rooms	 it	
would	be	my	laptop.”	(Interviewee	A,	Female)	
	
“TV	 and	 computer.	 Computer	 only	 when	 Im	 travelling,	 otherwise	 TV,	 if	 it’s	
inside	my	place,	 TV.	 I	 don't	 use	my	phone,	 I	 think	 the	 screen	 is	 too	 small,	 I	
don't	like	it.”	(Interviewee	E,	Female)		
	
“My	favourite	one	 is	 the	TV	of	course	because	 it	has	a	bigger	screen,	better	
sounds	 I	 don't	 have	 to	 carry	 it	 around	but	 I	will	 say	 that	 the	most	 frequent	
device	I	use	would	be	the	i-Pad.”	(Interviewee	H,	Male)	
	

These	statements	exemplify	the	concept	provided	by	Balsamo,	which	illustrates	the	way	
technologies	also	influence	our	physical	behaviour.“Contemporary	cultural	conjuncture	
in	 which	 the	 body	 and	 technology	 are	 co-jointed	 in	 a	 literal	 sense,	 where	 machines	
assume	organic	functions	and	the	body	is	materially	redesigned	through	the	use	of	new	
technologies	of	corporeality”	(Balsamo,	1995,	pp.	215	-	237).		
	
New	physical	praxis	and	new	ways	of	 technology	embodiments	 such	as	 clicks,	 swipes,	
remote	control	usage	or	touches	on	screens	are	the	new	and	chosen	ways	to	experience	
this	on	demand	app.	One	of	 the	biggest	backdrops	of	 the	TV	as	 the	 favorite	device	 to	
experience	Netflix	on	is	the	search	bar	and	the	remote	control:	having	to	tap	letter	by	
letter	 and	 having	 the	 search	 bar	 hidden	 and	 not	 something	 highlighted,	 tends	 to	
promote	 the	 algorithm	 logic	 and	 the	 suggested	 recommendations	 over	 the	 individual	
search	 of	 particular	 content.	 As	 Bull	 defines	 it,	 is	 amazing	 how	 communication	
technologies	“embody	a	range	of	filtering	practices	(…)	in	a	world	in	which	the	cultural	
industry	is	continually	trying	to	attract	our	attention,	we	turn	to	those	industries	to	try	
to	manage	our	experience	–	to	carve	our	mediated	space	for	ourselves”	(Bull,	2007,	p.	
22,23).		
	

“I	 think	they	don't	want	you	to	search,	right?	There’s	no	easy	way	to	search	
for	stuff…	Or	at	least	it’s	somewhere	hidden…	but	then	you	have	to	type	letter	
by	 letter,	with	 the	control…	but	 if	you	have	the	Apple	TV	you	can	search	by	
voice…	 we	 have	 a	 keyboard	 which	 we	 can	 use,	 but	 we	 don't	 use	 it…”	
(Interviewee	F,	Male).	

	
Although	 this	might	 seem	 as	 a	major	 drawback	 at	 first	 glance,	 it	 does	 not	 affect	 the	
functionality	perception	nor	the	brand	love	the	interviewees	showed	towards	the	app.	
On	the	contrary,	as	stated	on	the	participant’s	quote,	they	acknowledge	it	as	a	strategy	
and	not	as	a	major	issue	that	interrupts	their	experience.		
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Actually,	apps	brought	to	life	in	phones,	tablets	and	computers,	are	being	“closer	to	our	
faces	and	bodies,	from	across	the	room	to	pockets,	laps	and	hands”	(Finn,	2017,	p.	102)	
This	is	just	not	a	physical	proximity,	but	an	algorithmic	knowledge	proximity:	our	way	of	
learning	and	 interacting	with	 the	content	provided	by	 this	app	“leads	 to	a	 reinvention	
not	 merely	 of	 content	 but	 of	 user	 behaviour”	 (Finn,	 2017,	 p.	 102).	 This	 issue	 has	
economic,	 cultural	 and	 social	 consequences	 that	 invites	 the	 industry	 to	 rethink	 its	
models:	what	 is	 currently	 the	 role	 of	 the	Nielsen	 ratings	 systems,	what	 happens	with	
advertisers	on	this	no-ad-feature	apps	or	online,	with	the	ad	blocks,	how	engaging	the	
content	should	be	in	order	to	gain	a	spot	not	only	on	the	user’s	heart	and	time,	but	now,	
also	on	his	home	screen.	The	 longer	the	app	 icon	stays	on	this	screen,	the	more	 likely	
the	 user	 would	 play	 it.	 This	 body	 language	 behaviour	 establishes	 that	 even	
underestimating	 the	 role	 of	 a	 thumb	 can	 be	 a	major	mistake.	 Regardless	 on	 how	 the	
user	 access	 the	 app	 -either	 through	 a	 device-ready	 (i-Pad,	 smart	 TV,	 etc),	 where	 one	
does	not	need	to	log	in	every	time,	or	web	browser,	where	the	user	needs	to	sign	in	and	
tick	to	remember	itself	afterwards-,	Netflix	is	ready	and	waiting	to	entertain	him	or	her	
with	 “what	 to	watch	next”.	Once	 this	 stage	 is	 completed,	 the	 selection	of	 the	already	
made	 profiles	 is	 asked.	 After	 the	 user	 selectes,	 the	main	 Netflix	 displayed	menu	 and	
catalog	will	be	shown.		
	
Figure	8:	Screenshot	of	Netflix	Login,	step	VII,	welcome	page	

	
Figure	9:	Screenshot	of	Netflix	Login,	step	VIII,	profile	menu/who’s	watching?		
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4.2.2	Accounts	&	Profiles	
	
Both	 options	 (device	 ready	 remembering	 the	 account	 or	 logging	 in	 from	 start	 online)	
push	hardly	the	latest	Netflix	original	content	on	their	art	display.	On	line	is	The	Crown	
where	 in	 a	 device	 ready	 is	 Riverdale	 (January	 2017).	 By	 default,	 the	 trailer	 will	 start	
playing	in	order	to	pursue	the	user	to	watch	it.		Also,	above	it,	the	option	“play”	or	“add	
to	my	list”	will	appear.	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	

	
Figure	10:	Screenshot	of	Netflix	Login,	step	IX,	profile	menu.	Home	Site.		

	
When	 discussing	 the	 profiles	 and	 accounts	 with	 this	 sample,	 usually,	 western	
millennials,	both	male	and	female,	tend	to	have	their	own	account	and	are	aware	of	the	
teaching/learning	 principle	 of	 Netflix’s	 suggestion	 logic.	 They	want	 to	 promote	 it	 and	
they	are	expecting	better	and	more	accurate	curation,	suggestions	and	listings.	
	
The	usage	of	accounts	and	profiles	was	very	 interesting.	Usually	under	one	account	 is	
acceptable	to	have	more	than	one	user’s	profile	and	people	tend	to	always	log	in	under	
their	own	user	and	do	not	sneak	peak	other’s	preferences.		This	continues	to	be	like	this	
even	 if	 the	 users	 had	moved	 out	 from	 their	 home	 countries:	 they	 keep	 sharing	 their	
accounts	 with	 people	 at	 home,	 although	 they	 will	 access	 to	 a	 different	 catalog	 of	
options.	This	was	one	of	the	main	issues	and	concerns	regarding	their	experience.		
	
The	major	contrasting	factor	between	the	Singaporean	Netflix	experience	and	the	one	
the	 sample	 used	 to	 have	 back	 home	 was	 a	 recurrent	 topic	 on	 the	 interviews.	 The	
majority	 is	 not	 one	 hundred	 percent	 satisfied,	 arguing	 that	 they	 used	 to	 have	 better	
content	recommendations,	curation	and	availability	at	home	rather	than	here:		
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“I	 believe	 [the	 algorithm]	does	work	but	maybe	 is	 because	 in	 Singapore	 is	
new,	 but	 here	 it	 doesn't.	 But	 I	 was	 used	 to	 a	 nicer	 recommendation,	
experience	and	content	options.	I	was	used	to	a	smarter	and	more	accurate	
Netflix.	 Here	 I	 have	 more	 trouble	 finding	 the	 things	 I	 like	 to	 watch.”	
(Interviewee	E,	Female)	
	
“(…)	the	amount	of	content	that	they	had	in	Brazil	or	in	the	US	could	make	
the	 algorithm	 work	 better	 for	 people,	 but	 I	 think	 here	 the	 choices	 are	
limited,	they	are	basically	doing	what	they	can.”	(Interviewee	D,	Male)	

	
The	 private	 usage	 of	 each	 profile	 was	 predominant	 although,	 there	 were	 two	
exceptions:	 one	 of	 the	male	 users	who	was	 living	with	 his	 partner,	who	was	 actually	
sharing	his	partner’s	profile.	The	account	belong	to	his	father	in	law	and	is	only	shared	
among	his	children,	so	it	does	makes	sense	that	he	uses	his	girlfriend	profile	and	not	ask	
for	 a	 particular	 one	 to	 his	 father	 in	 law.	 The	 couple	 still	managed	 to	 personalize	 the	
profile	to	each	one	of	them:	is	her	profile,	but	she	doesn’t	use	the	“My	List”	feature,	is	
for	his	usage	only.		

	
“I	use	Sammi’s	dad	account,	I	log	in	at	Sammi’s	we	shared,	I’ve	saved	favorites	
so	If	I	go	on	to	the	title,	or	if	its	something	that	looks	good	I	have	a	look	and	
save	it	to	my	list,	add	it	to	my	favorites.	So	my	list	is	actually	mine,	not	hers	…	
that’s	why	she	doesn't	use	this	feature”	(Interviewee	B,	Male)	
	
“I	 share	 it.	My	boyfriend	and	 I	 share	 the	 same	profile.	We	have	both	 tastes	
merged	 in	 one	 profile.	 (…)	 I	 also	 understand	 it’s	 mixed	 [the	
recommendations],	 then,	 there	 would	 probably	 be	 suggestions	 that	 would	
make	more	sense	to	him	than	to	me	…”	(Interviewee	A,	Female)	

	
The	other	interesting	exception	was	the	one	provided	by	the	Asian’s	interviewees:	they	
did	not	discriminate	users	nor	profiles.	The	actual	name	of	the	user	is	a	merge	of	both	
names.	 Not	 only	 they	 use	 the	 same	 profile	 but	 actually	 choose	 to	 only	 have	 one.	
Without	 wanting	 to	 fall	 into	 a	 generalization	 falacy,	 this	 might	 indicate	 one	 of	 the	
characteristic	of	Asian’s	 societies	 and	 the	value	 they	provide	 to	 the	 “group”,	 “social”	
and	 ”family”	 belonging,	 versus	 the	western	 individualist	 style.	 Also,	 according	 to	 the	
answers,	 the	 Asian	 part	 of	 the	 sample	 established	 that	 they	 would	 rather	 consider	
Netflix	as	a	curated	archive	rather	than	a	customized	streaming	service.	They	consider	
the	personalization	tool	as	an	extra	add	on.		
	

“[we	use	it]	(…)Only	between	us.	Before	when	we	were	living	with	flatmates	
we	were	sharing	one	Netflix	account.	There	were	4	profiles	but	for	us	it	didn’t	
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really	 matter	 which	 profile	 we	 used,	 we	 were	 just	 using	 one,	 always	 the	
same…	(…)	I	think	that	we	believe	it	didn’t	matter	to	have	each	own´s	profiles,	
anyway	we	were	all	 sharing	 the	same	taste	 in	what	we	watched,	we	always	
wanted	to	watch	the	same	things,	and	I	supposed	that	it	didn’t	really	matter	
to	use	your	own	profile.”	[sic]	(Interviewee	G,	Female)	
	
“My	guess	 is	that	there	were	probably	a	couple	of	reasons:	we	were	so	many	
users,	 and	 when	 you	 have	 one	 big	 TV,	 you’ll	 watch	 it	 on	 the	 TV,	 so	 having	
multiple	accounts	or	users	it	doesn’t	matter…	(…)	Besides...	 I	think	we	are	not	
after	 that	 [personalization]…	 We	 use	 it	 as	 a	 catalog	 and	 library	 content,	 a	
catalog,	so	personalization	just	seems	like	a	bonus.”	(Interviewee	F,	Male)	
	

Once	 the	 user	 starts	 scrolling	 through	 the	 catalog,	 he	 or	 she	 can	 start	 exploring	 the	
content,	 subdivided	 in	 different	 categories.	 According	 to	 the	 method	 technique	 this	
research	is	using,	a	brand	new,	self-	generated	user,	with	no	age	restrictions,	located	in	
Singapore	 will	 face	 the	 following	 suggestions:	 Netflix	 Originals,	 Trending	 Now,	
Comedies,	Popular	on	Netflix,	Documentaries,	Kids	TV,	US	TV	shows,	New	Releases,	TV	
Dramas,	 Action	 &	 Adventure,	 Romantic	 Movies,	 TV,	 Comedies,	 Children	 &	 Family	
Movies,	 Dramas,	 Crime	 TV	 Shows,	 Exciting	 Movies,	 Thrillers,	 TV	 Thrillers,	 Goofy	
Comedies,	 Dark	Movies,	 Stand-up	 Comedy,	 Romantic	 Dramas,	 Action	 Thrillers,	 Sports	
Movies,	 Independent	Movies,	Sci-Fi	&	Fantasy,	Horror,	Movies,	Dramas	based	real	 life,	
Family	Adventures,	Crime	Action	&	Adventure,	Scary	Movies.	It	is	really	impressive	that	
31	 categories	 are	 shown	by	default.	 That	 is	 a	 lot	 of	 content	 and	puts	 in	 evidence	 the	
magnitude	of	the	algorithm.		
	
This	 process	 is	 exactly	 the	 same	when	 one	 creates	 a	 new	 profile	 in	 another	 country.	
Some	 of	 the	 genres	may	 change,	 but	 they	 keep	 being	 broad	 and	 general,	 instead	 of	
going	 into	 deeper	 or	 more	 personalized	 options	 as	 will	 be	 stated	 in	 the	 following	
paragraphs.		
	
4.2.3	Recommendations	
	
For	 this	 company,	 the	motto	 is	 “everything	 is	 a	 recommendation”	 (Finn,	 2017,	p.	 95).	
This	is	not	taken	lightly:	from	the	microtags	that	curate,	differentiate,	gather	and	group	
the	content	but	also	the	algorithm	allows	to	show	a	different	row	design	to	each	user,	
meaning	 the	menu	 and	 its	 options	 will	 change	 from	 user	 to	 user.	 As	 stated	 once	 by	
Netflix	 itself,	 “there	 are	 33	 million	 different	 versions	 of	 Netflix	 [in	 US]	 or	 a	 uniquely	
tailored	system	for	each	individual	to	consume”	(Finn,	2017,	p.	95).	
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This	issue	had	always	caught	my	attention.	Given	this	customization	and	personalization	
possibilities,	 talking	 about	 33	million	 versions	 of	 Netflix	 is	 possible,	 but	 can	 one	 also	
think	of	 it	differently.	As	Manovich	explains	 it,	users	are	people	and	people	are	users.	
Not	only	merely	“people”	or	“users”	but	with	a	name,	a	last	name,	taste,	likes,	dislikes,	
friends,	preferences	and	a	voice,	being	 those	 represented	algorithmically	or	physically	
on	 the	 offline	 world.	 “Daniela	 Varela”	 is	 my	 built	 identity	 “readily	 available	 by	 using	
different	 tactics:	bricolage,	 assembly,	 customization,	 and	 –to	 use	 a	 term	 (…)	 that	 has	
become	important	today-	remix”	(Manovich,	2009,	p.	322).	
	
All	 the	 different	 apps	 each	 individual	 user	 storages	 and	 engages	 with	 on	 her	 or	 his	
devices,	 have	 only	 one,	macro,	 big	 algorithmic	 logic	 behind,	 guided	 by	 its	 tastes	 and	
preferences,	 which	 can	 be	 called	 “the	 I-app”	 or	 the	 “me-app”	 due	 to	 the	 cross	 data	
configurations	 of	 many	 of	 them,	 provided	 by	 mega-corporations	 such	 as	 Google	 or	
Facebook,	 which	 concentrates	 the	 most	 used	 and	 downloaded	 apps	 available.	 This	
might	be	another	interesting	approach	for	further	research.	
	
After	 this	 industry	 parenthesis,	 if	 one	 goes	 back	 to	 my	 personal	 Netflix’s	 profile	 and	
compares	 it	 with	 the	 recently	 new	 one	made	 specifically	 for	 this	 research,	 I	 have	 33	
categories,	which	include	“My	List”	and	“Continue	Watching	as	Daniela”.	The	categories	
provided	 to	 a	 new	 user	 are	 pretty	 much	 the	 same,	 while	 my	 profile	 has	 different	
suggestions	according	to	my	previous	watching	history	that	were	not	offered	to	a	new	
user:	 Western	 Children	 &	 Family	 Films	 based	 on	 Books,	 Recently	 Added,	 Social	 and	
Cultural	Docs,	Western	Movies,	 Latin	American	Movies	&	 TV,	 European	Movies	&	 TV,	
Young	Adult	Movies	&	Shows,	New	Releases,	Visually	striking	Western	Movies,	Watch	it	
Again.		
	
The	 naming	 strategy	 behind	 the	 recommendation	 and	 how	 this	 affects	 the	watching	
options	 and	 selection	 is	 also	 another	 interesting	 study	 field,	 since	 some	 of	 them	
become	more	expressive	and	detailed	the	more	one	uses	the	app.	This	of	course,	also	
shows	 the	way	media	 objects	 can	 be	 conceptualized,	 analyzed	 and	 understood.	 The	
same	happens	with	 the	 naming	of	 suggestions-based	 apps	 such	 as	 Spotify3.	One	 can	
see	the	resemblance	between	categories	and	the	renaming	of	some	of	them,	but	still	
offering	the	same	kind	of	content,	or	even	the	same	movie	titles,	in	this	case.	

	

                                                
3 There	 is	 currently	 an	 ongoing	 reseach	 called	 “Listen	 to	 the	 Right	Music”,	 done	 by	 PHD	 candiidate	
Maria	Eriksson,	within	the	Streming	Heritage:	Following	Files	in	Digital	Music	Distribution	Programme,	
done	under	HUMLab,	Umeå	University.		
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The	most	interesting	suggestions	-which	were	also	the	ones	that	differentiate	the	most	
from	the	default	ones-,	were	the	eight	suggestions	based	on	“Because	you	watched”	
and	the	“Top	picks	for	Daniela”.	
	
This	 amount	 of	 categories,	 genres	 and	 suggestions	 surprised	 the	 totality	 of	
participants.	Recommendation	rows	(“Because	you	watched…”)	tend	to	be	more	than	
half	 of	 the	 total	 amount	 of	 displayed	 content.	 Usually	 more	 than	 half	 of	 the	
recommendation	 rows	 are	 offered	 by	 the	 algorithm	 according	 to	 past	 watched	
selections,	pushing	original	content	first	in	any	of	those	rows.	
	

“I	 think	having	many	rows	 is	useful,	specially	with	all	 the	amount	of	content	
out	there,	the	more	the	better.”	(Interviewee	F,	Female)	

	
“1…2...3…	laughts…	35...	40!	And	the	majority	are	recommendations.	I	didn't	
realize	there	were	so	many,	I	think	I	never	went	through	all	of	them...	maybe	
that's	why	I	am	not	so	satisfied!”	[laughs]	(Interviewee	E,	Female)	
	

For	Netflix,	 besides	 the	 personalization	 services	 they	 provide,	 another	 very	 important	
aspect	they	need	the	consumer	to	know	is	awareness.	They	want	their	members	to	“to	
be	aware	of	how	we	are	adapting	 to	 their	 tastes.	 This	not	only	promotes	 trust	 in	 the	
system,	 but	 encourages	 members	 to	 give	 feedback	 that	 will	 result	 in	 better	
recommendations”	(Netflix,	2012).		
	
On	 the	blog	part	 of	 their	 Frequently	Asked	Question	 site,	 they	 argue	 that	 for	 them	 is	
important	to	explain	why	they	recommend	certain	movies	or	shows.	According	to	them,	
they	 do	 not	 -only-	 do	 it	 because	 it	 is	 good	 for	 business,	 but	 because	 “it	matches	 the	
information	we	have	from	you,	your	explicit	taste	preferences	and	ratings,	your	viewing	
history,	or	even	your	friends’	recommendations”	(Netflix,	2012).	
	
The	most	 evident	 and	 recognizable	 personalization	 tool	 in	 Netflix	 is	 the	 collection	 of	
genre	 rows.	 “These	 range	 from	 familiar	 high-level	 categories	 like	 "Comedies"	 and	
"Dramas"	 to	 highly	 tailored	 slices	 such	 as	 "Imaginative	 Time	 Travel	 Movies	 from	 the	
1980s".	Each	row	represents	three	 layers	of	personalization:	the	choice	of	genre	 itself,	
the	subset	of	titles	selected	within	that	genre,	and	the	ranking	of	those	titles”	(Netflix,	
2012).	
	

“The	company	deliberately	seeks	to	clue	 in	users	to	they	can	be	aware	of	how	we	are	
adapting	to	their	tastes”	(Finn,	2017,	p.	92).	This	means	that	the	algorithm	is	so	precise	
and	 tailored,	 it	 will	 suggest	 row’s	 naming	 according	 to	 previous	 user	 selection.	 For	
example,	if	the	user	had	watched	How	to	Get	Away	with	Murder	and	GirlBoss,	the	row	
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name	 might	 be	 “Films	 with	 strong	 women	 leading	 role”	 instead	 of	 “Chick-Flick”	 or	
“Romance”.		But,	if	the	viewer	watched	Pretty	Woman	and	10	Things	I	Hate	About	You,	
the	same	content	might	be	pushed	but	under	a	different	row	name	suggestion.		
	

Another	 important	manifestation	of	 “everything	 is	 a	 recommendation”	 (Finn,	2017,	p.	
95)	 is	 the	 contextual	 trend	 strategy	 Netflix	 performs.	 Content	 is	 not	 only	 generated	
and/or	push	randomly,	 it	 is	also	meticulously	crafted	to	match	 important	and	relevant	
media	or	real	life	events:	a	new	season	teaser	of	House	of	Cards	when	Trump	assumes	
the	Presidency	or	the	launch	of	an	original	content	documentary	called	The	Cuba	Libre	
Story	 when	 Fidel	 Castro	 passed	 away.	 This	 is	 also	 another	 way	 on	 how	 algorithmic	
techniques	 and	 programming,	 that	 seem	 to	 be	 hidden	 under	 a	 black	 screen	 on	 each	
device,	 are	 actually	 very	 much	 alive	 in	 today’s	 creative	 industry	 and	 play	 a	 very	
important	role	feeding	and	shaping	our	daily	life.		

	
An	 additional	 relevant	 issue	 Netflix	 considers	 for	 its	 personalization	 and	 awareness	
strategy	to	work	is	their	stars	ranking:	“the	choice	of	what	order	to	place	the	items	in	a	
row,	is	critical	in	providing	an	effective	personalized	experience.	The	goal	of	our	ranking	
system	 is	 to	 find	 the	 best	 possible	 ordering	 of	 a	 set	 of	 items	 for	 a	member,	within	 a	
specific	 context,	 in	 real-time”	 (Netflix,	 2012).	 This	 is	 of	 extreme	 relevance	 to	 this	
research,	 since	 the	 app	 provides	 a	 tool	 to	 the	 user	 to	 let	 him	 or	 her	 express	 their	
preferences.		
	
An	important	disclaimer	to	be	done	regarding	this	issue	is	the	fact	that	this	research	was	
performed	between	December	2016	and	May	2017.	On	April	2017,	specifically	on	the	8th	
in	Asia	Pacific,	the	stars	ranking	system	was	changed	for	a	different	one:	like	or	dislike,	
with	a	percentage	of	accuracy	in	the	recommendation.	The	app	informed	the	user	about	
this	changed	and	 immediately	started	to	apply	 it.	The	 interviews	and	the	walkthrough	
were	performed	with	the	old	system	and	this	radical	and	quick	change	only	reflects	the	
speed	 of	 things	 within	 this	 web	 2.0	 globalized	 reality,	 the	 dramatic	 and	 fast	 paced	
evolution	of	the	creative	industry.	This	change	is	a	major	shift	since	it	invites	the	user	to	
take	 a	 stand.	A	 raiting	 system	within	 a	 scale	 from	1	 to	 5	 provides	 range	but	 also	 can	
backlash	on	a	recommendation,	since	as	discussed	by	Finn	and	by	some	interviewees,	it	
is	hard	to	accurately	define	what	that	raiting	stands	for	and	what	aspect	of	that	content	
is	being	evaluated.	By	changing	 to	a	polarized	 like/dislike	approach,	 the	user	needs	 to	
make	an	overall	judgment	of	the	content	itself	in	order	to	evaluate.		
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Figure	11:	Screenshot	of	Netflix	Restructure	of	Ranking	System,	step	I	(April	8,	2017)	

	

	
Figure	12:	Screenshot	of	Netflix	Restructure	of	Ranking	System,	step	II	(April	8,	2017)	

	
I	 found	 this	 resolution	 pretty	 interesting	 since	 on	 the	 answers	 the	 feelings	 and	
perceptions	of	the	stars	ranking	system	were	very	diverse.	My	guess	is	that	this	sample	
matched	the	global	perception	of	them:	throughout	territories,	targets	and	time,	there	
has	not	been	a	consensus	on	how	to	use	them	or	the	actual	functionality	of	them.		

	
“Yeah,	 for	us	 the	 raiting	 is	 one	of	 the	biggest	defining	 factors.	 Thumbnails	 as	
well,	 either	 you	 recognize	 it	 or	 you	 don't,	 and	 then	 if	 the	 title	 is	 attractive	
enough	to	make	you	wanna	see,	or	if	someone’s	talk	about	it	in	the	past,	right?	
(…)	If	the	raitings	are	high,	you	go	and	read	through	a	little	bit	more	or	watch	
the	trailer.”	(Interviewee	G,	Male)	
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“I’ve	never	rated.	I	probably	should,	it’s	like	Trip	Advisor,	but	so	far,	I	havent.”	
(Interviewee	A,	Female)	
	
“So,	 there	are	 the	stars,	and	sometimes	 things	have	 two	or	 three	stars,	and	 I	
know	how	those	 raitings	work,	 so	 that	can	be	pretty	bad,	 right?	Even	 though	
we	 give	 it	 a	 try	 if	 the	 story	 is	 compelling	 enough.	 (…)	 They	 are	 based	 on	
people’s	raiting	and	people	don't	know	anything	about	content,	so	 is	basically	
an	 overview	 of	 Asian	 taste	 about	 American	 TV	 so…	 I	 can’t	 trust	 that.”	
(Interviewee	D,	Male)	
	
“But…	 information	 like,	 I’ve	 binge	 watched	 the	 whole	 show	 in	 a	 weekend	
should	be	more	relevant	than	my	stars.	Right?	So	the	system	should	be	learning	
from	my	behavior	and	not	from	my	raitings	only.”	(Interviewee	D,	Male)	
	

This	is	when	a	more	human	approach	to	the	algorithm	is	certainly	needed.	For	example,	
while	 raiting	 a	 star,	 what	 is	 being	 evaluated?	 Is	 it	 the	 story	 quality	 or	 the	 actors’	
performance?	 The	 same	 movie,	 being	 rated	 equally	 by	 two	 different	 users,	 might	
evident	different	values	that	will	be	not	taken	into	consideration	for	the	evaluation.		
	
Moreover,	not	only	the	app	should	provide	the	guaranties	for	this	algorithm	to	change	
and	 adapt	 over	 time	 to	 each	 particular	 user,	 but	 the	 user	 has	 to	 also	 engage	 on	 it.	
Maybe,	with	this	new	interface	of	likes	and	dislikes,	based	on	percentage	matching,	the	
engagement	and	relevance	of	 the	raiting	will	 increase	and	deliver	a	better	customized	
recommendation	to	each	user.	It	is	also	important	to	mention	that	this	recommendation	
process	 asks	 the	 user	 to	 trust	 the	 personalization	 embedded	 on	 the	 algorithm	 and	
ignores	exactly	 that	 judgment	 task	which	was	previously	mentioned.	On	 the	 contrary,	
reading	 the	 embedded	 reviews	or	 the	one	 from	 IMDB	or	 Rotten	 Tomatoes	 -which	 an	
interviewee	from	the	sample	actually	mentioned	doing	it-	will	necessary	imply	“evaluate	
the	evaluators	in	a	much	more	complicated,	human	way,	measuring	the	applicability	of	
advice	generated	by	other	personalities	who	might	not	share	our	tastes”	(Finn,	2017,	p.	
96).	

	
	
	
	
	
	
	
	
		

Figure	14:	Screenshot	of	Netflix,	playing	content,	RuPaul’s	Drag	Race	Member’s	Review.	
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Definitely,	the	tags	and	microtags	prevent	this	mathematical	fallacy	disaster,	but	it	not	
only	 feels	 empowering	 from	 a	 user	 perspective,	 but	 also	 very	 satisfactory	 to	 be	
considered	into	the	business	equation	as	a	decision	maker	for	further	content	buying	or	
production.		

	
4.3.	Press	Play	–	Algorithm’s	Recommendations	and	User	experiences’	highlights		
4.3.1	Functionality		

	
Once	 the	 user	 starts	 watching,	 the	 content	 starts	 playing	 in	 full	 screen.	 A	 menu	 will	
appear	on	the	bottom	edge	of	the	screen,	where	the	title	of	the	content,	 the	volume,	
the	play/pause	button,	 subtitles	and	 the	“Something	wrong?	Tell	us	what”	button	will	
appear	by	default.		
	

	
	

Figure	14:	Screenshot	of	Netflix,	playing	content,	Black	Mirror,	Report	an	error	step	I		
	

		

	
	
	
	
	
	
	
	
	
	
	
	

Figure	15:	Screenshot	of	Netflix,	playing	content,	Black	Mirror,	Report	an	error	step	II		
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When	 something	 goes	 wrong,	 meaning	 that	 the	 service	 is	 not	 one	 hundred	 percent	
accurately	 delivered,	 the	 user	 has	 the	 opportunity	 to	 complaint	 on	 the	moment	 and	
contributes	to	the	improvement	of	the	app.	The	given	options	of	most	common	errors	
include:	 labeling	 problems,	 video	 problems,	 sound	 problems,	 subtitles	 or	 caption	
problems	 and	 buffering	 or	 connection	 problems.	 In	 my	 case	 I	 have	 never	 used	 this	
feature	 and	 trying	 to	 recall	 any	 bad	 experience	 is	 a	 challenge:	 hardly	 ever	 Netflix	
disappoints.	The	interviewees	did	not	mention	using	this	feature	either.			
	

“I	have	this	thought	on	technology	that	is	that	you	only	acknowledge	it	when	
it	 doesn't	work.	 Basically,	 Netflix	 is	 just	 like	 this	 portal,	magical	 thing	 that	 I	
click	and	boom,	I’m	entertained,	as	well	as	Microsoft	Office,	is	a	tool	for	me	to	
explore	my	creativity,	and	when	my	computer	crushes,	I	remember	that	this	is	
technology,	 hardware,	 software	 and	 then	 I	 get	 pissed,	 so	 I	 think	 the	
algorithms	should	not	be	customized…	they	should	be	magical.”	(Interviewee	
D,	Male)	
	

The	most	common	errors	-which	usually	are	external	to	the	app-	 is	a	connection	error	
(bad	WiFi,	low	or	lost	signal,	etc.)	but	none	of	which	is	intrinsic	to	the	app.		
	

“I	 think	 it	 has	 something	 to	 do	with	 the	 TV...	With	 Samsung	 is	 something	
common,	I’ll	 look	for	it	on	the	Internet…	the	TV	suddenly	goes	black.	While	
scrolling,	it	just	turns	off	and	if	I	play	any	movie	is	not	responding,	but	if	I	go	
to	 YouTube	 on	 other	 devices,	 I	 still	 have	 internet	 (…)	 So	 I	 looked	 it	 up	
“Netflix,	Black,	Samsung	TV”	and	seems	to	be	a	common	problem	coz	people	
were	 talking	about	 it	 (…)	 I	 think	 it	might	not	be	even	Netflix,	probably	 just	
the	TV.”	(Interviewee	G,	Female).	
	

The	beauty	of	an	on	demand	service,	is	an	on	demand,	real	time	solution.	If	something	
goes	wrong,	after	the	notification	and	the	app	or	tab	re-starts,	the	issue	is	isually	fixed.	
But	an	 interesting	approach	to	errors	provided	by	Professor	Finn	while	studying	Yellin:	
the	 concept	 of	 serendipity	 applied	 to	 algorithms	 or	 programming.	 The	Oxford	 English	
Dictionary	defines	the	concept	as	“the	occurrence	and	development	of	events	by	chance	
in	a	happy	or	beneficial	way”.	These	errors	or	ghosts,	as	he	calls	them,	usually	happen	to	
be	 a	 product	 of	 complexity.	 But,	 there	 is	 a	 slight	 chance,	 that	 sometimes,	 instead	 of	
calling	them	glitches	or	bugs,	the	randomness	of	the	error	works	so outstandingly	great,	
that	the	app	developers	named	them	“feature”	instead		(Finn,	2017,	p.	95).		

	



 56 

	
Figure	16:	Screenshot	of	Netflix,	Playing	content,	Black	Mirror,	Next	episode.	
	

If	the	user	is	watching	series	and	not	movies,	more	diverse	options	will	appear	such	as	
the	 possibility	 of	 choosing	 another	 chapter	 of	 the	 series,	 or	 even	 another	 season	 if	
applicable,	and	a	brief	description	of	each	chapter	in	order	to	allow	the	viewer	a	better	
choice.	This	is	a	service	that	allows	the	user	find	out	upcoming	information.	There	is	no	
need	 to	 use	 this	 feature	 to	 remember	 where	 the	 user	 left	 the	 series	 since	 Netflix	
remembers	 the	 exact	 moment	 the	 user	 left	 the	 app	 so	 the	 content	 resumes	
automatically.	Also,	a	brief	description	of	the	chapter	that	is	being	viewed	can	be	read.		
	

“I	 like	the	fact	that,	regardless	of	where	you	are	you	can	continue	watching,	
and	they	consolidate	the	users	data,	so	I	can	watch	on	my	phone,	and	the	fact	
that	the	signal	won’t	change,	so	it	won’t	stop,	you	might	have	a	lesser	defined	
picture	or	a	more	scrambled	picture	for	example	for	a	few	minutes,	but	you	
will	be	still	hearing	...	Yeah	...	I	think	it	is	pretty	cool.	Regarding	other	services,	
the	audio	and	picture	quality	is	always	good.	For	me	is	all	about	the	small	little	
tricks,	saying	for	example	that	it	remembers	where	you	left	in	an	episode	and	
you	can	resume	from	there,	and	the	fact	that	this	can	be	across	all	devices	is	
quite	great.	Makes	it	a	lot	easier.	It’s	great.”	(Interviewee	B,	Male)	
	

These	 features,	which	 all	 of	 them	 contribute	 to	 the	 on-demand,	wherever,	whatever,	
whenever	 model,	 can	 be	 understood	 under	 the	 the	 instant	 gratification,	 value	 also	
pursuit	and	celebrated	on	this	new	media	landscape.	Being	on-	the-now	and	celebrating,	
engaging	with	and	embracing	the	moment	is	a	major	part	of	today’s	social	currency	and	
value.	 “Netflix	 is	 no	 longer	 constructing	 a	 model	 of	 abstract	 relationships	 between	
movies	based	on	raitings	but	a	model	of	live	user	behavior	in	their	various	apps.”	(Finn,	
2017,	p.	91)		
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Figure	17:	Screenshot	of	Netflix,	Playing	content,	Black	Mirror,	Next	season.	
	
The	option	to	bounce	between	seasons	is	also	available	and	quite	useful	as	well.	A	little	
loading	bar	lays	right	next	to	the	episode	name	to	remind	the	user	whether	he	or	she	
has	seen	that	chapter	or	not,	and	if	he	or	she	has,	if	they	have	done	it	on	its	totality	or	
partially.		
	

	
	
	
	
	
	
	
	
	
	
	
	
	

Figure	18:	Screenshot	of	Netflix,	Playing	content,	Subtitles	and	audio	options.	

	
Subtitles	and	audio	options	are	also	available.	The	subtitle	options	will	vary	according	to	
the	territory	the	user	is	located.	This	issue	was	not	brought	up	on	the	interviewees	but	I	
believe	is	a	featured	that	can	be	changed	for	a	better	experience.	In	my	case,	 I	do	not	
read	Mandarin	and	-besides	English,	the	default	option-	I	have	no	other	subtitle	options.	
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Providing	 subtitles	 per	 location	 settings	 instead	 of	 the	 user	 established	 preferences	
could	be	perceived	as	something	to	improve.		
4.3.2	Algorithm	Perception	
	
Regarding	Netflix’s	recommendation	logic	there	were	many	interesting	findings.		Firstly,	
although	there	is	a	mix	response	about	whether	the	algorithms	get	the	user	or	not,	the	
sample	is	aware	of	its	existence.	

	
“Whatever	 their	 mysterious	 science-thing	 that	 they	 are	 doing	 works?	 Their	
Magic	 poisons?	 I	 think	 they	 work,	 yes.	 They	 gotta	 have	 some	 kind	 of	
algorithms	over	there,	I	just	don't	know	what	that	is,	but	they	are	just	reading	
your	mind.”	(Interviewee	C,	Female)	
	
“I	think	the	algorithms	should	not	be	customized…	they	should	be	magical.	It	
should	just	learn	from	me.	Machine	learning,	AI,	all	that	kind	of	stuff,	that	we	
don't	really	feel	we	are	contributing	or	customizing	and	setting	anything	up,	it	
should	 get	 me,	 because	 I’m	 spending	 more	 time	 with	 this	 TV	 than	 what	 I	
spend	with	my	mom,	so,	the	TV	should	know.	Even	if	every	now	and	then	they	
could	ask	me	a	few	questions,	and	by	now,	it’s	really	good,	if	I	see	it	through	
that	 angle,	 coz	 I’m	 not	 saying	 “I	 want	 to	watch	 this,	 I	 don't	want	 to	watch	
that”.	 They	 are	 basically	 feeding	 on	 what	 I’m	 doing,	 so	 yeah…	 it’s	 a	 pretty	
interesting	issue…”	(Interviewee	D,	Male)	
	

This	 is	 where	 the	 app	 gains	 its	 reputation:	 this	 where	 the	 on-demand,	 customized	
services	 either	win	 the	 user’s	 heart	 or	 looses	 it.	Gardner	 and	Davis	 illustrate	 this	 fact	
very	 well	 by	 establishing	 that	 each	 user’s	 app	 acts	 as	 fingerprints	 for	 each	 user,	
reflecting	“the	combination	of	interests,	habits,	and	social	connections	that	identify	that	
person.	(…)	The	app	identity	then,	is	multifaceted,	highly	personalized,	outward	facing,	
and	constrained	by	the	programming	decisions	of	the	app	designer”	(Gardner	&	Davis,	
2013,	 p.	 60).	 As	 another	 author	 calls	 it,	 this	 new	 self-customized,	 personalized	 on	
demand	content	can	be	considered	as	the	“evolution	of	segmentation”	 (Finn,	2017,	p.	
101).	

 
The	recommendation	logic	acts	according	to	the	user’s	choices	and	selections.	This	can	
be	 understood	 as	 one	 kind	 of	 digital	 self-representation.	 “In	 addition	 to	 its	 carefully	
crafted,	 packaged,	 performative	 quality,	 the	 externalized	 self	 also	 lends	 itself	 to	
measurement	and	quantification	–	increasingly	imperative	in	today’s	market	driven,	big	
data	societies”	(Gardner	&	Davis,	2013,	p.	73).	And	with	this	aspect,	one	can	easily	relate	
it	with	the	algorithms	process	and	techniques	being	used	in	order	to	deliver	not	only	a	
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satisfying	on	demand	user	experience,	a	developed	and	thoughtful	 (re)presentation	of	
oneself,	but	also	revenues	and	profits	to	the	brands	involved.		
	
There	is	an	interesting	distinction	about	the	approach	and	overall	perception	of	the	app	
and	 the	 algorithm	 logic	 behind	 it	 regarding	 gender.	Men	 seem	 to	 be	more	 technical	
savvy	about	the	algorithms	functionality	and	tend	to	make	a	better	usage	of	it	for	their	
own	benefit.	They	also	tend	to	expand	their	experience	beyond	the	app	to	improve	their	
entertainment	experience.	For	example,	it	is	ingrained	in	our	societies	that	men	tend	to	
be	more	fit	for	technical	careers	while	women	should	pursue	the	social	ones.	This	is	still	
replicated	 in	 technology	as	Gray	mentions,	where	each	piece	of	 technology	 is	 already	
“inscribed	with	certain	gender	expectations”	(Gray,	1987,	p.	504).		
	
Men	usually	complement	the	app	usage	by	other	sources	of	online	streaming	services:	
because	of	updated	content,	availability,	taste,	etc.	Organization,	planning	and	reviews	
are	 often	 applied	 to	 series	while	movies	 are	 the	 result	 of	more	 spontaneous	 choices.	
This	 is	not	a	behavior	found	on	female	users.	Another	 interesting	thing	to	watch	for	 is	
the	 cover	 photos	 or	 content	 thumbnails	 presented	 on	 the	 app.	 It	 is	 known	 that	 they	
changed	according	 to	 region,	but	would	 gender	 also	be	an	 influent	 factor	on	Netflix’s	
display?	 Would	 the	 cover	 of	 Titanic	 differ	 from	 my	 profile	 account	 than	 the	 one	
suggested	to	my	father?	Would	these	covers	have	a	certain	effect	on	the	genre	selection	
of	 content?	 This	 would	 be	 another	 interesting	 field	 of	 study	 as	 to	 check	 how	 far	
“everything	 is	 a	 recommendation”	 statement	 actually	 reaches.	 As	 Gray	 mentions	 it	
would	 be	 interesting	 to	 consider	 “how	 texts	 and	 contexts	 combine	 together	 in	
producing	the	gendered	reading	subject”	(Gray,	1987,	p.	511).		

	
“I	 don't	 know…	 They	 just	 recommend	 on	 whether	 you	 watched	 on	 Netflix,	
whereas,	if	you	look	how	people	advertise	on	the	Internet,	they	will	track	all	
your	behavior.	 I	wonder	 if	Netflix	 could	 invest	more	on	 this...	Probably	 they	
don't	need	to...	What	I	mean	is	that	maybe	they	could	find	more	relevant	the	
things	I	search	for	on	the	IMDB	for	example,	or	Google...	coz	 I	would	always	
Google	them…	and	take	it	from	there.		I	guess	what	I’m	saying	I	just	don't	only	
rely	on	Netflix	 telling	me	what	 to	watch,	 If	 things	are	 in	Netflix	 I	watch	 it,	 if	
they	are	not,	then	I’ll	torrent	it.”	(Interviewee	B,	Male)	
	

While	female	users	seem	to	be	more	 into	the	stories	and	quality	of	the	content.	Their	
experience	is	also	limited	to	the	availability	and	time	rather	than	technical	aspects.	

	
“Let	 me	 see…	 The	 ones	 like	 these?	 [showing	 to	 me	 the	 selection	 of	 that	
section]	Yes.	I	would	actually	have	a	look	through	this…	at	the	moment	from	
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what	 they	 suggest	 I	 probably	 would	 watch	 some	 of	 the	 things	 they’ve	
suggested.”	(Interviewee	A,	Female)	
	
	

4.3.3	Content	
	

It	can	be	stated,	after	doing	performing	a	walkthrough	method	and	observing	multiple	
users	accounts	that	Netflix	original	content	is	one	of	the	most	recommended	content	as	
a	 result	 of	 Netflix’s	 algorithm	 logic,	 which	 may	 not	 only	 be	 determined	 by	 the	
customization	/	personalization	of	 the	user,	but	also	due	to	 the	business	objectives	of	
the	app.		
	
Netflix	 original	 content	 is	 usually	 very	 well	 received:	 movies	 and	 series	 alike.	 They	
consider	 it	 a	 great	 way	 to	 overcome	 the	 licensing	 and	 distributions	 copyrights	 issues	
their	library	faces	and	that	drives	them	to	other	platforms.		

	
“(…)	 the	 original	 stuff	 is	 really	 good.	 I	 imagine	 that	 the	 tactic	 is	 going	 -
purely	 original	 for	 the	 sake	 of	 global	 legal	 rights,	 so	 if	 they	 have	 Netflix	
original	they	have	the	control	over	that,	and	the	legal	right	to	do	whatever	
they	want”	(Interviewee	B,	Male).	
	
“The	Originals,	Yes,	I	 liked,	Chef’s	Table.	House	of	Cards	 is	just	awesome...	
Orange	is	the	New	Black,	Picky	Blinders	but	before	they	bought	it,	although	
it’s	 still	 remaining	 good.	 I’ve	 been	 wanting	 to	 watch	 some	 of	 the	 other	
originals…	 Jessica	 Jones,	 Luke	 Cage,	 I	 love	Marvel	 stuff.”	 (Interviewee	 A,	
Female)	

	
“I	give	them	a	chance	(…)	[when	they	do	not]	have	enough	audience,	they	
stop	it	or	cut	it	and	don't	develop	them	further,	and	they	just	let	them	die.	
I’m	talking	about	their	very	own	Netflix	Originals.	And	that	does	bother	me	
a	little	bit	because	when	I	get	hooked	with	a	series	I	want	to	watch	it	on	its	
full	 scope,	 but	 when	 it	 gets	 suddenly	 shut	 down,	 it	 sucks,	 that	 really	
bothers	me.”	(Interviewee	D,	Male)	

	
Considering	the	active	search	versus	passive	suggestion,	both	activities	are	done	and	the	
user	 perceives	 it	 differently.	 They	 are	 moments	 they	 just	 want	 to	 relax,	 they	 are	
moments	 they	 just	 want	 to	 be	 fed,	 and	 there	 are	moments	 they	 just	 want	 to	watch	
exactly	one	defined	thing.	They	seem	to	be	aware	as	well	of	 the	amount	of	 time	they	
spend	trying	to	get	the	perfect	content	to	watch,	and	sometimes,	as	described,	that	can	
become	an	issue.		
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“Wow…	39	rows	really	upsets	me.	 It’s	 so	many	damn	rows.	That	sometimes	
gets	 annoyed,	 like,	 from	 which	 row	 I	 am	 suppoused	 to	 choose?	 How	 I	 am	
suppoused	to	know	my	mood	then?	 It’s	 like,	 too	much.”[sic]	 (Interviewee	C,	
Female)	

	
“40	rows?	Really?	Wow!	I	mean	there’s	a	big	chunk	that	we	really	ignore.	Like	
for	example,	I	started	to	watch	this,	out	of	curiosity,	and	then	I	stopped,	but	is	
still	here,	and	they	keep	pushing	things	because	I	watched	it.	How	can	I	take	it	
off?	 How	 can	 I	 delete	 a	 past	 selection?	 I	 don't	 know…	 I’m	 not	 fan	 of	 this	
interface	at	all…”	(Interviewee	D,	Male)	
	

Regardless	 the	 different	 levels	 of	 usage,	 interviewees	 seem	 opened	 to	 suggestions	 and	
recommendations.		
	

“When	I’m	trying	to	find	a	new	show	to	watch,	I	follow	any	kind	if	hint	that	
Netflix	 could	 give	me,	because	 it	 is	 hard	 to	 say,	 “Ok,	how	do	 I	make	 this	
decision	 that	 will	 probably	 take	 10	 to	 12	 hours	 of	my	 life	 over	 the	 next	
week,	 or	 over	 the	 next	 month”?	 So	 it’s	 not	 like	 a	 very	 serious	 decision,	
right,	you	can	actually	start	and	stop,	and	take	care	of	it,	but	again,	you	try	
not	to	make	that	mistake,	because	our	free	time	is	a	precious	time,	so	even	
If	I	don't	think	about	it,	is	all	in	there	while	I’m	considering	it	what	to	watch	
next.	So,	yes,	I	follow	every	kind	of	recommendation.”	(Interviewee	D)	

	
Lastly,	 algorithm’s	 suggestions	do	not	work	against	word	of	mouth	 recommendations.		
Nowadays,	where	everything	is	digital	and	interaction	is	left	aside,	word	of	mouth	is	still	
very	 important:	 actually,	 it	 was	 better	 periceived	 than	 the	 raiting	 star	 system.	 If	
someone	recommended	the	content,	is	worth	giving	it	a	try.		
	

“Yes,	 I	 will	 follow	what	 they	 recommend,	 usually	 if	 some	 friend	 told	me	
about	 it,	and	then	Netflix	 is	also	recommending	 it,	 it	 is	usually	what	adds	
the	 credibility	 for	me.	 I	 guess	 then	 that	word	 of	mouth	 and	Netflix	 does	
help.”	(Interviewee	C,	Female)	
	

This	 can	 be	 clarified	 with	 Latour’s	 ANT	 concepts	 of	 mediators	 and	 intermediaries	
(Latour,	 2005).	 The	 first	 ones	 are	 those	 who	 pass	 the	 information,	 or	 as	 he	 calls	 it	
“input”	but	changing	it	on	the	process,	while	the	second	ones	just	replicates	its	without	
any	 alterations.	 Although	 these	 ideas	 are	 originally	 expressed	 for	 devices	 and	
information,	they	can	also	be	applied	and	interpreted	for	this	recommendation	situation	
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on	 a	 on/offline	 scenerio,	 with	 the	 considerations	 that	 the	 “absolute	 no	 change”	 of	
inputs	will	be	subjective	while	talking	about	human	interaction. 
	
The	stars	raiting	system	or	the	updated	percentage	tool	can	be	considered	as	a	digital	
mediator	writing	a	review	or	can	be	considered	a	human	one,	since	it	changes	they	both	
modify	 the	algorithm’s	 recommendation	results.	On	the	other	hand,	 if	we	think	about	
the	 intermediaries,	 a	digital	one	 can	be	a	 trailer	while	a	human	one	can	be	a	peer	 to	
peer	or	friend	recommendation	of	certain	show.			

	
If	 the	user	wants	 to	stop	watching,	 they	can	either	pause/stop	the	content	or	directly	
exit	the	app.	As	previously	mentioned,	Netflix	tends	to	avoid	complicated	processes.	In	
both	cases,	the	content	will	be	remembered	and	the	user	experience	will	continue	from	
that	 exact	 moment	 the	 viewer	 decided	 to	 pause,	 with	 the	 previously	 selected	
preferences	in	case	of	audio	or	subtitles.	 	This	makes	the	process	of	temporary	closing	
the	app	quite	simple.		
	
This	 simplicity	 also	 applies	 to	 the	 profile	 edition/delete	 as	 well	 as	 the	 subscription	
process.	To	delete	a	profile,	only	 two	clicks	are	needed:	go	onto	 the	menu,	select	 the	
profile	 and	 delete	 it.	 A	 memo	mentioning	 that	 all	 previous	 records,	 information	 and	
preferences	of	that	profile	will	be	erased	is	displayed	as	warning	before	proceeding	with	
the	profile	erasing.			

	 								Figure	19:	Screenshot	of	Netflix,	Delete	profile.	
	

The	 elimination	 of	 the	 account	 can	 be	 easily	 done	 also	 on	 the	 same	menu	but	 the	
service	will	 be	 charged	until	 the	 start	 of	 the	 next	month.	Netflix	may	 interrupt	 the	
service	but	will	not	return	any	money	if	the	user	decides	to	terminate	the	subscription	
before	the	month	or	the	credit	card	billing	date.		
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One	of	 the	most	 frequent	 temporary	exit	 reasons	 is	not	 finding	 the	correct	content	
user	wants	to	experience	at	that	moment.	This	leads	to	a	momentary	list	of	viewers	
going	and	choosing	 the	competitors.	The	most	mentioned	ones	were	apps	 (HBO	on	
Demand,	 Stremio,	 iTunes)	 and	 downloading	 torrents	 or	 online	 streaming	 websites	
(123movies,	fmovies).		
	

“I	just	turn	it	off	and	look	something	in	HBO	on	Demand.”	(Interviewee	E,	Female)	
	
“Stremio.”	(Interviewee	H,	Male)		

	
The	Netflix	experience	has	been	highly	rated	by	all	the	interviewees	and	the	only	thing	
that	 leads	 the	user	 to	seek	 for	entertainment	somewhere	else	 is	 the	 lack	of	content,	
particularly	here	in	Singapore,	where	the	catalog	is	not	as	vast	as	in	other	markets.	This	
fact	 is	 reassured	by	 the	contradictory	 fact	of	having	 the	majority	of	 the	sample	 reply	
with	 a	 negative	 satisfaction	 regarding	 the	 titles	 availability	 but	 the	 positive	 and	
constant	usage	of	the	app	regardless.	Rethinking	the	Singapore	catalog	and	its	offer	-
which	 is	 still	 under	 construction-	 can	 help	 improve	 the	Netflix	 experience	 and	brand	
perception,	 as	 well	 as	 considering	 some	 other	 features	 the	 competitors	 have:	 a	
calendar	 and	 notifications,	 for	 example.	 	 At	 first	 glance,	 a	 calendar	would	 not	make	
much	 sense	 if	 the	 whole	 content,	 especially	 series	 related,	 is	 already	 available,	 but	
Netflix	 is	constantly	trying	and	testing	different	ways	to	deliver	content.	For	example,	
they	are	currently	releasing	weekly	chapters	of	Designated	Survivor	or	Better	Call	Saul.	
So,	 for	 those	 purposes,	 extra	 feature	 learnings	 from	 competitors	 might	 help	 the	
experience	perception.			
	
There	 is	 no	 major	 discomfort	 perceived	 from	 the	 sample	 when	 the	 algorithm	 goes	
wrong:	not	in	technical	failure	terms	but	when	they	are	not	suggested	with	things	they	
actually	 like	 or	when	 they	 are	 recommended	 things	 that	 little	 have	 to	 do	with	 their	
taste.	This	is	not	perceived	as	a	mistake,	on	the	contrary,	this	was	perceived	as	a	lack	of	
licenses	or	available	content	but	not	as	Netflix’s	failure.	There	is	a	trust	on	the	app	and	
on	its	will	to	provide	a	superb	service	on	streaming	content,	so	this	is	not	perceived	as	
something	 that	might	affect	Netflix	performance	or	profiles	 submissions.	But,	 it	does	
represent	a	niche	 for	growth	 for	 their	competitors,	 since	when	 the	users	cannot	 find	
what	they	are	looking	for	or	feel	that	they	are	not	being	suggested	the	right	content,	
they	immediately	change	to	another	on-demand	app	provider,	torrenting	site	or	even	
to	indirect	competitors	such	as	cable	TV.			
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5.	Conclusions	&	Final	Discussion		
	
How	does	the	user	perceive	Netflix’s	suggestion	logic?	After	performing	this	research,	
entertainment,	fun,	company,	distraction	and	information	are	some	of	the	satisfactions	
looked	for	while	turning	the	app	on.	The	catalog	available	on	the	app	had	become	an	
excuse	to	share,	interact	and	socialize	on	and	offline	for	this	app	generation.	Netflix	is	
currently	one	of	the	major	cultural	content	producers	and	distributors	of	our	time.	To	
give	 a	 recent	 example,	 if	 one	 searches	 on	Google	13	 Reasons	Why,	 one	 of	 its	 latest	
original	productions,	the	search	engine	will	thorugh	7.380.000	results		-and	this	is	only	
within	3	weeks	of	its	worldwide	release-	showcasing	the	cultural	success,	relevance	and	
importance	 of	 Netflix’s	 Originals.	 As	 reflected	 on	 this	 research,	 this	 app	 has	 major	
repercusions	 on	 what	 and	 how	 users	 choose	 to	 spend	 their	 leisure	 time	 during	
everyday	 life.	 “Web	2.0	platforms	may	be	 technically	 indifferent	 to	 the	 content	 they	
transport,	 but	 they	 are	not	 socially	 or	 culturally	 indifferent.	 (…)	 Content	 is	 no	 longer	
simply	“water”	but	a	certain	brand	of	water:	its	content	has	changed	as	a	result	of	its	
packaging	 and	 distribution	 and	 drinking	 bottled	 water	 becomes	 part	 of	 someone’s	
identity	and	daily	routine”	(van	Dijck,	2012,	p.	7-8).	
	
5.1	User’s	Perception	
	
Original	content	was	greatly	identified,	celebrated	and	recommended.	Users	are	aware	
of	the	bold	decisions	the	brand	takes,	the	large	amount	of	investment	this	requires,	but	
they	 also	 acknowledge	 that	 this	 formula	 is	 working.	 They	 deeply	 enjoy	 Netflix’s	
Originals.	Also,	 the	 critics	 and	 the	 industry	 are	 amazed	by	 the	quality	of	 the	 content	
and	its	stories:	only	on	2016,	Netflix	Originals	received	a	total	of	54	Emmy	nominations.	
This	 is	 very	 good	 since	 David	 Wells,	 CFO	 of	 Netflix,	 already	 established	 to	 Variety	
Magazine	that	the	new	objective	for	2020	is	to	have	50%	of	its	content	to	be	original	
while	the	other	half	will	represent	licensed	TV	shows	and	movies4.		
	
This	research	showed	how	materiality	influences	social	and	bodily	praxis,	which	affects	
the	way	users	 interact	with	the	app	and	their	devices.	Very	particular	Netflix	features	
like	memory	on	all	 devices,	multi	 screens	 loading,	 subtitles,	 tagging,	 raitings	 are	 also	
very	well	 rated	among	users.	After	analyzing	each	 interviewee’s	answers,	 it	 is	almost	
impossible	 to	 separate	 and	 clearly	 differentiate	 where	 an	 “offline”	 or	 contextual	
experience	 ends	 and	 when	 the	 “online”	 begins.	 This	 was	 an	 attempt	 with	 research	
purposes	 but	 it	 is	 important	 to	 consider	 the	 whole	 suggestion	 logic	 and	 Netflix	
experience	as	a	whole,	without	this	virtual	separation.	Netflix	had	become	more	than	

                                                
4 Netflix	Targeting	50%	of	Content	to	be	Original	Programming,	CFO	Says,	written	by	Todd	Spangler,	20/09/2016	
on	Variety	Magazine		US	Edition:	http://variety.com/2016/digital/news/netflix-50-percent-content-original-
programming-cfo-1201865902/  
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an	 app	 brand,	 it	 became	 a	 “cultural	 production	 box”	 (Finn,	 2017)	 and	 as	 such,	 its	
sphere	of	influence	on	the	users’	life	is	massive	and	difficult	to	refrain	to	a	moment	of	
app	enjoyment.		
	
Still,	the	perception	shows	that	the	algorithm	is	not	perfect:	the	main	issue	to	develop	
and	modify	 is	 the	 offer	 availability	 in	 Singapore.	 A	more	 abundant	 content	 curation	
could	be	enhanced	in	most	regions.	Of	course,	certain	things	go	beyond	control,	like	for	
example,	 the	 inability	 of	 the	 algorithm	 to	 detect	 when	 the	 user	 falls	 asleep	 but	 the	
device	keeps	playing	the	show,	although	on	portable	devices	the	app	asks	“Are	you	still	
there?	”.		But	regardless,	brand	and	app	love	is	still	very	high,	and	for	Netflix,	this	is	a	
result	 of	 the	 algorithm	 personalization	 strength.	 Content	 is	 a	 very	 big	 part	 of	 it,	 but	
Netflix	 rather	 has	 its	 users	 love	 the	 app	 instead:	 “The	 process	 of	making	 fans	 draws	
together	creative	and	algorithmic	production	to	craft	a	user	aesthetic	based	on	instant	
access	and	total	customization”	(Finn,	2017,	p.	100).	
	
The	user	 is	generally	aware	of	 the	 recommendation	 logic	and	wants	 to	 take	 the	best	
advantage	of	it.	This	advantage	is	expected	but	not	cultivated:	evaluating	content	and	
having	good	quality,	engaging	 titles	 to	watch	 is	 important,	although	the	users	do	not	
generally	engage	on	raiting	or	reviewing	themselves	-at	least	not	on	the	app-	.	They	do	
so	on	their	offline	practices,	sharing	trailers,	commenting	with	friends,	and	promoting	
certain	 shows.	 No	 major	 unexpected	 practices	 were	 detected	 more	 than	 hacks	 and	
online	tricks	to	get	better	content	results	such	as	the	usage	of	VPNs	or	unveiling	hidden	
tags	for	better	search	results.		
	
Overall,	this	algorithmic	logic	expands	the	user’s	experience	since	it	suggests	titles	and	
content	the	user	would	not	choose	on	a	first	sight.	Although	one	of	the	first	hypothesis	
was	that	Netflix’s	Originals	would	be	the	first	and	most	evident	way	the	users	perceive	
the	 algorithm,	 is	 not	 so.	 The	 original	 content	 is	 greatly	 considered,	 evaluated	 and	
cherish,	also	considered	one	of	Netflix’s	key	assets,	but	the	main	cues	perceived	by	the	
user	regarding	the	suggestion	logic	are	the	stars	raiting	and	the	fail	moments,	when	the	
suggestion	 goes	 wrong	 or	 has	 nothing	 new	 or	 engaging	 enough	 for	 that	 particular	
Netflix	 time.	 Data	 crossing	 with	 other	 on	 demand	 apps,	 suggesting	 that	major	 “me-
app”	I	was	considering	before,	could	be	one	of	the	possible	ways	Netflix	can	improve	
the	user	 experience,	 since	 apps	 can	 share	bigger	 likes	 and	dislikes,	 and	have	 a	more	
holistic	idea	of	each	user´s	profile.	
	
People	do	not	realize	the	omnipresence	of	the	algorithm	as	the	one	responsible	for	the	
recommendations.	Netflix	has	done	a	nice	job	disguising	its	technology	behind	a	user-	
friendly	interface.	This	is	a	positive	thing,	since	it	provides	a	smooth	and	problem-free	
experience.	As	one	interviewee	put	it:	“It	should	be	magical”.	Personally	I	tend	to	agree	
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with	this	position,	but	in	seek	of	academic	objectivity	there	might	be	a	negative	side	of	
this	issue.	Binge	watching,	intense	procrastination	and	“not	having	a	life”	as	one	of	the	
interviewees	 stated	 -that	was	 the	main	 reason	why	 she	 stopped	watching	 series	and	
only	 focused	on	movies-	can	be	seen	as	possible	bad	consequences	of	 the	perfectely	
crafted	invisibility	of	the	algorithm.		
	
A	more	 human-focused	 approach	 has	 suggested	 nothing	 but	 to	 reaffirm	 algorithmic	
logic	to	be	considered	as	more	than	just	zeros	and	ones.	Instead	of	regarding	them	as		
powerful,	 all-mighty	 entities,	 they	 can	 be	 considered	 as	 something	 being	 done	 in	
practice,	 in	 many	 places,	 every	 day,	 again	 and	 again,	 constantly	 being	 under	
construction	(Ziewitz,	2011,	pg.	5).		
	
5.2	Co-Creators	of	Content	
	
It	is	interesting	to	consider	each	user	as	a	co-creator.	By	watching,	clicking,	raiting	and	
binge	 watching,	 we	 are	 generating	 valuable	 data	 that	 Netflix	 may	 input	 to	 further	
content	creations	such	as	 it	happened	with	House	of	Cards.	There	might	be	different	
levels	 of	 co-creation	 as	 well,	 starting	 from	 an	 un-aware	 one,	 as	 the	 mere	 act	 of	
watching	and	selecting	content,	to	a	conscious	decision	of	rating	the	content	we	prefer.	
On	that	note,	it	is	interesting	to	reflect	on	Smythe’s	work	and	his	concept	of	audience	
commodity.	 “The	 answer	 to	 the	 question	 what	 is	 the	 principal	 product	 of	 the	
commercial	mass	media	in	monopoly	capitalism	was	simple:	audience	power”	(Smythe,	
2001,	p.	255	).	This	commodity	concept	was	taken	into	consideration	when	there	used	
to	be	no	“formal	contract,	negotiation	or	discussion”	between	the	audience,	advertiser	
or	media	(Caraway,	2011,	p.	697),	before	the	inputs	of	Jhally	(1982)	and	Liviant	(1986)	
regarding	contemporary	media	technologies	-based	on	audience	participation	such	as	
social	 media	 and	 on	 demand	 platforms-	 overthrown	 the	 mass	 media.	 Now,	 these	
authors	actually	refreshed	the	concept	by	saying	that	the	“typical	audience	member	is	
in	fact	aware	and	part	of	the	transaction”	(Caraway,	2011,	p.	697).	This	is	why	currently	
we	 can	 talk	 about	 an	 audience	 power.	 This	 power	 still	 generates	 profits	 and	 surplus	
value	to	media	owners,	in	this	case,	Netflix,	although	“the	a	activities	of	the	audiences	
are	not	under	the	direct	control	of	the	capitalist,	nor	it	is	clear	that	the	product	of	the	
labor	of	the	audience	is	alienated	form	the	audience”	(Caraway,	2011,	p.	697).	
	
Netflix,	with	its	algorithm	system	and	their	live	generation	and	storage	of	user	behavior	
and	 data,	 as	 well	 as	 other	 contemporary	 apps,	 allow	 an	 increasingly	 surveillance	
process	where	“the	work	of	being	watched	is	steadily	eclipsing	the	work	of	watching”	
(Caraway,	2011,	p.	698).		This	is	very	important	for	these	companies	where	their	major	
asset	 and	 capital	 value	 are	 their	 users.	 This	 leads	 to	 an	 interesting	 paradox	 of	 users	
paying	for	a	service	in	which	they	also	produce	new,	added	value	for	the	company	they	
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are	hiring	the	service	from.	Users	are	 improving	the	system	as	they	are	paying	for	 its	
service	at	 the	exact	same	time	they	enjoy	their	 favorite	show.	Even	during	that	“free	
month	trial”	credit	cards	information,	user	preferences,	new	viewers	behaviours	can	be	
studied	 and	 withdrawn,	 for	 example,	 to	 promote	 co-branding	 with	 credit	 cards	 and	
other	 brands	 and	 services	 that	 will	 engage	with	 the	 yet	 new,	 formally	 unsubscribed	
users.			
	
This	fact	can	be	seen	under	a	contemporary	Marxism	approach	such	as	Tronti’s	(1971),	
in	which	the	user	is	being	alienated,	unaware	and	even	loosing	that	“fake”	leisure	time	
that	he	or	she	thinks	to	be	enjoying,	while	actually	producing	information	and	value	for	
a	third	party.	Or,	this	can	be	considered	as	an	emancipatory	and	co-creational	path	to	
better,	universal	entertainment.	Personally,	I	tend	to	incline	to	this	last	one.	Due	to	the	
implication	of	this	re-conceptualization	of	an	algorithm,	I	truly	believe	this	on-demand-
personalized	 logic	 empowers	 the	 user.	 Not	 only	 the	 user	 is	 a	 key	 influencer	 and	
defining	factor	on	this	new	on	demand	logic	and	economy,	providing	inputs	on	how	the	
apps	 should	 function	 and	 look	 like,	 but	 also	 shapes	 its	 own	 entertainment	 pool	 of	
options.	The	user	becomes	a	co-creator	of	content,	and	the	algorithms	are	the	way	to	
consolidate	all	the	inputs	and	feedback	the	user	is	providing	click	after	click.	Hence,	the	
user	 is	 a	 co-creator	 and	 co-producer	 of	 the	 entertainment	 and	 cultural	 industry	 he	
consumes	and	lives	in.		
	

“Regarding	Netflix	as	a	series	of	algorithms,	interfaces	and	discourses	is	far	
more	 instructive	 for	 understanding	 its	 role	 as	 a	 culture	 machine	 than	
reading	 the	 cultural	 products	 produced	 by	 the	 system.	 But	 when	 we	
consider	House	of	Cards	as	a	creation	that	is	 in	part	algorithmic,	designed	
for	 and	 structured	 within	 the	 broader	 abstraction	 aesthetic	 of	 Netflix,	
particular	traces	of	this	corporate,	computational	authorship	emerge	in	the	
show	itself”	(Finn,	2017,	p.	103).	

	
Ziewitz	 interpretation,	combined	with	the	empowerment	of	 the	user/viewer	 is	a	very	
interesting	relation	worth	of	further	research,	specially	the	meanings	and	connotations	
of	algorithmic	narratives	and	how	this	affects	not	only	the	user	experience	but	also	and	
mainly	 the	cultural	 industry.	Ziewitz	definition	of	algorithm	does	not	vary	much	 from	
Eco’s	(1981)	definition	of	text.	And	if	current	blockbusters	such	as	House	of	Cards	are	
one	hundred	percent	achieved	through	algorithms,	not	only	on	its	rollout	but	specially	
its	production	process,	then	it	would	feasible	to	state	this	similar	relation.		
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5.3	Reshaping	the	Creative	Process:	Cultural	Co-Production	of	Knowledge	
	
If	one	considers	each	piece	of	 content	available	 in	Netflix	 as	a	 text,	 in	 the	 sense	Eco	
defines	it,	as	a	lazy	meaning	generator	machine	that	demands	the	bold	cooperation	of	
the	reader/viewer	to	fill	 in	the	unsaid	or	unshowed	gaps	by	the	author,	(Eco,	1981,	p.	
76)	then,	what	happens	when	the	former	author	(meaning	the	information	retrieved	by	
the	algorithms	due	to	the	clicks	and	preferences	the	users	do	and	have)	and	the	viewer	
(the	former	author)	are	the	same?	This	can	be	thought	as	a	meta-relation	of	meaning	
or	a	second-degree	relation	filtered	by	the	algorithm,	and	Netflix	itself.	Which	role	will	
Netflix	have	here,	as	an	original	content	developer,	which	gathers	the	same	amount	of		
98.75	million	screenwriters	and	viewers?	How	will	this	affect	copyrights	and	narratives?	
What	 does	 this	mean	 to	 Netflix’s	 Original	 Production?	 How	will	 users	 influence	 that	
transition	of	Netflix	to	have	50%	of	its	catalog	as	original	Netflix	content?	As	Finn	puts	
it,	 “what	happens	when	algorithms	are	used	 to	shape	 the	creative	process,	 to	create	
public	 works	 of	 culture	 that	 are	 more	 legible	 to	 humans	 than	 to	 machines?”	 (Finn,	
2017,	p.	98).	How	will	this	affect	the	overall	entertainment	industry?		
	
Barth	 (1972)	 has	 an	 interesting	 approach	 to	 narratives	 that	 can	 be	 applied	 to	 the	
creative	process	of	crafting	stories	with	algorithms.	He	mentions	a	kind	of	snail	 in	the	
Maryland	marshes,	“that	carries	his	history	on	his	back,	adding	new	and	larger	spirals	
to	it	form	the	present	as	he	grows”	(Barth,	1972,	p.	10).	The	user	is	becoming	that	snail:	
as	 author	 and	 consumer	 of	 its	 own	 content.	 This	 two-way	 relation	 can	 also	 be	
exemplified	 by	 the	 snail’s	 progressive	 spiral	 movement	 “from	 a	 single	 point	 both	
inward	 and	 outward,	 tracing	 a	 continuous,	 concomitant	 and	 simultaneous	 pattern”	
(Barth,	1972,	p.	10).	
	
“House	 of	 Cards	 thus	 embodies	 one	 of	 the	most	 seductive	myths	 of	 the	 algorithmic	
age:	the	ideal	of	personalization,	of	bespoke	content	assembled	especially	for	each	one	
of	us”	(Finn,	2017,	p.	107).	There	is	no	more	disguise,	the	personalization	process	and	
the	algorithm	logic	is	out	there,	exposed	for	and	to	the	user.	Now,	we	can	question	and	
wonder	about	the	process	itself	with	content	that	speaks	about	it	such	as	Black	Mirror,	
that	puts	the	latent	topic	into	an	evident	manifestation,	bringing	a	content	materiality	
to	 an	 algorithmic	 perception	 in	 disguise.	 Rethinking	 new	 technologies,	 narrative	
storytelling	and	the	role	the	user	or	viewer	takes	over	the	co-creation,	production	and	
consumption	 of	 entertainment	 is	 definitely	 an	 imminent	 field	 of	 study	 to	 explore	
further	the	implications	and	perceptions	of	the	algorithm.	
	
The	 research	 has	 established	 the	 interactive,	 engaging	 and	 perfomative	 actions	 that	
users	have	on	today’s	media	landscape	and	how	these	actions	shape	and	re-shape	the	
supposedly	established	algorithms,	mutating	and	 influencing	culture,	 information	and	
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knowledge	 production	 and	 consumption	 in	 between.	 Are	 these	 the	 only	 possible	
outcomes	 from	 the	 usage	 and	 personal	 experiencing	 of	 algorithms?	 	 Can	 these	 pro-
active	behaviors	be	translated	 into	more	than	on-demand	apps?	 In	which	other	ways	
personalization	and	customization	algorithms	are	present	in	our	everyday	life?		

	
Netflix	 phenomenon	 is	 overwhelming:	 during	 any	 given	 day	 of	 2014,	 one	 third	 of	
Internet’s	data	download	during	peak	hours	was	Netflix	streaming	files.	“By	the	end	of	
2013,	 the	 company’s	 40	million	 subscribers	watched	 a	 billion	 hours	 of	 content	 each	
month”	(Finn,	2017,	p.	88).	Data	is	no	longer	just	zeros	and	ones,	data	is	relevant	once	
it	becomes	interpreted	and	used	by	and	for	users’	behaviors,	experiences	and	choices.	
As	 a	user,	 viewer	 and	 researcher,	whether	 it	 is	 on	my	 screen	or	on	my	 study	 field,	 I	
cannot	wait	what	to	watch	next.	
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7.	Appendix	
7.1.	Interviews	questionnaire	

	
Hello.	Thanks	for	your	time.		
	

• Gender:	Female		/	Male	
• Age	________	
• Country	of	Origin:	_________________	

	
	
Introduction	Question:		

• What	do	you	in	your	free	time?		
	
Let’s	have	a	little	talk	about	streaming	services,	online	content	and	the	way	we	
interact	with	them.		
	
Informative	Questions:	
	

• Do	you	use	streaming	content	platforms?			Yes/No	
• Which	ones?	

	
Let’s	focus	on	Netflix:		
	

• Do	you	have	your	own	Netflix	account?	Yes	/No	
• 	Do	you	have	several	profiles	for	yourself?	Yes/No	
• When	did	you	subscribe	to	Netflix?	
• Do	you	share	your	account	with	someone	else?		Yes	/	No		
• If	so,	with	whom?	
• How	many	user	profiles	do	you	have	on	your	Netflix	account?	
• How	many	of	them	are	actually	active?		
• Do	you	have	random	sneak	peaks	to	the	other	users’	activity	or	do	you	just	

use	your	own	profile?			
	
Context	of	watching	Netflix:	
	

• Where	do	you	watch	Netflix?		
• In	which	device	do	you	watch	Netflix	from?		
• How	many	times	per	week	do	you	usually	watch	Netflix?	
• At	what	time	do	you	watch	Netflix?		
• How	much	time	do	you	spend	watching	Netflix?	

	
Let’s	watch	some	Netflix,	shall	we?		

	
The	Netflix	Experience	
	

• What	kind	of	content	do	you	like	to	watch?		
• Is	there	enough	availability	of	it	in	Netflix?		
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• Do	you	like	Netflix’s	offer?	Yes/No		
• How	many	rows	does	Netflix	recommend	to	you?	
• Did	you	notice	that	they	were	so	many?	
• What	kind	of	content	do	you	watch	the	most	in	Netflix?		
• Do	you	watch	Netflix	with	someone	else?	If	so,	with	whom?		
• Do	you	usually	know	what	to	watch	or	do	you	go	and	discover?		
• Do	you	like	Netflix’s	recommendation	“Things	we	think	you	would	like”?	
• Do	you	follow	Netflix’s	recommendations?		
• Are	you	satisfied	with	what	is	recommended	to	you?		
• Can	you	remember	an	instance	when	you	were	not	particularly	satisfied	or	

Netflix	completely	got	you	wrong?	
• According	to	your	experience,	does	the	Netflix	recommendation	logic	work?	
• If	yes/no	could	you	elaborate	why?		
• How	frequently	is	Netflix	original	content	suggested	to	you?	
• Do	you	watch	original	content	suggested	to	you?		
• Do	you	usually	like	it?		If	YES/NO,	why?	
• Do	you	always	find	what	you	would	like	to	watch?		
• What	happens	when	you	don’t?		What	do	you	do	then?	
• Where	do	you	notice	recommendations?	Only	within	the	platform?	Email?	

Social	media?	
• How	would	you	define	Netflix?		
• What	does	Netflix	means	to	you?		
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7.2.	Interviewees	profiles		
	
Interviewee	A,	Female,	31,	British/Malay	
Lives	 with	 her	 couple,	 works	 full	 time	 as	 a	 project	 manager	 on	 a	 communication’s	
company,	middle	income.		Born	and	raised	in	the	UK,	with	Malay	roots.	Came	back	to	
Asia	 to	 reconnect	with	 them	and	meet	 some	of	 her	 family.	Uses	Netflix	 as	 her	main	
source	of	online	and	home	entertainment.	Preferes	Documentaries,	Originals	and	Chick	
Flicks	 Content.	 Had	 Netflix	 before	 moving	 to	 Singapore	 so	 she	 can	 compare	 the	
Singaporean	experience	vs.	the	one	in	Britain.		
	
Interviewee	B,	Male,	34,	UK.	
Lives	with	his	couple.	Works	as	a	recruiter	and	HR	in	LinkedIn,	middle	to	high	income.		
Moved	to	Singapore	a	year	and	a	half	ago	with	his	partner	to	fulfill	her	urge	to	meet	
and	 reconnect	with	 her	 roots.	 Both	 are	 very	 disciplinate.	 He	 is	 very	 savvy	 and	 picky	
while	it	comes	to	content:	he	researches,	finds	out	and	evaluates	before	even	turning	
the	 app	 on.	 If	 the	 raiting,	 comments	 and	 external	 sources	 do	 not	 recommend	 the	
content,	he	does	not	even	botherto	watch	it.	Had	Netflix	before	moving	to	Singapore	
so	he	can	compare	the	Singaporean	experience	vs.	the	one	in	Britain.	
	
Interviewee	C,	Female,	26,	USA.		
Single,	middle-wight	income,	works	on	marketing	on	an	international	legal	consultancy.	
Born	and	raised	in	the	States,	with	Indian	and	Italian	roots.		Heavy	user	for	a	long	time,	
now	tries	to	be	more	moderate.	Her	habits	of	madly	watching	series	made	her	not	very	
happy	since	she	got	hooked	and	preferred	to	stay	 inside	watching	content	 instead	of	
going	outside,	so	she	established	a	quite	strict	policy	of	movies	only,	unless	the	series	is	
short	 and	 aligned	 with	 her	 peculiar	 taste	 of	 Cartel/Drugs/Black/Latino/European	
Content.	Had	Netflix	before	moving	to	Singapore	so	she	can	compare	the	Singaporean	
experience	vs.	the	one	in	the	US.		
	
Interviewee	D,	Male,	34,	Brazilian.	
Married,	lives	with	wife.	No	kids.	Recently	moved	to	Singapore.	Works	in	the	Creative	
Industry	for	more	than	12	years	as	a	Digital	and	Interactive	Creative	Director.	Tries	to	
balance	watching	content	for	pleasure	and	for	work.	Heavy	user,	considers	Netflix	as	an	
important	part	of	bonding	and	relationship	with	collegues	as	conversation	 topics.	 It’s	
an	activity	he	particularly	enjoys	because	it	merges	his	passion	for	content,	music	and	
relaxing.	Had	Netflix	before	moving	to	Singapore	so	she	can	compare	the	Singaporean	
experience	vs.	the	one	in	Brazil	
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Interviewee	E,	Female,	28,	Brazilian.	
Married,	 lives	 with	 husband.	 No	 kids.	 Recently	 moved	 to	 Singapore	 due	 to	 a	 job	
opportunity.	She	works	on	an	International	Advertising	Firm.	Due	to	her	natural	incline	
to	content	and	entertainment,	Netflix	is	a	to-go	place	for	work	references,	leisure	and	
fun.	She	 is	 into	health	and	wealness	as	a	way	of	 life	and	 this	 is	also	 refectled	on	 the	
content	 she	 chooses	 to	 watch.	 Had	 Netflix	 before	 moving	 to	 Singapore	 so	 she	 can	
compare	the	Singaporean	experience	vs.	the	one	in	Brazil.	
	
Interviewee	F,	Male,	34,	Phillipino.	
Lives	 with	 his	 partner.	 Recently	 moved	 into	 a	 condo.	 Middle	 income.	 Has	 been	 in	
Sinagpore	for	more	than	3	years.	He	works	on	a	digital	tech	development	company.	He	
is	 into	 pop	 culture,	 technology	 and	 comics.	 His	 fandom	 on	 comics	 and	 superheroes	
reflects	 on	 his	 Netflix’s	 consumption.	 He	 did	 not	 have	 Netflix	 available	 in	 the	
Philippines	before	moving	to	Singapore.	Only	access	thorugh	VPN	and	 it	was	not	that	
popular	before	he	moved.	 So	 the	 Singaporean	Netflix	 is	 the	main	experience	he	had	
regarding	online	streaming	with	the	Netflix	App.		
	
Interviewee	G,	Female,	32,	Phillipina.	
Lives	with	her	partner.	Low	income.	Works	in	advertising.	She	is	into	fashion	and	make	
up,	and	consumes	multiple	sources	of	those	content	(magazines,	online	subscriptions,	
movies,	 series,	 youtube	 ads,	 etc).	 Did	 not	 have	 Netflix	 available	 in	 the	 Philippines	
before	 moving	 to	 Singapore.	 Only	 access	 thorugh	 VPN	 and	 it	 was	 not	 that	 popular	
before	he	moved.	So	the	Singaporean	Netflix	is	the	main	experience	he	had	regarding	
online	streaming	with	the	Netflix	App.	
	
Interviewee	H,	Male,	36,	Uruguayan.	
Lives	alone.	Middle	Income.	Lived	in	Singapore	for	2	years	and	abroad	for	4.	Had	Netflix	
before	moving	to	Singapore	so	he	can	compare	the	Singaporean	experience	vs.	the	one	
in	 Uruguay,	 Vietnam	 and	 the	 States	 (places	 he	 lived	 in).	 Works	 at	 a	 design	 and	 art	
direction	 international	company.	His	taste	reflects	also	the	preferred	devices:	sitcoms	
and	comedies	are	shorter	and	easier	to	download/take	away	in	smaller	devices	such	as	
Ipad	and	phone.	

	
	
	
	
	
	
	
	
	
	



 77 

7.3.	Interviews	transcriptions	
	

Transcription	#1	
Interviewee	A.	Female,	31,	British	Malay,	living	in	Singapore	
	
-Hello.	 Thanks	 for	 your	 time.	 Let’s	 have	a	 little	 talk	 about	 streaming	 services,	 online	
content	 and	 the	 way	 we	 interact	 with	 them.	 To	 start,	 let’s	 beging	 with	 a	 broader	
question	to	contextualize	the	experience…	What	do	you	in	your	free	time?			
	
-I	like	to	explore,	find	new	places	to	eat,	cook,	and	listening	to	live	music…		
	
-Which	streaming	content	platforms	do	you	use?			
	
-Netflix,	Amazon	Prime,	I’m	trying	to	get	BBC	Go	as	well,	but	its	not	streaming	though.		
	
-Would	you	say	Netflix	is	your	first	choice,	then?	
		
-Yes,	my	favourite	one	is	Netflix.	I	guess	I	watch	Netflix	in	my	free	time,	don't	I?	hehehe	
	
-Let’s	watch	some	Netflix,	shall	we?		
Please,	walk	me	through	what	you	are	doing	in	the	meantime.		
	
-I’ve	just	turned	on	my	TV,	selected	my	profile,	at	the	moment	I’m	not	at	the	middle	of	
any	 series	 so	 Im	gonna	have	 a	 look	 at	 the	 suggestions	Netflix	 has	 for	me.	 I	 do	wanna	
watch	Chef’s	Table	because	there’s	a	new	series	but	Phill	and	I	watch	it	together,	so	we	
shouldn't	watching	it	right	now.	Since	Im	not	in	a	the	middle	of	the	series	I’m	gonna	have	
a	quick	look	at	the	movies,	without	having	a	programme	in	mind	I	always	do	this.	So…	
	
-Im	 stopping	 in	 Riverdale	 because	 some	 of	 the	 girls	 of	 the	 office	who	 they	 found	 the	
most	attractive	 in	 this	 series.	Oh...	 that’s	why	 I	 though,	 should	 I	 stop	and	have	a	 little	
watch,	and	when	reading	the	small	description	it	seems	that	it	might	be	something	I	will	
get	 engaged	with.	 It’s	 a	 teen	 TV	 show,	 so	 I’m	probably	 gonna	 love	 it.	 Cheesy,	 easy	 to	
watch	content.	But	 I	don't	know...	Phill	also	told	me	Billions	 is	quite	good,	he	 is	on	the	
second	season,	he	has	watched	that	without	me	so…	Probably	I	would	have	to	catch	up…	
I	know…	There	are	some	he	went	ahead	without	me,	but	with	Chef’s	Table	I	had	to	draw	
the	line.	Said,	No,	we	will	watch	that	together.	
	
I’m	 starting	 then	 Riverdale,	 the	 easy	 to	 watch	 now...	 And	 to	 see	 whether	 this	 guy	 is	
actually	so	attractive	as	the	girls	said	or	not.		
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I	mean	it	got	5	stars…	not	really,	4.9…	I’ve	never	rated		
	
-You	never	rated?		
	
-No.	I	probably	should	cause	I	do	raiting	as	well	I	should	contribute	as	well,	 its	like	Trip	
Advisor,	I	will	try	to	review	now...	coz	I	found	people’s	reviews	interesting.		
	
-Do	you	have	an	own	Netflix	account?		
	
-Yes.	The	account	belongs	to	my	Dad.	But	this	is	my	profile		
	
-When	did	you	subscribe	to	Netflix?	
	
-I	think	it	must	be	around	2	years	ago.		
	
-Do	you	share	your	account	with	someone	else?			
	
-I	 share	the	account	with	my	dad	and	my	brother	Phill.	 I	know...	my	boyfriend	and	my	
brother	have	the	same	name.		
	
-Do	you	have	several	profiles	for	yourself?	
	
-No,	but	 I	 share	 it.	My	boyfriend	and	me	share	 the	same	profile.	We	have	both	 tastes	
merged	in	one	profile.		
	
-How	 many	 user	 profiles	 do	 you	 have	 on	 Netflix?	 How	 many	 of	 them	 are	 actually	
active?		
	
-There	are	3	profiles	under	one	account,	my	dad’s,	my	brother’s	and	mine	and	the	3	of	
them	are	active.		
	
-Do	you	always	watch	your	own	profile	or	do	you	also	use/	sneak	pick	someone	else’s	
profile?			
	
-I	just	use	my	own		
	
-Where	do	you	watch	Netflix?		
	
-I	watched	on	the	TV	room,	in	my	bedroom	and	sometimes	at	the	dinner	table,	when	we	
are	having	dinner.	But	even	on	my	own,	it	would	be	in	my	bed	or	here	[tv	room]	
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-If	I’m	here	then	its	gonna	be	the	TV,	but	then	If	Im	in	the	other	rooms	it	would	be	my	
laptop.	
	
-Which	one	is	your	favourite	device?		

	
-Oh	my	goodness	 I	 lied,	 in	bed	I	used	my	Ipad.	My	favourite	device?	 I	guess	my	 ipad.	 I	
can	bring	it	to	the	different	rooms	more	easily.	I	don't	use	my	phone	as	much,	because	if	
you	are	streaming	on	the	go	you’re	using	all	your	data.		
	
-How	many	times	do	you	usually	watch	Netflix?	
	
-Depends	If	I	got	the	series	going	on	or	not.	If	I	don't	have	a	series	on	the	go	I	probably	
don't	even	touch	Netflix,	but	If	I	do,	then	at	least	3	times	a	week.		
	
-At	what	time	do	you	watch	Netflix?		
	
-In	 the	 evening.	We	would	 watch	 an	 episode	 or	 something	 before	 going	 to	 sleep,	 so	
around	8,	9	o	clock	
	
-How	much	time	do	you	spend	watching	Netflix?	
	
-On	average	50	mins.	I’m	pretty	sctrict.	Phill	sometimes	stays	up	until	2	am,	I	cant.	If	not	I	
would	be	so	tired	the	next	day.		I	will	wake	up	15	pass	6	to	have	breakfast	and	go	to	the	
gym	or	 for	 a	 run,	 a	 little	 exercise	 in	 the	morning.	 I	 cant	 do	 that	 If	 I	 stay	 up	watching	
Netflix	until	2	am.		
	
-So	you	do	have	a	lot	of	self	control?	
	
-Yeah,	routine.	
	
-What	kind	of	content	do	you	like	to	watch?		
	
-It's	a	mixture	I	watched	a	lot	of	different	things,	I	usually	go	on	recommendation	mode	
if	 someone	 said	 its	worth	 to	watch	 I	 give	 it	way	 to	 go,	 also	 if	 its	 recommended	 I	 get	
curious	and	give	it	a	look.	Then	I	like	food	things,	since	I	like	to	cook	and	eat.		
	
-Is	there	enough	availability	of	it	in	Netflix?	
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-Yes,	I	haven’t	got	bored	of	it	so	I	guess	there’s	still	a	lot	to	watch	and	enough	variety	of	
content	for	me	to	go	through	
	
-Do	you	like	Netflix’s	offer?	
	
-Yes,	I	like	Netflix’s	offer.		
	
-What	kind	of	content	do	you	watch	the	most	in	Netflix?		
	
-I’m	not	sure	If	I	can	based	it	on	this,	but	the	last	two	things	I’ve	been	watching	in	Netflix	
besides	Chef’s	Table	are	more	action	things.	So	I’ve	been	watching	Vikings	and	100.		
	
-Do	you	watch	Netflix	with	someone	else?	If	so,	with	whom?		
	
-I	watch	it	with	Phill	and	that	only	the	specific	programs	and	for	now	the	only	things	we	
watch	together	is	Chef’s	Table	the	other	stuff	we	watch	independently.	
	
-We	will	 try	 different	 times.	 He	 arrives	 home	 earlier,	 and	watch	 it	 while	 cooking	 and	
eating,	and	then	I	arrive	8:30	and	then	I	watch	it	after	I	exercise.		
	
-Do	you	usually	know	what	to	watch	or	do	you	go	and	discover?		
	
-	I	go	and	discover.		
	
-Do	you	like	Netflix’s	recommendation	“Things	we	think	you	would	like”?	
	
-Let	me	see…		
The	ones	like	these?	[showing	to	me	the	selection	of	that	section]	Yes.	I	would	actually	
have	 a	 look	 through	 this…	 at	 the	 moment	 from	 what	 they	 suggest	 I	 probably	 would	
watch	some	of	the	things	they’ve	suggested.		
	
-Are	you	satisfied	with	what	is	recommended	to	you?		
	
	[hesitates]	Sometimes.		
	
-So	do	you	like	the	Originals?		
	
-I	do	like	the	Originals.	I	feel	a	little	bit	behind,	I	haven’t	been	seasoning	Netflix	as	I	used	
to,	that	much…		
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-Are	you	satisfied	with	what	is	recommended	to	you?	
	
-Yeah.		
	
-Does	 it	work	 then?	According	 to	 your	 experience,	 does	 the	Netflix	 recommendation	
logic	work?		
	
-For	me	it	does.	Yeah.		
	
-Is	in	the	same	sort	of	genre	or	similar	style	programmes	and	stories	that	I	like.	When	I	
look	at	them	I	can	see	why	they	suggested	against	something	I	have	previously	watched.		
	
Although	this	one	looks	a	little	bit	strange...	House	of	Cards?		
And	this	Ultimate	Beast	Master…	doesn't	look	like	something	relatable	to	food.		
	
I	also	understand	its	mixed,	then	there	probably	would	be	suggestions	that	would	make	
more	sense	to	him	than	to	me…	I	wonder	why	because	you	watched	Chef’s	Table	has	all	
this	stuff…	Suits??	That	not	very	related	to	food…	Neither	does	Gilmore	Girls	nor	An	Idiot	
Abroad...	Although	this	last	one	has	some	kind	of	food	I	guess…		
	
Trending	now…	Because	you	Watched…	What	you	watch	Next…	Ok…		
The	ones	you	immediately	see	yeah…	they	are	pretty	decent	and	make	sense,	however	
when	you	swipe	right	to	the	next	suggestions	I	don't	see	how	they	are	related…		
	
-How	many	suggestions	row	do	you	have?		
	
-33.	I’ve	never	noticed	that,	I	never	go	all	the	way	down.		
	
-Do	you	remember	the	latest	fail	experience	you	have?	Can	you	tell	me	about	it?		
	
-No,	 just	 the	problem	we	 just	discussed.	But	before	 there	are	many	stuff	 I’ve	watched	
because	 somebody	 recommended	 it	 so	 that’s	 another	 reason	why	 there	 are	 the	 stuff	
here,	and	because	of	the	fact	that	I	never	go	down	33	rows,	because	I’m	already	using	
the	search	bar	to	look	for	specific	programme	and	If	I’m	looking	for	suggestion	I	probably	
will	 look	through	out	the	first	10,	or	use	the	browse,	and	Im	pretty	sure	I	head	for	the	
Originals,	and	If	I’m	looking	for	films,	I	will	look	for	something	similar	to	the	ones	I	looked	
before,	chick	flicks…	mostly.		
	
-Do	you	find	them?		
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-The	 ones	 I	 remember	 I	 looked	 for	 Christmas	 I	 remember	 that	 I	 did	 find	 them	 and	
downloaded	them	in	my	phone	to	watch,	I	don't	remember	which	was	right	now,	but	I	
remember	I	did	find	it.		
	
I	have	the	VPN	on	and	it	works.	I	got	a	lot	of	UK	suggestions,	although	there’s	no	VPN	in	
the	TV.	So	 there	 should	be	a	difference…	 I	don't	know...	 	 I’m	hacking	my	account,	but	
there’s	no	VPN	on	my	box	(meaning	TV)	but	the	same	suggestions	appears,	so	 I’m	not	
sure	 the	 account	 is	 being	 hacked	 or	 the	 device.	 It’s	weird,	 I’ve	 never	 though	 about	 it	
before.	[changes	settings]	Wow…	that	means	I	got	even	more	options…!	
	
-How	frequent	is	the	Netflix	original	content	suggested	to	you?	
	
-Every	 time	 I	use	my	 laptop.	Every	month?	Once	they	 launch	something	new.	 I	guess	 I	
should	pay	more	attention.		
	
-Do	you	watch	original	content	suggested	to	you?		
	
-Do	I	watch	it…?	I	haven’t	because	they	were	original	series,	I	did	because	they	were	also	
recommendations	[meaning	face	to	face	recommendation]	…	I	think...	but	I	was	trying	to	
think	 how	 I	 came	 across	 House	 of	 Cards...	 I	 guess	 somebody	 told	 me	 about	 it.	 A	
recommendation	[friend]	rather	because	I	saw	it	at	the	home	page...	but	If	Im	looking	at	
it	now...	Eg.	Iron	Fist,	the	new	Marvel	series,	Im	quite	tempted	to	watch	it,	because	I	like	
Marvel.		
	
-Do	you	usually	like	it?		
	
-The	Original,	yes,	 I	 liked,	Chef’s	Table.	House	of	Cards	 is	 just	awesome...	Orange	is	the	
New	Black,	Picky	Blinders	but	this	one	before	they	bought	it,	although	it’s	still	remaining	
good.		I’ve	been	wanting	to	watch	some	of	the	other	Originals…	Jessica	Jones,	Luke	Cage,	
I	love	Marvel	stuff.		
	
-Do	you	always	find	what	you	would	like	to	watch?	
	
-Yes		
	
-What	happens	when	you	don’t?	
	
-If	I	don't	find	something	I	would	like	to	watch	here,	I’m	probably	gonna	go	and	browse	it	
on	Amazon.	Although	this	is	my	first	to-go	option.		
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-How	would	you	define	Netflix?		
	
-How	do	I	define	Netflix?...	Is	an	online	catalog	or	library	of	a	lot	of	various	types	of	films	
documentaries	series	that	you	can	access	anytime,	anywhere,	coz	you	can	get	it	on	your	
phone,	at	your	fingertips!	That’s	what	Fox+	is	pretending	to	do,	but	they	will	be	a	direct	
competitor,	but	then,	then	yes.		
	
Is	basically	your	TV	and	all	of	your	DVD	and	all	your	online	access	without	you	having	to	
download	anything,	its	just	there.		
	
-Thank	you	very	much!	
	
-You’re	welcome,	Dani	
	
Field	Notes	
-She	has	the	phone	and	the	computer	while	watching	the	TV.		
-She	replies	to	whatsapps	conversations.			
-	She	owns	two	remote	controls		
-	There’s	a	whole	TV	room	to	watch	it	and	have	a	great	experience.		
-	For	these	house	hold,	entertainment	is	an	important	experience:	special	room,	cinema	
seats,	7	speakers,	hi	resolution	HD	TV	
-	At	the	same	time	she	is	watching,	she	masters	multitasking:	she	is	baking	a	pie.		
-	She	has	a	collection	of	illegaly	downloaded	programs	
-	Keeps	 track	on	a	 calendar	when	her	 favourite	episodes	are	airing.	This	 complements	
her	Netflix	experience.	It’s	call	www.track.tv.		
-	She	tracks:	The	Walking	Dead	/	Fear	of	the	Walking	Dead	/	Girls	/	Elementary	/	
Broad	Church	/	Black	Sails	/	Home	Land	/	Grey’s	Anatomy.		
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Transcription	#2.		
Interviewee	B.	Male,	30,	British	living	in	Singapore	
	
-Hello.	 Thanks	 for	 your	 time.	 Let’s	 have	a	 little	 talk	 about	 streaming	 services,	 online	
content	 and	 the	 way	 we	 interact	 with	 them.	 To	 start,	 let’s	 beging	 with	 a	 broader	
question	to	contextualize	the	experience…	What	do	you	in	your	free	time?		
	
I	like	to	walk,	to	cook.		I	do	a	lot	of	cooking,	I	tend	to	watch	many	TV	programs,	and	I	do	
it	while	I’m	in	the	house,	doing	things,	like	cooking.			
	
-Which	streaming	content	platforms	do	you	use?			
	
-Sometimes	I	use	Netflix,	the	other	I	just	illegally	download	them.	To	put	it	a	nice	way.	I	
do	torrenting.		
	
Let’s	watch	some	Netflix,	shall	we?		
Please,	walk	me	through	what	you	are	doing	in	the	meantime.		
	
	-I	use	Sammi’s	dad	account,	I	log	in	at	Sammi’s	we	shared,	I’ve	saved	favorites	so	If	I	go	
on	to	the	title,	or	if	its	something	that	looks	good	I	have	a	look	and	save	it	to	my	list,	add	
it	to	my	favorites.	So	my	list	 is	actually	mine,	not	hers	…	that	why	she	doesn't	use	this	
feature.	 I’ll	 have	 al	 my	 favorites	 on	my	 list,	 which	 I	 would	 watch	 in	 the	 future,	 but	 I	
haven’t	 started.	They	 tend	 to	be	 things	 I	 can’t	watch	outside	Netflix.	 I	 tend	 to	crossed	
reference	them	with	IMDB	[The	Internet	Movie	Data	Base],	so	I’m	not	wasting	my	time.		
	
I	 don't	 trust	 the	 stars	 at	 Netflix	 coz	 they	 haven’t	 been	 going	 for	 quite	 so	 long,	 so	 I	
wouldn't	trust,	unless	is	a	5	out	of	5	and	I	have	heard	that’s	good,	like	House	of	Cards	or	
something,	anytime	I	watch	Netflix	I	tend	to	watch	Netflix	Originals.		
	
And	 I	 used	 to	 download	 when	 we’re	 away	 but	 Sammi	 told	 me	 to	 stop	 coz	 then	 she	
couldn't	download,	I	guess	we	were	doing	it,	I	was	doing	it	quite	a	lot,	then	I	just	went	
for	the	torrents.	So	I	do	use	that	function	[downloading	function	in	Netflix]	
	
I	don't	watch	the	TV	so	I	don't	know,	I	watch	on	my	iPad.	My	fridge	I	have	a	cook	book	
stand	and	I	put	my	ipad	there	while	cooking,	and	I	have	a	little	portable	speaker,	so	then	
I	boosted	it,	and	then	I	have	that	in	the	kitchen,	so	while	I’m	chopping	things	or	putting	
things	in	the	toaster,	or	using	the	microwave	or	washing	some	stuff.		
	
Because	If	I’m	cooking	I	do	like	hours	of	cooking,	I	do	everything	in	one	go,	for	the	whole	
week,	so	I’ll	make	like	three	or	four	things,	then	I	freeze	it,	like	for	months,	and	then	you	
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just	don't	have	to	keep	cooking	all	the	time.	So	I	need	to	chop	a	lot	of	ingredients	then	it	
takes	me	like	an	hour	maybe	so	I	watch	in	the	background.		So	I	tend	to	avoid	watching	
foreigner	 content,	 I	 used	 to	 like	 and	watched	a	 lot	of	 foreign	movies,	 but	now	 I	 don't	
really	watch	movies	anymore,	and	now	 I	don't	watch	 things	unless	 they	are	 in	English	
since	 I’m	doing	some	other	stuff,	 I	cant	be	paying	attention	to	the	subtitles.	So	 if	 it's	a	
foreign	TV	program	I	tend	to	not	watch	it,	coz	I	have	to	concentrate	100%.		
	
-Yeah,	you	don't	wanna	get	your	finger	chopped	off…	
	
-Yeah,	exactly.	
	
-Where	do	you	watch	Netflix?		
	
I	would	say	in	the	kitchen.	Sometimes	while	eating	dinner	here	in	the	dining	room	while	
Sammi	is	not	here.	Sometimes	I	watch	in	bed,	maybe	actually…	yeah...	one	place.	In	the	
kitchen…		
	
-Which	one	is	your	favourite	device?		
	
-Pretty	much	always	on	my	iPad.		
	
So	when	we	were	travelling	 I	used	my	phone,	 I	downloaded	 in	Netflix	and	watched	on	
my	 phone	 but	 the	 screen	 isn’t	 that	 big,	 so	 its	 only	 good	 if	 we	 are	 going	 somewhere	
without	 luggage,	 like	 just	 a	 backpack	 it	 would	 be	my	 phone,	 but	 the	 screen	 is	 pretty	
small.	But	if	it’s	a	long	trip	or	if	we	do	take	luggage	with	us,	I’ll	bring	my	iPad.		
	
I	 hardly	watch	 anything	 else	 in	 the	 airplane	 anymore.	 I	 keep	myself	 to	my	 previously	
curated	 content	 on	 my	 iPad.	 There’s	 no	 need.	 I	 got	 everything:	 movies,	 lazy	 TV	
programmes,	whatever...	And	then,	 I	 can	watch	when	 I	want,	 there’s	no	 interruptions,	
where	they	are	giving	an	announcement	that	we	are	gonna	land	in	one	hour,	like	none	of	
those	stuff.	I	just	sit	on	the	plane,	watch	it,	and	get	off.	If	you	go	budget,	you	don't	have	
to	even	think	about	getting	headphones,	so	as	soon	as	you	sit	down	you	start	watching	
and	there’s	no	hussle.		

	
-How	many	times	do	you	usually	watch	Netflix?	
	
I	don't	know	about	Netflix,	because	I	download	a	lot	of	stuff.	Unless	is	a	Netflix	program.	
And	there	hasn't	been	that	many	recently	that	I’ve	been	watching,	so	Im	not	sure.		If	it	
was	on	Netflix	I’d	watch	it,	I	wouldn't	download	it,	but	its	not.	Eg.	Billions,	season	2	I’m	
watching…	Black	Sails	 I	watch	 [sic],	 and	 I	download	 it	because	 sometimes	Netflix	does	
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not	have	the	 latest	series,	specially	 in	Asia,	Suits…	The	Walking	Dead…	So	some	of	this	
we	watched	 together	 [with	 Sammi]	 every	week,	 and	others	 I	watch	on	my	own.	Oh...	
Taboo	that’s	another	one	I’m	watching,	but	that’s	not	on	Netflix.		So	a	lot	of	the	time	I	
download	it	coz	it’s	not	on	Netflix,	but	its	actually	easier	to	watch	it	on	Netflix,	because	
it’s	there,	it	remembers	where	did	you	end	up	with,	you	can	log	in	from	anywhere.	
	
-At	what	time	do	you	watch	Netflix?		
	
-I	watch	it	in	the	evening.	So	If	I	watch	a	program	I	watch	it	after	work,	I	normally	arrive	
before	Sammi,	so	I	put	on	my	little	thing,	and	set	it	up	on	the	table	here	while	I’m	doing	
stuff	either	here	in	the	living	room	on	in	the	kitchen.		
	
And	it’s	cool	coz	I	can	carry	it.	So	If	go	to	the	other	room,	I	just	take	it	with	me.	So	if	it’s	
like	 I’m	 folding/washing,	 I	 just	put	 it	 on	my	bed	and	do	 the	 fold	and	 the	washing	and	
then	I	get	back	in	here,	get	back	in	the	kitchen	
	
-How	much	time	do	you	spend	watching	Netflix?	
	
-Mmm..	I	don't	know...	Maybe	like,	an	hour?	Or	two?	I	only	watch	TV	programmes.		
	
-Why	not	movies?	
	
-I	 have	a	 couple	of	 reasons,	 1)	 I	 got	bored	of	 the	movies	because	 they	 kept	playing	 it	
safe,		and	its	frustrating,	all	the	movies	are	the	same	and	they	are	kinda	“meaawhh”.	
	
I	might	watch	documentaries	on	Netflix,	actually	 I	watch	a	 lot	of	 these	 like	Cowspiracy	
and	stuff	like	that,	but	no,	I	mostly	only	watch	TV	programmes.	I	think	because	they	are	
more	interesting,	they	dare	more,	because	of	their	length,	like	40	mins	or	less,	so	I	can	
just	watch	one	and	that’s	it,	I	don't	have	to	commit	like	three	hours	of	my	time.		I	never	
can	finish	a	movie	if	I	stopped	watching	it	one	evening,	coz	otherwise	I	cant,	so	I	find	[40	
mins	and	TV	programmes]	quite	easier,	and	actually	I’ll	be	watching	like	two	or	three	and	
then	Sammi	comes,	and	I	stop	and	then	I	resume	it	later	watch	some	more	on	bed	or	the	
next	day.		
	
I	also	watch	multiple	TV	programmes	at	once.	 	So	with	movies	you	cant	really	do	that.		
They	also	comes	in	waves,	sometimes	you	got	many	things	to	do,	sometimes	you	have	
more	free	time.		
	
Also	more	 about	 the	 quality	 invested	 in	 series	 than	 in	movies.	 	 Actually,	 if	 you	 think	
about	it,	a	TV	programme	is	actually	a	very	long	film.	They	call	It	TV	programme	because	
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originally	 that	was	 their	 format,	but	not	 it’s	not.	 It’s	 just	 a	 very	 long	version	of	 a	 film.	
Broken	into	hour	slots,	so	I	guess	the	depth	is	more	interesting.		There’s	a	lot	more	detail	
on	it.	But	they	are	so	many	and	not	all	of	them	are	so	good…	that’s	also	why	I	read	the	
reviews,	so	if	the	reviews	are	good,	then…	if	its	not	above	7	then	I	wont	even	consider	it,	
unless	somebody	told	me	specifically,	oh	you	got	to	watch	this...	
	
-What	kind	of	content	do	you	like	to	watch?	
	
-I	watch	a	 few	thrillers,	 like	political	 things,	 like	house	of	cards,	 I	quite	 like	 like	actions	
and	killing	people	stuff,	like	Vikings,	Zombies...	again...	killing	people	and	stuff.		
	
The	key	word	is	killing	then	
	
-Yes,	hehe,	exactly,	I	don't	watch	the	romantic	ones,	I	don't	watch	sit	coms,	I	don't	like	
comedies,	 I	 don't	 like	 American	 comedies	 coz	 they	 	 are	 not	 funny.	 Like	 all	 the	 can	
laughter	and	stuff,	I	hate	it,	not	interested.		
	
-Is	there	enough	availability	of	it	in	Netflix?	
	
-Not	really,	there’s	not	enough,	that	why	I	said	I	tend	to	download	most	of	my	stuff.		If	
everything	was	on	Netflix	I	would	watch	it,	but	I	understand	in	the	real	word	there	are	
some	companies	that	compete,	Amazon	and	all	of	the	others,	…	yeah	I	mean...	Netflix	is	
great,	 is	easy,	 it	manages	 the	quality	over	your	Wi-Fi,	 so	 for	example,	 if	 the	quality	of	
your	Wi-Fi	drops	 for	what	ever	 reason,	 like	during	a	peak	 time,	 then	 it	will	manage	 to	
drop	from	HD	to	a	lower	resolution	quality	but	you	will	be	still	able	to	watch	it,	which	it’s	
fine	coz	I’m	on	my	iPad,	I	don't	need	a	major	resolution,	however	other	services	don't,		
but	when	I	download,	I	just	download	them	in	low.		
	
-Do	you	like	Netflix’s	offer?	
	
-There’s	no	much	stuff…	the	original	stuff	is	really	good.	I	imagine	that	the	tactic	is	going	
purely	original	 for	 the	sake	of	global	 legal	 rights,	 so	 if	 they	have	Netflix	Originals,	 they	
have	the	control	over	that,	and	the	legal	right	to	do	whatever	they	want.	
	
They	also	tend	to	buy,	Amazon	and	Netflix,	 tend	to	buy	a	 lot	of	programmes	from	the	
BBC	the	British	TV	programme,	like	after	the	first	or	second	seasons,	and	when	they	get	
it,	is	a	lot	more	better.	They	invest	on	them.	Like	Peaky	Blinders,	Ripper	Street,	Sherlock,	
Black	Mirror.	There’s	quite	a	lot.		
-What	kind	of	content	do	you	watch	the	most	in	Netflix?	
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-Series,	historical	they	tend	to	be	historical	series…		
They	are	not	merely	drama,	but	yeah…	 I	 tend	to	watch	more	Black	Sails…	I	believe	TV	
dares	more	about	getting	more	risky	about	nudity	and	violence	than	films,	so	that’s	what	
I	like.	I	don't	know	weather	in	films	they	face	the	same	censorship,	but	they	are	playing	
too	safe	for	my	taste.	
	
-Do	you	watch	Netflix	with	someone	else?	If	so,	with	whom?		
	
-I	watch	it	with	Sammi	and	on	my	own.		
	
-Do	you	usually	know	what	to	watch	or	do	you	go	and	discover?	Do	you	like	Netflix’s	
recommendation	“Things	we	think	you	would	like”?	

	
-I	 think	 the	 suggestions	 are	not	pretty	 good,	 coz	 there’s	 a	 lot	of	programmes	 in	 there	
that	maybe	are	not	very	highly	rated	but	they	are	there	just	because	they	were	similar	
genre	or	category,	so	I	don't	tend	to	go	on	the	recommendations.		
	
A	lot	of	the	time	I	tend	to	go	only	for	the	Netflix	Originals,	since	the	other	programmes	I	
either	 don't	 like	 I	 have	 already	 seen.	 And	 the	Originals	 are	 really	 good.	 They	must	 be	
spending	a	lot	of	money	but	they	are	creating	some	good	ones.	And	those	are	the	ones	
who	 are	 trending	more,	 so	 you	 can	 actually	 just	 pay	 attention	 to	 the	Netflix	Originals	
recommendations.	Or	 you	 can	narrow	 it	 down	 to	 the	 list	 [on	 the	 search	engine	 inside	
Netflix]	and	look	through	it	directly	instead	of	looking	for	the	recommendations.		

	
-Are	you	satisfied	with	what	is	recommended	to	you?		
	
-I	don't	really	bother	with	the	recommendation	to	be	honest.		
	
-I	 don't	 know…	They	 just	 recommend	on	whether	 you	watched	on	Netflix,	whereas,	 if	
you	look	how	people	advertise	on	the	internet,	they	will	track	all	your	behavior.	I	wonder	
if	Netflix	could	invest	more	on	this...	Probably	they	don't	need	to...	what	I	mean	is	that	
maybe	they	could	find	more	relevant	the	things	I	search	for	on	the	IMDB	for	example,	or	
Google...	 coz	 I	would	 always	Google	 them…	and	 take	 it	 from	 there.	 	 I	 guess	what	 I’m	
saying	I	just	don't	only	rely	on	Netflix	telling	me	what	to	watch,	If	things	are	in	Netflix	I	
watch	it,	if	they	are	not,	then	I’ll	torrent	it.		
	
-Does	 it	work	 then?	According	 to	 your	 experience,	 does	 the	Netflix	 recommendation	
logic	work?		
	
-No,	I	don't	think	so..		
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-What	happens	when	you	don’t?	
	
-I	download	it		
	
-How	would	you	define	Netflix?		
	
-I	 think	Netflix	 is	 really	good.	 I	 like…	 I	 think	 they	were	quite	brave	on	their	decision	 to	
create	original	content,	but	it’s	paying	off.	I	think	that	…	now	that	you	can	download	and	
watch	later	is	also	quite	good,	actually	before	I	was	wondering	about	why	weren’t	they	
do	 that,	 I	 understood	 some	 of	 it	 was	 because	 of	 the	 rights,	 …	 I	 like	 the	 fact	 that,	
regardless	of	where	you	are	you	can	continue	watching,	and	they	consolidate	the	users	
data,	so	I	can	watch	on	my	phone,	and	the	fact	that	the	signal	wont	change,	so	it	wont	
stop,	you	might	have	a	lesser	defined	picture	or	a	more	scrambled	picture	for	example	
for	a	few	minutes,	but	you	will	be	still	hearing...	yeah…	I	think	it’s	pretty	cool.	Regarding	
other	services,	the	audio	and	picture	quality	is	always	good.	For	me	is	all	about	the	small	
little	tricks,	saying	for	example	that	it	remembers	where	you	left	in	an	episode	and	you	
can	 resume	 from	 there,	 and	 the	 fact	 that	 this	 can	be	 across	 all	 devices	 is	 quite	 great.	
Makes	it	a	lot	easier.	It’s	great.		
	
-Cool.	Thank	you,	we	are	done!	
	
-Great!	
	
Field	Notes:		
-The	kitchen	is	his	place	of	entretainment.		
-He	watches	while	doing	some	other	stuff,	specially	house	chores.		
-He	 improves	 the	experience	with	extra	device:	 ipad	holder	and	external	 and	portable	
speaker.		
	
	
	
	
	
	
	
	
	
	
Transcription	#3	



 90 

Interviewee	C.	Female,	27,	US	living	in	Singapore.		
	
-Hello.	 Thanks	 for	 your	 time.	 Let’s	 have	a	 little	 talk	 about	 streaming	 services,	 online	
content	and	the	way	we	interact	with	them.		
	
-So	this	is	more	like	a	general	question,	what	do	you	like	to	do	in	your	free	time?	
		
-I	go	to	the	gym	a	lot.	Im	into	bodybuilding	and	body	lifting	so…	most	of	my	free	time	out	
of	work	is	at	the	gym	working	out…	I	love	just	lifting.	It’s	a	misconception	you	get	bulked,	
you	just	get	tonner	and	liner,	You	have	to	be	a	professional	and	be	working	like	for	years	
and	years,	over	10	years,	in	order	to	to	get	that	bulk…	unless	you	are	eating	a	lot	of	fatty	
stuff	while	you’re	training	then	yes,	you	get	bulk	because	you’ll	have	fat	 in	your	upper	
muscle	that	will	make	you	look	fuffy.	It’s	a	weird	equation.		
	
-Do	you	use	streaming	content	platforms?			
	
-Im	not	really	tech	savvy	…	I	don't	know	how	to	use	the…	what’s	that	call?	Yes...	VPN,	…	
so	I	needed	to	change	my	account,	that’s	the	reason	why	I	had	to	cancel	my	US	account,	
and	then	Netflix	Singapore	came	out.		
	
-Regarding	Streaming	Content	Platform	I	use	Netflix,	yes.	Then,	movies123	I	only	used	a	
couple	of	times,	it	works…	overall	it’s	quite	easy.	I’ve	never	about	Stremio…	There’s	also	
another	one	call	F	movies.	(Regarding	first	time	seeing	Stremio)	Wow,	that	looks	pretty	
legit!		
	
-Let’s	watch	some	Netflix,	shall	we?		
Please,	walk	me	through	what	you	are	doing.	
	
-So	well…	I	log	in,	I	tent	to	look	at	the	stuff	I	stored,	I’ll		probably	go	there,		I’ll	do	go	to	
“continue	to	watching”	section,	and	I	sometimes	try	to	keep	up	to	whatever	I	watched.	I	
actually	 don't	 like	 watching	 shows,	 or	 continuous	 seasons	 because	 my	 life	 span	 rolls	
down	from	there,	and	then	I	stop	going	to	the	gym…	So	I	really	avoid	watching	anything	
that	 has	 seasons,	 I	 prefer	movies	 than	 a	whole	 season.	…	 I	 used	 to	 (do	 it)	 but	 then	 I	
realized	 I	ate	badly,	 I	 stop	going	to	the	gym,	 it	got	addicting	and	bad…	and	 I	don't	 like	
that	feeling.	
	
I’ll	look	at	popular	and	trendy,	then	I	usually	go	through	my	list,	depending	on	my	mood	I	
usually	pick	something	from	my	list,	sometimes	I’m	just	into	drug	cartels,	sometimes	I’m	
into	a	sports	mood	or	sometimes	I’m	the	cheesy	romantic.	That’s	usually	my	top	3.		I	also	
really	like	African	American	movies	(I’m	saying	it	properly	not	just	“black	movies”).		I	just	
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really	 love	how	kinda	getto	and	funny	there	are.	They	are	 just	 like	…	Yeah,	 I	 just	really	
like	watching	black	movies!...	(that’s	a	good	one)	
	
I	guess	it	just	remind	me	a	little	bit	of	DC	maybe	…	
	
I	also	really	like	Italian	and	Spanish	movies,	but	I	cant	find	them.		
	
I	stop	really	looking	for	international	because	there’s	no	that	much,	at	least	not	here	in	
Netflix	Singapore.		I	don't	really	think	Netflix	does	a	great	amount	of	Spanish	or	Italian	in	
Singapore...	I	don't	know…	
	
Let’s	look…		
None	of	these	look	like	Italian…		
I’m	also	confused	because	it	says	Italian	but	all	the	titles	here	are	mostly	in	English…	so	
let’s	see	there’s	only	…	one…	two…	how	do	they	decide	that	these	are	Italians?	But	they	
also	they	don't	have	any	of	the	good	ones,	kida	of	the	classic	ones.		
	
-I	guess	the	ones	they	offer	are	according	to	what	you’ve	seen	before.	
	
-So	they	don't	offer	you	all?	So	why	would	they	do	that?		
	
-Do	you	have	an	own	Netflix	account?		
	
Yes	It’s	my	Netflix	account.		I	do	share	it	with	one	person.	A	friend	back	in	the	States,	but	
yes	I	pay	for	it.		
	
-When	did	you	subscribe	to	Netflix?	
	
-Here	in	Singapore	I	honestly	don't	remember	when	but	as	soon	as	it	got	out.	Whenever	
Singapore	launch	Netflix	is	when	I	did	it,	I	don't	exactly	remember	the	date.	I	remember	
doing	it	that	first	month.	At	the	US	I’ve	have	it	for	a	couple	of	years	and	me	and	my	other	
friend	had	always	interchanged	the	payment	and	shared	the	account.	I’ve	been	having	it	
for	a	few	years.	I	share	my	account	with	one	friend	who	is	back	in	the	US.	
	
-Do	you	always	watch	your	own	profile	or	do	you	also	use/	sneak	pick	someone	else’s	
profile?			
	
-No,	I	never	checked	out	his	profile.	I	just	really	never	cared.		
	
-Do	you	know	if	his	profile	is	actually	active?	
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-You	 know…	 I	 don't	 know	 if	 he	 uses	 it.	 I	 know	 his	 profile	 is	 here	 and	 he	 knows	 the	
password	but	he	doesn't	tell	me	oh,	Im	gonna	watch	this	and	because	of	the	time	zone	
difference	we	will	never	watch	something	 in	synch.	He	doesn't	give	me	money	now,	 is	
just	10	dolllars	I	don't	even	care	if	he	is	using	it	or	not.		
	
-Where	do	you	watch	Netflix?		
	
-In	 my	 bed,	 in	 my	 bedroom.	 I	 don't	 even	 take	 my	 computer	 out	 to	 watch	 Netflix	
anywhere	else.		
	
-In	which	device	do	you	watch	Netflix	from?		
	
-Recently	my	computer	hasn't	been	working	so	I	use	my	iPad	but	yeah	its	usually	it	[the	
computer].		Phone…	sometimes	during	breakfast	but	rarely.		
	
-How	many	times	do	you	usually	watch	Netflix?	
	
-A	week,	lets	say	3	times	a	week,	If	I’m	busy	with	work	or	gym	then	I	don't	watch,	I	don't	
have	an	urge.	Although	I	did	and	also	maybe	because	I	don't	follow	shows	so	there’s	no	
like	a	reason	to	do	it,	there’s	no	like	“oh	that’s	my	show”,	I	just	watch	it.		
	
-At	what	time	do	you	watch	Netflix?		
	
-I	usually	do	it	on	the	evening,	after	930	pm.		
	
-How	much	time	do	you	spend	watching	Netflix?	
	
-If	 it's	 a	 really	 good	 movie	 I	 watch	 the	 whole	 movie,	 so	 let's	 say	 2	 hours.	 If	 I’m	 self	
disappointed	I	stop	right	through,	that	usually	rarely	happens,	though.	
	
-Do	you	watch	something	else	instead?		
	
-No.	If	I	decided	I	don't	like	it	I	just	watch	have	or	turn	it	off	and	go	to	bed.		
	
-What	kind	of	content	do	you	like	to	watch?		
	
-Cheesy	Romantic,	The	Drug	Cartels,	African	American,	sports,	and	every	once	in	a	way	
some	 culinary	 but	 then	 I	 get	 hungry	 and	 I	 remember	 that	 I	 should	 stay	 away	 from	
culinary.		
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-Is	there	enough	availability	of	it	in	Netflix?		
	
-In	the	Singapore	Netflix	 [sic]	 I	don't	think	there’s	enough	of	this	yet.	 In	the	US	 I	 felt	 it	
was	pretty	good.		
	
-Do	you	like	Netflix’s	offer?	
	
-Yeah	I	mean	I	think	they	still	are	kind	of	building	everything	time,	I	hope	with	time	it	will	
get	better.		
	
-Does	the	offer	much	your	likes?	
	
-Yes	I	make	them	match.	Pretty	much	they	match.	
	
-Who	do	you	watch	Netflix	with?	Do	you	watch	Netflix	with	someone	else?		
	
-I	watch	it	alone		
	
-Do	you	usually	know	what	to	watch	or	do	you	go	and	discover?		

	
-I	will	 look	around	 to	 see	what	 they	offer	 to	 see	 if	 they	got	 something	new	and	more	
stuff,	and	then	If	I	still	don't	know	what	to	watch	I	will	just	go	to	my	top	pick	ones	and	
watch	something	that	I	thought	I	would	enjoy.	
	
-Do	you	like	Netflix’s	recommendation	“Things	we	think	you	would	like”?	
	
-Let’s	see…	
I	think	they	do	have	a	good	idea	of	the	things	I	like.		
	
-Do	you	follow	Netflix	recommendations?	
	
-Yes,	 I	will	 follow	what	 they	 recommend,	 usually	 if	 some	 friend	 told	me	 about	 it,	 and	
then	Netflix	is	also	recommending	it,	which	is	usually	what	adds	the	credibility	for	me.		I	
guess	then	that	word	of	mouth	and	Netflix	does	help.		
	
-Are	you	satisfied	with	what	is	recommended	to	you?		
	
-Yeah,	most	of	the	time.		
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Whatever	their	mysterious	science	thing	that	 they	are	doing?	Magic	poisons?	 I	 think	 it	
works,	yes.	They	gotta	have	some	kind	of	algorithms	over	there,	I	just	don't	know	what	
that	is,	but	they	are	just	reading	your	mind.		
	
I	 guess	 they’ve	done	 their	market	 research,	 checked	 their	 data	 from	 the	US.	Netflix	 is	
also	in	my	building	so	I	guess	there’s	a	kind	of	conspiracy	[laughts]...	But	yeah,	I	definitely	
think	they’ve	done	a	good	job.		
	
-How	many	rows	do	you	have	recommended	in	your	profile?		
	
-39	rows	
	
Wow…	39	rows	really	upsets	me.	It’s	so	many	damn	rows.	That	sometimes	gets	annoyed,	
like,	from	which	row	I	am	suppoused	to	choose?	How	I	am	suppoused	to	know	my	mood	
then?	It’s	like	too	much:	Recently	added,	Netflix	Originals,	the	tv	shows	are	automatically	
skipped	 although	 I	 know	all	my	 friends	 are	 talking	 about	whatever	 the	 popular	 things	
are,	but	39	is	too	many	options.		
	
Did	you	know	there	were	so	many?	
	
-I	didn't	know	the	exact	number,	but	I	do	know	that	If	I	get	into	that	mood	where	I	start	
skimming	all	of	them,	you	go	through	your	rows,	and	then	you	do	this[	going	to	the	side]	
and	 I	 just	 do	 it	 like	 4	 times	 and	 then	 that’s	 it.	 I	 kinda	 want	 to	 know	what’s	 on	 each	
section	so	I	also	check	it	out	to	the	sides.	I	then	I	start	wasting	time.	I	just	want	to	log	in,	
watch	a	movie,	get	hit	with	what	I	want,	and	then	go	to	sleep.		But	then	this	will	waste	
15,	14	minutes	of	my	time,	and	then	it	just	confuses	us	to	what	we	want,	coz	there’s	too	
many	options.		
	
I	can’t	think	about	when	I	watch	a	movie	and	I’ve	been	so	upset	that	I	just	cant	handle	it	
anymore	that	says	oh	wow…	that	recommendation	was	so	off,	but	this	[scrolling	around	
without	watching	and	wasting	time]	does	annoy	me.		
	
With	the	competitors	I	tend	to	know	what	I’m	gonna	look	for	and	just	type	their	names	
and	watch	 it.	 I’m	not	 just	skimming	the	other	sites.	But	Netflix	doesn't	have	the	movie	
that	just	got	release	on	the	movie	theater.		
	
-How	do	you	 find	out	about	 the	Netflix	 recommendations	and	new	trends?	Email?	 In	
situ?	
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-I	don't	have	email	notifications	on	 it,	 just	coz	 I	don't	care	enough	what	Netflix	will	be	
launching	 next,	 and	 I	 just	 don't	 have	 the	 patience.	 I	 just	 get	 to	 know	 the	
recommendations	and	suggestions	through	the	experience	itself.	But	sometimes	I	even	
skip	them	and	just	go	directly	what	I’ve	added	to	my	list.		
	
-Do	you	watch	original	content	suggested	to	you?		
	
-I	watched	Narcos,	coz	it	falls	into	the	cartel	drugs	category	that	I	like.	I	watched	Orange	
is	the	New	Black,	and	just	scrolling	through	the	rest	of	them	I	probably	will	not,		
But	there	are	some	original	content	movies,	specially	documentaries	that	I	like.		
	
-Do	you	usually	like	it?		
	
-Netflix	does	have	good	credibility	of	making	really	good	shows		
	
-What	happens	when	you	don’t	find	right	away	what	you	would	like	to	watch?	
	
-I	tend	to	go	straight	to	cheese	romantic,	semi	shitty	reviews,	just	to	have	something	on	
that	I	can	listen	to.	[sic]		
	
-Do	you	pay	attention	to	the	raiting	system?	Do	you	rate	yourself?	
	
-Yes,	I	do	pay	attention	to	the	stars	and	raiting.	Although	I	haven’t	been	doing	a	great	job	
when	it	comes	to	me	raiting	and	giving	feedback.		
	
-How	would	you	define	Netflix?	What	does	Netflix	mean	to	you?		
	
-The	distraction	of	all	my	life.	
Something	ot	keep	me	company	if	I	don't	really	go	to	sleep.	
Netflix	and	chill	by	my	self!!	
	
-We’re	done.	Thank	you	very	much!		
	
-It	was	fun.	
	
	
	
Field	Notes:	
-Netflix	seems	to	be	like	a	companion.		
-The	interviewee	is	a	single	girl,	focusing	on	her	hobbies	and	her	likes.		
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-	She	doesn't	follow	series,	something	that	let	you	socialize	and	watch	it	with	someone	
else.		
-	She	watches	 it	 in	a	very	private	sphere:	bedroom,	very	personal	space.	On	top	of	her	
bed.	By	evening,	night	time.		
-	Her	preferred	devices	also	connote	a	solo	experience:	Ipad	and	Computer	devices.		
-	It	used	to	have	a	more	important	role	in	her	life,	now	her	experience	has	changed:	she	
decided	 to	 pursuit	 more	 offline	 entrainment	 and	 hobbies	 as	 well	 as	 the	 offer	 in	
Singapore	is	not	as	wide	and	broad	as	in	the	States.		
-	She	doesn't	use	VNP	yet,	for	her,	in	Netflix	doesn't	work.		
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
Transcription	#4.	
Interviewee	D.	Male,	34,	Brazilian	living	in	Singapore	
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-Hello.	 Thanks	 for	 your	 time.	 Let’s	 have	a	 little	 talk	 about	 streaming	 services,	 online	
content	 and	 the	 way	 we	 interact	 with	 them.	 To	 start,	 let’s	 beging	 with	 a	 broader	
question	to	contextualize	the	experience…	What	do	you	in	your	free	time?		
	
-In	 my	 free	 time	 I	 love	 to	 don't	 think	 about	 work,	 I	 like	 music,	 eating,	 going	 to	
restaurants,	having	drinks,	and	I’m	hungry	for	content.		
	
-Do	you	use	streaming	content	platforms?			
	
-Yes	 I	 do.	 I	 use	 Spotify,	 Netflix,	 Itunes,	 Popcorn	 Time,	 well	 at	 least	 I	 used	 to	 and	
Facebook.		
	
-Do	you	have	an	own	Netflix	account?		
	
-Yes	I	do.			
	
When	did	you	subscribe	to	Netflix?		
	
-Uff….	I	would	guess	3,	3	years	ago.		But	I	guess...	Don't	know…	Facebook	is	already	11	
years,	we	kind	of	loose	track,	right?		
	
-Do	you	share	your	account	with	someone	else?			
	
-Yes,	my	wife.		
	
-Do	you	have	several	profiles	for	yourself?	
	
-Yes,	only	2	profiles.		
	
-How	many	of	them	are	actually	active?		
	
-All	of	them	are	active,	no	burners…hehehe	
	
--Do	you	always	watch	your	own	profile	or	do	you	also	use/	sneak	pick	someone	else’s	
profile?			
	
-I	 think	 in	 our	 case	we	 try	 to	 keep	 logging	 in	 the	 same	 show	 in	 the	 same	profile,	 but	
when	we	are	starting	something	together	it	doesn't	matter	whether	its	on	her	profile	or	
mine.	But	I	think	I	have	some	shows	that	are	only	on	my	profile.		
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-Where	do	you	watch	Netflix?		
	
-Mostly	home.	 I	don't…	 I’ve	never	used	on	my	phone,	 I	downloaded	the	app	once	and	
deleted	 it,	 at	work	 only	 if	 I	 have	 to,	 like	 research	 or	 to	 get	 any	 specific	 reference	but	
yeah…	home.		
	
-In	which	device	do	you	watch	Netflix	from?		
	
-Smart	TV.		
	
Computer	sometimes…	yeah…	computer	is	a	go.	Sometimes	we	want	to	watch	it	in	the	
room	and	we	don't	have	a	TV	there	so,	computer	and	smart	TV,	those	two.	But	mainly	
Smart	TV.	
	
-How	many	times	do	you	usually	watch	Netflix?	
	
-More	than	7.		
	
-Meaning	more	than	a	week?		
	
-Sometimes	more	than	7.	Sometimes	twice	a	day:	in	the	morning	and	in	the	evening.		
	
-So	do	you	actually	wake	up	earlier	to	watch	it?		
	
-No,	we	wake	up	early	to	have	breakfast.	And	we	have	this	kind	of		“Eat	and	Netflix”	kind	
of	 situation.	 We	 are	 this	 weird	 kind	 of	 people	 that	 wake	 up	 early	 to	 actually	 enjoy	
breakfast	 before	 getting	 in	 the	day,	 at	 least	we	 can	 talk	 to	 each	other	 rested	and	not	
pissed	off	about	anything	else	that	happened	during	the	day,	so	its	our	time,	so	we	have	
low	 commitment	 shows	 for	 the	 morning	 and	 like	 high	 commitment	 shows	 in	 the	
evening.		
	
-Well…	 interesting...	 that	 means	 that	 Netflix	 occupies	 a	 pretty	 big	 deal,	 like	 an	
important	space	on	your	life?		
	
-Is	really	important,	now	that	our	Internet	is	having	issues,	we	miss	Netflix,	yes.		
	
-So	 on	 average…	 would	 you	 say	 twice	 a	 day,	 once	 in	 the	 morning	 and	 once	 in	 the	
evening?		
	
-Yeah…		
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-How	much	time	do	you	spend	watching	Netflix?	
		
-Probably	half	and	hour	or	an	hour	in	the	morning,	and	at	least	2	hours	in	the	evening.		
	
-What	kind	of	content	do	you	like	to	watch?		
	
-I	really	like	TV	Shows.	I	like	comedy	shows,	and	movies,	but	I	think	Netflix	has	a	better	
archive	and	catalog	with	TV	shows	than	with	movies.	Specially	in	Singapore.	
	
-	Is	there	enough	availability	of	it	in	Netflix?		
	
-No,	not	at	all.	Either	of	them.		
Well…	 I	 can	 talk	 about	 this	 for	 a	 while…	 I	 like	 Netflix	 ‘s	 efforts	 of	 creating	 their	 own	
shows	and	I	feel	that	they’ve	been	working	pretty	hard	to	have	new	stuff	coming	all	the	
time,	but	I	think	in	Singapore	we	are	a	lot	late	compared	to	the	rest	of	the	world,	so	we	
kind	of	miss	the	next	thing	that’s	gonna	hook	us,	there	isn’t	too	many	addictive	shows	I	
think	 as	 before	 when	 the	 whole	 TV	 show	 thing	 started	 to	 explode,	 after	 Lost	 for	
example,	 I	think	there	were	more	interesting	shows	for	you	to	explore	than	now.	 	And	
I’m	 sure	 there	 are	more	 shows	 now	 than	 before	 so	 it's	 a	 weird	 thing	 because	 of	 the	
quality.	But	again,	I	know	we	are	in	Singapore	and	things	are	late	here	or	are	censored	
here.		
	
-What	kind	of	content	do	you	watch	the	most	in	Netflix?		
	
-TV	Shows.	Mostly	American	TV	Shows.	We	explore	a	lot.	We	try	many	different	things	to	
see,	 even	 if	 they	 are	 not	 like	 well	 rated,	 we	 say,	 ok	 lets	 give	 it	 a	 try,	 but	 its	 hard	 to	
abandon	something	in	the	middle,	we	at	least	try	to	watch	it	and	finish	it.		
	
-What	do	you	mean	by	well	rated?	
	
-So,	there	are	the	stars,	and	sometimes	things	have	two	or	three	stars,	and	I	know	how	
those	raitings	work,	so	that	can	be	pretty	bad,	right?	Even	though	we	give	it	a	try	if	the	
story	is	compelling	enough.		
	
-So	how	do	the	stars	work,	then?	
-Based	on	people’s	raiting	and	people	don't	know	anything	about	content,	so	is	basically	
an	overview	of	Asian	taste	about	American	TV	so…	I	can’t	trust	that.		
	
-So	do	you	consider	yourself	more	savvy	on	that	regard?		
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-I	think	I	am	working	with	Communication	and	entertainment	for	16	years	so	I	probably	
have	 different	 standards	 than	my	mom	 to	 analyze	 how	 a	 storyline	 goes	 on	 or	 how	 a	
director	delivers	his	work,	so...	yeah,	I	could	say	that.		
	
-Do	you	watch	Netflix	with	someone	else?	If	so,	with	whom?		
	
-No,	 only	with	my	wife.	 And	my	4	mistresses	 hehehe…	C	mon!	 It’s	 twice	 a	 day,	when	
would	I	have	time	to	watch	it	with	someone	else?	hehehehehe	
	
-Do	you	usually	know	what	to	watch	or	do	you	go	and	discover?		
	
-I	 love	 when	 I	 know,	 coz	 finding	 new	 stuff	 is	 such	 a	 bad	 experience,	 it’s	 pretty	 bad.	
Because	I	hate	the	navigation	and	interface	so	much,	it	should	be	different.		
	
-How	should	it	be?		
	
-I	 think	 just	 if	 they	 would	 put	 all	 the	 content	 up	 there	 we	 will	 be	 spending	 hours	
understand	what	is	what	so	they	are	using	algorithms	to	push	us	the	most	watched	titles	
and	their	licenses	basically,	 if	someone,	some	kind	of	the	content	is	not	watch	enough,	
they	 will	 remove	 it,	 its	 an	 off	 ring,	 and	 they	 keep	 basing	 [sic]	 these	 offering	 through	
things	that	we	maybe	started	and	abandon	or	that	we	didn't	like	so	there	isn’t	any	kind	
of	feedback	of,	“Ok,	I	want	more	content	of	this,	this	and	that”.	It	tries	to	predict	but	I	
think	it	doesn't	predict	well…		
	
-But	you	can	rate	with	the	stars,	right,	and	that’s	a	kind	of	feedback?		
	
-Yes,	but	I	don't	have	this	habit,	I	think	I’ve	never	rated.		
	
-But	that’s	on	you.	
	
-Yes,	That’s	on	me.	I’m	not	helping	the	algorithm,	right?		
	
-Exactly	
	
-But	the	raiting	works	for	me	as	well	[sic].	But…	Information	like,	I’ve	binge	watched	the	
whole	show	in	a	weekend	should	be	more	relevant	than	my	stars.	Right?	So	the	system	
should	be	learning	from	my	behavior	and	not	from	my	raitings	only.	I	could	be	raiting	the	
quality	of	the	show	and	not	how	addicted	it	is	or	something	like	that,	this	is	kind	of	the	
thinking	I	miss	about	Netflix,	I	don't	know…	it	needs	a	Facebook	connect	for	example,	to	
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understand	the	things	that	I	like	outside	this	circle,	and	to	help	me	get	more	content.		In	
the	 same	way	 they	 should	 have	Netflix	 connect	 in	 Spotify	 to	 find	 the	 soundtrack	 and	
lyrics	of	the	shows	that	I	like.		
	
-Do	you	like	Netflix’s	recommendation	“Things	we	think	you	would	like”?	
	
-I	think	is	too	technical.	Like…	for	example,	I	watch	one	stand	up	comedy,	all	of	a	sudden,	
it	will	push	every	single	stand	up	comedy	show	that	they	have	on	their	archives	to	my	
screen	what,	what	kind	of	comedy	show,	what	kind	of	angle?	I	watched	Louis	CK,	he	is	
challenging	 status	quo	all	 the	 time,	he	does	 some	pretty	nasty	arguments,	but	 it’s	not	
like	I	would	love	every	comedy	show	in	the	word,	so	I	think	they	need	more	tags.		
	
-Do	you	think	they	were	having	more	tags	in	Brazil	or	in	the	States	than	in	here?	
	
-Yeah...	 at	 least	 the	 feeling	 that	 I	 got,	 is	 that	 the	 amount	 of	 content	 that	 they	 had	 in	
Brazil	or	in	the	US	could	make	the	algorithm	work	better	for	people,	but	I	think	here	the	
choices	are	limited	they	are	basically	doing	what	they	can.		
	
-Do	you	follow	Netflix	recommendations?	
	
-When	I’m	trying	to	find	a	new	show	to	watch,	I	follow	any	kind	if	hint	that	Netflix	could	
give	 me,	 because	 it’s	 really	 hard	 to	 say,	 “Ok,	 how	 do	 I	 make	 this	 decision	 that	 will	
probably	take	10	to	12	hours	of	my	life	over	the	next	week,	or	over	the	next	month”?	So	
it’s	not	like	a	very	serious	decision,	right,	you	can	actually	start	and	stop,	and	take	care	of	
it,	but	again,	you	try	not	to	make	that	mistake,	because	our	free	time	is	a	precious	time,	
so	even	If	I	don't	think	about	it,	is	all	in	there	while	I’m	considering	it	what	to	watch	next.	
So,	yes,	I	follow	every	kind	of	recommendation.	
	
-According	to	your	experience,	does	the	Netflix	recommendation	logic	work?		
	
-Yes,	 I	 could	 say	 yes.	 But	 one	 thing	 I	 really	 believe	 Netflix	 should	 have	 is	 a	 channel.	
Something	that	 I	could	turn	on,	and	watch	a	bunch	of	trailers	one	after	the	other,	and	
experience	 these	offerings	with	 a	 little	 bit	more	depth	 than	 just	 the	 cover	 photo	or	 a	
name.		
	
-But	 you	 have	 the	 trailer	 options,	 in	 most	 of	 the	 content,	 right?	 Specially	 on	 the	
Originals…	
	
-Yeah,	 but	 that’s	 the	 thing.	 You	 get	 in,	 you	 scroll	 through	 the	 recommendation,	 you	
select	the	show,	you	read	the	description,	you	watch	the	trailer,	you	go	back	and	you	do	
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it	again,	you	could	have	something	as	a	shuffle	playlist	where	you	get	a	lot	of	different	
content	and	you	say,	ok,	this	seems	interesting,	lets	watch	it.	Do	it,	Mr	Netflix,	please!	
	
-When	I	start	working	with	them,	I	will	deliver	your	suggestion.	
	
-Hehehehe	
	
-Do	you	remember	how	many	suggestion	rows	are	you	suggested?	Guess	a	number?		
	
-I	would	guess	about	20	
	
-It’s	actually	double.	
	
-40?	Really?	Wow!	
	
I	mean	there’s	a	big	chunk	that	we	really	ignore.	Like	for	example,	I	started	to	watch	this,	
out	 of	 curiosity,	 and	 then	 I	 stopped,	 but	 is	 still	 here,	 and	 they	 keep	 pushing	 things	
because	 I	watched	 it.	How	can	 I	 take	 it	off?	How	can	 I	delete	a	past	 selection?	 I	don't	
know…	I’m	not	fan	of	this	interface	at	all…	
	
-How	frequently	is	Netflix	original	content	suggested	to	you?		
	
-I	have	never	 though	about	 it,	but	 I	will	 guess	every	2	weeks	or	 so,	 there’s	 something	
new.	 I	 come	here	 a	 lot,	 to	 Recently	 Added	 and	Netflix	Originals	 as	well	 to	 see	what’s	
new.		
	
-Do	you	watch	original	content	suggested	to	you?	
	
-Yeah.	
	
-Do	you	usually	like	it?		
	
Sometimes,	right?	Like	Iron	Fist…	c’mon…	I	did	watched	it	until	the	end…	we	are	hopeful	
people,	we	 really	 believe	 it’s	 gonna	 get	 better	 towards	 the	 end...	 but	 no…	 it	 sucked…	
(sic)	
	
-Do	you	always	find	what	you	would	like	to	watch?		
	
-Not	at	all.		
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-What	happens	when	you	don’t?	
-HBO	GO.	Or	iTunes,	I	have	a	US	account	for	iTunes,	I	pay	more	than	a	month	of	Netflix	
to	watch	on	season	of	something	on	Itunes.	
	
-Do	you	remember	the	latest	fail	experience	you	have?	Can	you	tell	me	about	it?		
	
-Let’s	check…	that	Obama	movie	is	crap.	It’s	pretty	bad.	There	was	this	thing	called	Tokyo	
Nights	or	something	like	that…	they	offered	it…	its	really	rare	to	log	in	and	say:	“yes,	I’m	
gonna	watch	this	thing”.	 Is	all	about	the	suggestions.	You	are	always	suggested.	Unless	
you	know	that	those	are	the	important	shows,	like	The	Crown,	that	you	know	its	gonna	
be	different.		
	
I	have	 this	 though	on	 technology	 that	 is	 that	you	only	acknowledge	 it	when	 it	doesn't	
work.	Basically,	Netflix	is	just	like	this	portal,	magical	thing	that	click	and	I’m	entertained,	
as	 well	 as	 Microsoft	 Office,	 is	 a	 tool	 for	 me	 to	 explore	 my	 creativity,	 and	 when	 my	
computer	crushes,	I	remember	that	this	is	technology,	hardware,	software	and	then	I	get	
pissed,	 so	 I	 think	 the	 algorithms	 should	 not	 be	 customized…	 they	 should	 be	magical.	
They	should	just	learn	from	me.	Machine	learning,	AI	[artificial	intelligence],	all	that	kind	
of	stuff,	that	we	don't	really	feel	we	are	contributing	or	customizing	and	setting	anything	
up,	they	should	get	me,	because	I’m	spending	more	time	with	this	TV	than	what	I	spend	
with	my	mom,	so,	the	TV	should	know.	Even	if	every	now	and	then	they	could	ask	me	a	
few	questions,	 and	by	 now,	 it’s	 really	 good,	 if	 I	 see	 it	 through	 that	 angle,	 coz	 I’m	not	
saying	“I	want	to	watch	this,	 I	don't	want	to	watch	that”.	They	are	basically	feeding	on	
what	I’m	doing,	so	yeah…	it’s	a	pretty	interesting	issue…	
	
-How	would	you	define	Netflix?		
	
-I	would	love	to	work	there[…]	There	are	only	a	handful	of	brands	that	I	would	really	like	
to	work	on	their	side	and	not	for	them,	I	don't	know	if	I	can	define.		I	would	say,	game	
changer.			
	
-Awesome.		
	
-Not	 that	 awesome	 actually,	 I	 really	 like	 Netflix,	 I	 just	 …	 I	 think	 they	 should	 be	more	
integrated,	 I	 think	 their	 Fan	Page	on	 Facebook	 should	 know	 the	 things	 that	 I	watched	
here,	 and	 consider	 that	 by	 offering	 me	 extra	 content,	 so	 as	 I	 said,	 if	 I	 could	 Netflix	
connect	with	my	Spotify	to	find	soundtracks	of	the	shows	that	I’ve	watched,	it	would	be	
amazing.		
	
-But	would	that	enhance	your	Netflix	experience	or	your	Spotify	one?	
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-It	would	enhance	my	relationship	with	their	content.	 If	 I	had	a	House	of	Cards	playlist	
automatically	pushed	to	my	Spotify	account,	 I	would	still	connected	to	House	of	Cards,	
and	not	to	Spotify.	That	would	be	on	my	headphones	on	the	street	and	not	on	my	house	
on	my	TV.	 So	 that’s	 the	 kind	of	 things	 I	 think	 they	 can	 improve,	 these	data	 should	be	
cross	with	other	platforms	to	make	this	better.		
	
-Thank	you,	Z!	
	
Field	Notes:		
- Multitasking,	while	watching,	we	eat.		
- It’s	a	major	souce	of	entretainment,	companion	and	topic	discussion	for	the	couple	
- It’s	a	bonding	source	
- They	look	for	comfort	and	pleasure:	the	Smart	TV	is	Samsung,	HD	Curve,	a	whole	

home	entretrainment	system,	speakers	and	the	living	room	is	placed	with	the	TV	at	the	
center.		
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
Transcription	#5	
Interviewee	E.	Female,	28,	Brazilian	living	in	Singapore	
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-Hello.	 Thanks	 for	 your	 time.	 Let’s	 have	a	 little	 talk	 about	 streaming	 services,	 online	
content	 and	 the	 way	 we	 interact	 with	 them.	 To	 start,	 let’s	 beging	 with	 a	 broader	
question	to	contextualize	the	experience…	What	do	you	in	your	free	time?		
	
-On	my	free	time?…	I	like	to	eat,	go	out	for	dinner,	travel,	watch	TV,	watch	Netflix,	spend	
some	time	with	my	husband,	this	kind	of	things.		
	
-Do	you	use	streaming	content	platforms?			
	
-Netflix,	Popcorn,	Fmovies	and	HBO	on	Demand.		
	
-Do	you	have	an	own	Netflix	account?		
	
-Yes,	 in	my	 case	 the	account	 is	under	my	husband’s	name	but	we	 split	 the	bill,	 so	we	
have	 two	 different	 profiles	 under	 one	 account,	 but	 we	 share	 it	 and	 also	 share	 the	
expenses.		
	
-When	did	you	subscribe	to	Netflix?	
	
-I	think	…	I	don't	remember,	but	I	would	say	3	or	4	years	ago.		
	
-Do	you	share	your	account	with	someone	else?			
	
-Yes,	only	with	Zanin	[her	husband]	
	
-Do	you	have	several	profiles	for	yourself?	
	
-No,	each	one	of	us	have	one	single	profile.	
	
-How	many	of	them	are	actually	active?		
	
-Both	of	our	profiles	are	equally	active.		
	
-Do	you	always	watch	your	own	profile	or	do	you	also	use/sneak	pick	someone	else’s	
profile?			

	
-When	 it’s	 only	 me	 who	 is	 watching,	 I	 watch	 it	 on	 my	 profile,	 because	 I	 really	want	
Netflix	to	understand	and	learn	my	specific	taste,	so	I	prefer	search	and	use	on	my	own	
profile.	But,	when	the	both	of	us	watch,	we	use	both	profiles.	
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-Where	do	you	watch	Netflix?		
	
-Here	[living	room]	Couch	time.		
	
In	which	device	do	you	watch	Netflix	from?		
	
-TV	 and	 Computer.	 Computer	 only	 when	 Im	 travelling,	 otherwise	 TV,	 if	 its	 inside	 my	
place,	TV.	I	don't	use	my	phone,	I	think	the	screen	is	too	small,	I	don't	like	it.		
	
-Do	you	have	Portuguese	subtitles	available	in	Singapore?		
	
-Yes,	we	have.	Although	we	don't	use	them	that	much.	We	don't	use	them	at	all.		
	
-How	many	times	do	you	usually	watch	Netflix?	
	
-Every	day.		
	
-At	what	time	do	you	watch	Netflix?		
	
-Dinner	time,	between	8pm	and	11	pm.	While	and	before	preparing	dinner.	Also,	while	
eating.	Eating	and	Netflix	is	a	nice	thing	we	share	and	we	like	to	do	together.	We	turn	on	
the	TV	when	we	start	preparing	the	food	and	we	leave	it	on	until	we	decide	to	go	to	bed.		
	
-How	much	time	do	you	spend	watching	Netflix?	
	
-Let’s	say	3	hours	per	day.	From	2	to	3	hours.		
	
-What	kind	of	content	do	you	like	to	watch?		
	
-I	can	talk	about	titles	and	names,	I	wont	be	able	to	classify	them	in	specific	genres	coz	I	
won’t	 know	specifically,	but	 I	 like	all	 the	content	 from	Marvel,	 romantic	 comedies	 like	
Love	or	Me,	Her	and	You,	this	kind	of	content,	drama?	Maybe?	…	Californication?	Drama	
plus	Action,	Documentaries…	a	lot…	all	these	old,	drama,	historical,	suspense…		
	
-But	is	this	what	you	like	to	watch	or	what	you	actually	watch?	
	
-Everything	I’m	talking	about	and	that	I’m	showing	you	is	on	My	List,	the	things	I	saved	
for	watching,	on	my	case	I	already	watched	all	of	them.	But	what	I	like	its	pretty	random	
and	it	varies	a	lot,	from	Vikings,	which	happens	in	the	past	but	involves	action	and	war,	
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to	 Chef’s	 Table,	 a	 food	 and	 travel	 documentary,	 Stranger	 Things,	 an	 incredible	
blockbuster,	I	like	to	watch	a	little	bit	of	everything.		
	
-Is	there	enough	availability	of	it	in	Netflix?		
	
-Here	in	Singapore	not	that	much.	Here	I	can	feel	that	there	are	some	content	missing.	
Sometimes	 I	 get	 pissed	 since	when	 I	was	 in	Brazil	 or	 in	 the	US,	 there	were	way	more	
content	available	and	suggested	 for	me,	also	 in	an	easier	way.	Here	 I	need	to	do	a	 lot	
more	of	personal	and	individual	research	to	actually	find	something	I	like,	while	before,	
in	US	or	Brazil,	content	was	offered	to	me	in	an	easier	way.		
	
-Do	you	like	Netflix’s	offer?	
	
-Here	in	Singapore	I’m	not	very	satisfied,	I	am	satisfied,	but	not	as	much	as	I	would	like	
to	or	as	I	was	before.	But	it’s	not	something	that	makes	me	angry	or	leaves	me	unhappy.		
	
-What	kind	of	content	do	you	watch	the	most	in	Netflix?		
	
-Besides	the	things	I	like	to	watch,	the	ones	I	watch	the	most	are	series,	for	sure,	I	don't	
watch	 many	 movies,	 just	 a	 bit,	 but	 mostly	 because	 I	 dont	 have	 many	 good	 options,	
series,	 Originals	 for	 sure,	Mmm...	 I	 don't	 know	 the	 name	 of	 the	 kind	 of	 content,	 but	
Marvel’s,	Marseille,	Animal	Kingdom,	Californication,	Downtown	Abbey,	I	don't	know	the	
name	of	this	type	of	content.		Let	me	see	from	categories…	Netflix’s	Originals	for	sure,	a	
bit	of	Action,	Documentaries,	Drama…	
	
Can	I	give	you	three?	So...	Thrillers,	Documentaries	and	Originals.		
	
-Do	you	watch	Netflix	with	someone	else?	If	so,	with	whom?		
	
-Yes.	 But	 I	 think	 I	 watch	 50%	 and	 50%.	 Half	 of	 my	 streaming	 time	 I	 watch	 with	 my	
husband	and	the	other	half	I	watch	by	my	self.		
	
-Do	you	usually	know	what	to	watch	or	do	you	go	and	discover?		
	
-There	are	some	series	that	I	know	that	are	available	on	Netflix	and	that	I	look	for	them	
directly.		When	they	are	over,	I	try	to	search	for	something	else	and	something	new.	And	
this	 is	when	 I	 get	 pissed	off	 here	 in	 Singapore,	 because	 it’s	 difficult	 to	 find	 something	
nice,	it	takes	a	lot	of	time	trying	to	find	something	cool	to	watch.	
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-And	 when	 you	 do	 know	 what	 to	 what,	 how	 did	 you	 manage	 to	 know?	 Friends	
recommendation?	Email?	
	
-Internet,	without	a	doubt,	I	read	it	online.	Some	friends	maybe	recommended	it	to	me,	
either	 face	 to	 face	 or	 via	 digital	message,	 but	 a	 recommendation	 anyways.	Or	maybe	
new	releases/news	from	Netflix	also	available	online.			
	
-Do	you	like	Netflix’s	recommendation	“Things	we	think	you	would	like”?	
	
-In	Singapore	is	not	so	accurate,	so	…	I’m	not	satisfied.		
	
-Do	you	follow	Netflix	recommendations?	
	
-I	come	here	to	see	and	explore,	but	as	you	can	see,	there’s	nothing	nice…	So,	at	the	end	
of	the	day,	no.	I	need	to	look	for	myself.		
	
-Are	you	satisfied	with	what	is	recommended	to	you?		
	
-Nope.		
	
-According	to	your	experience,	does	the	Netflix	recommendation	logic	work?		
	
-I	believe	it	does	but	maybe	is	because	in	Singapore	is	new,	but	here	it	doesn't.	But	I	was	
used	 to	 a	 nicer	 recommendation,	 experience	 and	 content	 options.	 I	 was	 used	 to	 a	
smarter	and	accurate	Netflix.	Here	I	have	more	trouble	finding	the	things	I	like	to	watch.		
	
-How	many	rows	does	Netflix	offer	you?		
	
-1…2….3…	laughts…	35….40!	
And	the	majority	are	recommendations.		
I	 didn't	 realize	 there	were	 so	many,	 I	 think	 I	 never	went	 through	all	 of	 them...	maybe	
that's	why	I	am	not	so	satisfied,	hahaha!	
	
-Do	you	remember	the	latest	fail	experience	you	have?	Can	you	tell	me	about	it?		
	
-Maybe	when	I	 just	arrived	here,	because	it	was	during	the	year	they	 launched	here	 in	
Singapore.	 So…	 There	 weren’t	 many	 cool	 things.	 There	 were	 many	 local	 and	 Asian	
content	that	I	didn't	like.	Right	now	it’s	more	robust,	more	fulfilled	and	compelling…		
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But	 for	example,	 you	 told	be	yesterday	Grace	and	Frankie	 season	3	was	 released,	and	
they	don't	suggested	it	to	me!	I	watched	the	whole	seasons!		
	
-Yeah,	that’s	weird…		
	
-That	should	be	the	first	thing	to	appear!	
	
-How	frequently	is	Netflix	original	content	suggested	to	you?		
	
-I	 think	 I	don't	 know	how	 to	answer	 that	question.	 There’s	 always	one	 row	of	original	
content	recommendations.		
	
-Do	you	watch	original	content	suggested	to	you?	
	
-Yes.		
	
-Do	you	usually	like	it?		
	
-Yes.	 	Well...	 I	 love	all	of	 them!	Marvel,	Grace	and	Frankie,	House	of	Cards	 I	 think	 that	
was	amazing,	with	Casey,	Green	Leaf,	Chef’s	Table,	Hip	Hop	Evolution,	Stranger	Things,	
Chelsea	Does.		
	
-Do	you	always	find	what	you	would	like	to	watch?		
	
-No.	 But	 I	 think	 it’s	 because	 of	me.	 Because	 of	my	mood.	 It	 depends	 on	me.	Not	 the	
platform.		
	
-What	happens	when	you	don’t?	
	
-I	just	turn	it	off	and	look	something	in	HBO.	
	
-How	would	you	define	Netflix?		What	does	Netflix	mean	to	you?	
	
-Man…	 I	 love	 it…	 It	 is	 my	 favourite	 streaming	 service.	 It’s	 a	 freaking	 revolution.	 It’s	
amazing	 how	 Netflix	 overthrown	 all	 the	 other	 streamings	 and	 big	 production	 houses	
such	as	HBO,	Columbia	or	something	else,	only	by	focusing	on	the	people.	What	I	mean	
is	that	Netflix’s	reference	is	people,	that	how	and	why	they	create	what	they	create,	in	
the	way	they	deliver	it,	and	not	money	or	other	parameter.	In	my	opinion,	I	believe	their	
core	 business	 is	 people,	 and	 that’s	why	 they	 grew	 so	 fast.	 I	 am	a	mega-fan.	 If	 I	 could	
watch	Netflix	 all	 the	 time,	 and	 find	 all	 the	 things	 I	 like,	 I	 would	 do	 it,	 I	 would	 always	
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choose	 Netflix,	 I	 believe	 and	 commune	with	 that	 philosophy	 and	 ideal,	 I	 respect	 that	
more.	So	If	they	offer	me	what	I’m	looking	for	I	would	always	choose	it.	I	would	continue	
investing	 in	good	and	competitive	original	content	and	 I	understand	that	 I	wouldn't	be	
able	to	watch	Game	of	Thrones	in	Netflix,	but	they	are	close	to	it...	they	are	making	it…	
they	 are	 on	 the	 game.	 Nowadays	 nothing	 would	 make	 me	 go	 away	 from	 it.	 It’s	
something	I	like	to	pay	for.	I	spend	my	money	with	pleasure.		
	
Field	Notes:		
- Multitasking,	while	watching,	we	eat.		
- It’s	a	major	souce	of	entretainment,	companion	and	topic	discussion	for	the	couple	
- It’s	a	bonding	source	
- They	look	for	comfort	and	pleasure:	the	Smart	TV	is	Samsung,	HD	Curve,	a	whole	

home	entretrainment	system,	speakers	and	the	living	room	is	placed	with	the	TV	at	the	
center.		
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	

Transcription	#6	(they	requested	to	be	intervieweed	together)		
Interviewee	F.	Male,	34,	Phillipino	living	in	Singapore	
Interviewee	G.	Female,	32,	Phillipina	living	in	Singapore	
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-Hello.	Thanks	you	guys	for	your	time.	Let’s	have	a	little	talk	about	streaming	services,	
online	content	and	the	way	we	interact	with	them.	To	start,	let’s	beging	with	a	broader	
question	to	contextualize	the	experience…	What	do	you	in	your	free	time?		

	
G-	 I	 cook,	 I	 go	 out,	 shopping,	window	 shopping	 and	 online	 shopping.	 I	watch	movies,	
Netflix		
	
F-	Play	videogames,	guitar,	watch	TV	and	Netflix,	go	out	with	friends,	for	drinks,	yeah…	
that’s	about	it.	
	
-Do	you	guys	use	streaming	content	platforms	besides	Netflix?			
	
F-	Yes,	we	do.	I	use	Youtube	a	lot.	
	
G-	Yeah,	Youtube,	and	now	I	discovered	this	streaming	site	called	F	Movies,	where	there	
are	a	couple	of	series	which	are	currently	running	there,	that	there	are	not	on	Netflix…	
	
F-	I	don’t...	Netflix	and	Youtube,	and	Spotify...		
	
G-	 When	 I’m	 watching	 something,	 and	 he	 is	 around	 he	 watches	 it,	 but	 not	 that	 he	
controls	that	platform,	it’s	simply	because	its	there	so	he	watches	it.		
	
-Do	you	have	an	own	Netflix	account?	
	
G-	Sure.		
	
-And	who’s	the	owner?		
	
G-	I’m	the	owner.		
	
-How	many	profiles	does	the	account	have?		
	
G-Just	one.		
	
-And	do	you	share	it?		
	
G-Yeah.		
	
-When	did	you	subscribe	to	Netflix?	
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G-	About	two	years	ago	when	there’s	wasn’t	Netflix	Asia	yet,	so	we	had	the	VPN	and	we	
were	subscribing	to	Netflix	US	at	that	time,	from	Singapore.		
	
F-	I	have	no	knowledge	of	this…		
	
G-	(Laughing)	C	‘mon...	since	we	had	the	VPN	we	were	able	to	watch	Netflix	and	we	had	
a	US	account.	
	
-And	then	when	Netflix	Singapore	arrived,	the	account	just	changed,	flipped	or	did	you	
guys	had	to	do	anything	in	particular?		
	
G-	Nope,	nothing,	it	just	changed.		
	
-Do	you	share	your	account	with	someone	else?			
	
G-	No,	only	between	us.	Before	when	we	were	living	with	flatmates	we	were	sharing	one	
Netflix	account.	There	were	4	profiles	but	for	us	it	didn’t	really	mater,	which	profile	we	
used,	we	were	just	using	one,	always	the	same…	so…	
	
So	we	all	set	up	one	each,	I	had	one,	he	had	one,	my	brother	had	his,	and	my	sister	 in	
law	had	hers,	but	no	one	was	 really	using	 their	own	profiles,	 it	was	 like	mine	was	 the	
default,	and	everyone	was	using	that.		
	
-And	why	you	do	that?		
	
G-	I	think	that	we	believe	it	didn’t	matter	to	have	each	owns’	profile,	anyway	we	were	all	
sharing	 the	 same	 taste	 in	 what	 we	 watched,	 we	 always	 wanted	 to	 watch	 the	 same	
things,	 and	 I	 supposed	 that	 it	 didn’t	 really	matter	 to	 use	 your	 own	 profile…	 I	mean...	
What	do	you	think..?		
	
F	 -	My	guess	 is	that	there	were	probably	a	couple	of	reasons:	we	were	so	many	users,	
and	when	you	have	one	big	TV,	you’ll	watch	it	on	the	TV,	so	having	multiple	accounts	or	
users	it	doesn’t	really	matter…	if	you	are	a	kid,	who	has	his/her	own	room,	it	would	be	
different.	But	if	you’re	living	with	people	and	you	don’t	have	a	big	computer	or	a	big	TV,	
your	habits	changed	coz	you	tend	to	watch	it	through	your	phone,	through	your	laptop,	
or	which	ever	device	you	have	at	 the	moment,	which	means	 that	an	own	profile	does	
matter.	
	
-Where	do	you	watch	Netflix?		
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G-	At	home,	big	TV.		
	
-And	you?		
	
F	-	Same	
	
-In	which	device	do	you	watch	Netflix	from?		
	
G-	 We	 used	 to	 used	 the	 apple	 TV	 but	 know	 tht	 we	 got	 the	 Smart	 TV	 now	 we	 use	
Samsung.		No	computer,	no	phone,	no	ipad.		
	
-How	many	times	do	you	usually	watch	Netflix?		
	
G-	Once	a	day	maybe?	Yeah…	I	believe	once	a	day,	or	6	to	7	times	a	week…	
	
F-	6	I	would	say	
	
-At	what	time	do	you	watch	Netflix?		
	
G-Dinner	time.	We	don't	start	eating	until	we	find	something	to	play,	yeah…		
	
-And	how	long	does	it	take	to	find	something	to	watch?		
	
G-	It	depends…	If	you’re	actually	following	a	series	you	don't	have	to	look	for	anything,	
then	 you	 just	 play	 that,	 but	 if	 there’s	 nothing,	 sometimes	 its	 even	 30	 mins	 of	 just	
searching…	Tell	me	you	disagree…		
	
F-Nope…	same	here…		
	
-How	much	time	do	you	spend	watching	Netflix?	
	
G-	A	couple	of	episodes	or	a	movie,	so	lets	say	between	1,	2	hours…	
	
-What	kind	of	content	do	you	like	to	watch?		
	
F-	 Comedy,	 comedy	 shows,	 stand	 ups,	 of	 course	 the	 usual	 stuff,	 Marvel	 stuff,	
superheroes	stuff…	
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G-	Yeah…	comedy,	sometimes	old	series,	like	series	from	the	90s	or	2000s,	like	Friends…	
the	US	Netflix	had	Friends	so	we	actually	watched	it	for	like	6	months…	yeah…	drama,	a	
bit	of	drama	series,	talk	shows…	Jimmy	Kimmel,	what	else??	
	
F-	SNL		
	
G-	 Yes,	 Saturday	 Night	 Live...	 Also	 what	 is	 people	 usually	 talking	 about,	 or	 some	
Youtube…		
Late	night	shows…		
	
F-	Talk	shows…		
	
-Is	there	enough	availability	of	them	in	Netflix?		

	
F-	 I	 think	 that	 if	 they	wouldn't	we	will	 definitely	be	watching	 them	 somewhere	else.	 I	
believe	they	have	a	good	selection	but	it	could	improve...		
	
-Do	you	guys	like	Netflix’s	offer?	
	
F	-	Yeah...	overall	it’s	a	good	offer…	
	
G-	 It’s	Ok...	 I	mean…	of	course	 I	 think	they	could	have	more	offering,	but	at	this	point,	
since	we	don't	have	Hulu	or	other	streaming	services	as	Netflix	you	tend	to	be	satisfied	
to	what’s	been	offering	to	you,	since	there’s	nothing	else...	So…		
	
-What	kind	of	content	do	you	watch	the	most	in	Netflix?		
	
G-	We	were	watching	Iron	First	but	we	kinda	stop…		
	
F-	Iron	Fist,	Billions,		
	
G-	Billions	
	
F-	In	Betweeners	
	
G-	We	were	watching	the	OJ	Simson	Amercian	Crime	Story	…	Riverdale…		
	
F-	Oh	yeah,	Riverdale...		
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G-	We	were	used	 to	watched	Riverdale,	 Stranger	Things,	Daredevill…	More	 shows	 like	
that...		
	
-Do	you	watch	Netflix	with	someone	else?	If	so,	with	whom?	
	
G-	Together.	Or	when	we	have	some	friends	over	sometimes	is	open	but	people	dont	are	
passively	watching,	they	usually	are	doing	something	else	and	then	this	 is	 just	on...	we	
don't	usually	invite	people	to	comer	over	and	watch	Netflix.		
	
F-	 Yeah,	 it’s	 not	 like	 a	 social	 activity,	 hey	 all,	 let	 all	 come	 together	 and	 watch	 TV	
something	in	my	place,	yeah…	that’s	not	something	we	do.	It's	either	a	couple	or	a	solo	
activity	that	we	do.		
	
-Do	you	usually	know	what	to	watch	or	do	you	go	and	discover?	
	
F-	 Given	 that	 we	 don't	 have	 a	 series	 were	 are	 watching,	 we	 just	 finished,	 so	 we	 are	
starting	 from	 scratch,	 we	 start	 looking	 for	 something	 else	 and	 a	 new	 one.	 If	 we	 are	
watching,	then	we	just	continue	with	that.		
	
-So	you	always	prefer	to	go	for	series	instead	of	movies?		
	
F-	Not	necessarily,	but	it’s	easier	to	just	 log	in	and	play	something	you’ve	been	already	
hooked	on	with	instead	of	log	in	and	start	searching.		
	
G-	Yeah...	

	
-Do	you	like	Netflix’s	recommendation	“Things	we	think	you	would	like”?	
	

G-	Sometimes…	I	mean,	not	always…	a	lot	of	it	I	see	it	but	I	completely	ignore	it,	I	don't	
know	why,	it	just	it	doesn't	appeal	to	me.		
	

F-	 Not	 really,	 it	 does	 give	 you	 some	 ideas	 of,	 you	 know?	What	 you	 are	 into...	 but	 it	
doesn't	mean	 you’re	 gonna	 follow	 them	blindly.	 I	 just	 guess	 is	 not	 the	 first	 thing	 you	
see…	It’s	not	our	active	kinda	narrow	choice	when	you	go	in…	“Oh...	let’s	watch	this”...	I	
mean,	you’ll	do	it,	but	its	not	your	default	response.		
	
-So	do	you	browse,	you	type	directly,	do	you	use	“My	list”	feature?		
	
F-	Nope	
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G-	 I	 do…	 I	mean...	 Sometimes	what’s	 on	 your	 list	 is	 not	 the	 things	 you	would	 like	 to	
watch	at	that	time	in	particular,	you	know?	Like	If	 I	have	some	Drama	on	My	List	but	 I	
don't	feel	like	watching	Drama,	I	wont	click	on	it	just	because	its	on	my	list…		
	
F-	Do	you	want	to	get	more	interesting?		
	
-	Yes,	please!	
	
F-	She	has	the	list	but	I	decide	what	we	watch…	(Laughs)		
		
G-	But	the	things	in	my	list	doesn't	mean	I	have	to	watch	them	right	away,	sometimes	I	
just	put	them	aside	there	in	case	I	forget	…		
	
F-	It’s	usually	like...	”Ok,	what	do	you	want	to	watch?”	And	then	we	spend	like	30	mins	
trying	to	decide…		
	
-So	you	have	the	power	over	the	control	remote?	[talking	to	Interviewee	F]	
	
F-	No,	she	does…		
	
	-Of	course	she	does!	[laughs]		
	
-Are	you	satisfied	with	what	is	recommended	to	you?		
	
F-	You	mean	how	they	do	to	say	“Ok,	they	know	me	so	they	will	know	the	things	I’d	like	
to	watch...?”		
	
-Yes...		
	
F-	So	I’m	kind	of	aware	and	conscious	that	the	things	they	offer	me	are	according	to	the	
things	I’ve	previously	watched,	meaning	that	its	based	on	whatever	I	saw	previously,	so	I	
don't	 except	 them	 to	 really	 know	 what	 im	 into	 beside	 just	 the	 logic	 and	 expected	
recommendation,	not	necessary	my	tastes…	Not	yet	at	least.		
	
G-	I’m	kind	of	indifferent	about	it.		
	
-Could	you	elaborate	why?		
	
G-	It	does	work.	I	think…	I	mean,	At	least,	it	knows	which	genres	we	are	into	and	puts	the	
same	of	that	list	forward	to	you,	and	the	things	you	might	be	interested	in,	I	get	it,	but	it	
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does	not	always	have	to	match	my	taste	every	single	time,	it	doesn't	mean	they	know	all	
the	things	I	like	or	all	the	things	I’m	looking	for	at	that	time.		
	
F-	 I	mean	 it	does	get	you	 to	watch	certain	 things,	but	 I	don't	 think	you	have	 to	watch	
exactly	all	of	the	things	they	want	you	to.	Or	actually	it	might	be	because	we	don't	use	
the	list...	or	because	we	are	two	people	watching	under	the	same	account…	
	
-So	are	you	saying	that	you	think	it	might	work	better	if	you	both	have	and	make	use	
of	two	different	and	individual	profiles?		
	
F-	Most	probably	yeah…	
	
G-	 But	 we	 end	 up	 watching	 the	 same	 thing…	 so	 I’m	 not	 sure	 how	much	 would	 that	
enhancement	mean…		
	
-So	having	a	shared	profile	is	a	conscious	decision?		
	
Both:	Not	really	
	
-Then	why	do	you	have	it?		
	
F-	Coz	I	think	we	are	not	after	that…	We	use	it	as	a	catalog	and	library	content,	a	catalog,	
so	 personalization	 just	 seems	 like	 a	 bonus.	 And	 even	 if	 you	 are	 spending	 30	 mins	
searching,	 the	 personalization	 should	 maybe	 help	 you	 with	 that,	 but	 overall	 I	 don't	
expect	Netflix	to	know	me,	I	just	expect	the	catalog	and	library	of	shows	that	for	me	to	
watch,	 so	 I	 can	go	 through	 it…	That	why	we	never	 though	of	making	each’s	 individual	
accounts	
	
-How	many	rows	Netflix	sugestions	offers	to	you?		Take	a	wild	guess?		
	
F-	12?	
	
G-	30?		
	
-It’s	usually	40.	In	between	33	and	40.		
	
F-	I	think	that’s	confusing,	those	are	confused	suggestion	since	we	are	two	users	under	
the	same	account,	so	that’s	why	I	don't	even	pay	attention	to	it.		
	
G-		But	we	end	up	watching	the	same…		
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F-	I	think	having	many	rows	is	useful,	specially	with	all	the	amount	of	content	out	there,	
the	more	the	better,	but	having	said	that,	of	course	I	don't	expect	it	to	know	me	as	much	
as	it	should.	
	
-Do	you	remember	the	latest	fail	experience	you	have?	Can	you	tell	me	about	it?	
	
G-	Yeah...	but	 I	 think	 it	has	something	to	do	with	the	TV...	With	Samsung	 is	something	
common,	I’ll	 look	for	 it	on	the	Internet…	the	TV	suddenly	goes	black.	While	scrolling,	 it	
just	turns	off	and	if	 I	play	any	movie	is	not	responding,	but	if	 I	go	to	YouTube	on	other	
devices,	I	still	have	Internet,	that	means	that	internet	seems	to	be	working	fine,	and	then	
I	went	back	to	Netflix,	and	it’s	just	black.	So	I	looked	it	up	“	Netflix,	Black,	Samsung	TV”	
and	seems	 to	be	a	 common	problem	coz	people	were	 talking	about	 it,	 and	 then	were	
people	 giving	 solutions.	 It	 turns	 out	 you	 just	 need	 to	 unplug	 yout	 TV	 for	 a	 couple	 of	
minutes	and	then	put	 it	back	on	and	should	be	ok.	 I	think	it	might	not	be	even	Netflix,	
probably	just	the	TV,	but	don't	know...		I	remember	that...		
	
F-	I	think	they	still	either	don't	want	to	or	I	don't	know…	for	you	to	search,	right?	There’s	
no	easy	way	to	search	for	stuff…	Or	at	least	its	somewhere	hidden…	but	then	you	have	
to	type	letter	by	letter,	with	the	control…	but	if	you	have	the	apple	TV	you	can	search	by	
voice…	we	have	a	keyboard	which	we	can	use,	but	we	don't	use	it…	
		
F-		But	clearly	we	don't	use	that…	and	you	can	see	who	holds	the	remote…	[laughs]	
User	interface	is	not	easy,	and	that’s	its	usually	the	first	thing	you	want	to	be,	be	friendly.	
Are	they	happier	 if	you	watch	certain	shows	vs	 looking	for	shows	that	you	want?	Then	
since	its	[the	search	bar]	hidden	and	their	content	is	pushed	forward,	of	course	you	will	
end	up	watching	what’s	been	offer	to	you	instead	of	searching	for	your	taste.		
	
-How	frequently	is	Netflix	original	content	suggested	to	you?		
	
F-	Pretty	frequently.		
	
-Do	you	watch	original	content	suggested	to	you?	Do	you	usually	like	it?		
	
F	-	They	had	a	pretty	nice	stream	of	shows	that	went	pretty	well...	so	I	guess	they	set	the	
bar	with	 themselves…	 so	 these	makes	 you	 at	 least	 consider	 them	and	 go	 through	 the	
synopsis.	
	
G	-Yeah	I	mean	for	example,	there’s	the	show,	In	Betweeners	has	been	suggested	since	
for	 ever,	 for	 the	 longest	 time,	 we’ve	 seen	 the	 little	 thumbnail	 since	 forever,	 I	 never	
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bother	to	watch	it,	we	see	that	it	has	like	4	or	5	starts,	and	then	one	day	we	decided	to	
give	it	a	try,	and	then	we	watched	it	entirely	during	the	whole	week	or	weekend.	 	Just	
finishing	the	whole	series…	So	I	mean	that	gives	the	show	a	second	chance	…	You	see	the	
recommendation,	you	see	the	raitinig…	the	synopsis…	and	then	it	kind	of	pushing	back	
some	intrigue.		
	
-So,	do	you	guys	pay	attention	to	the	stars?		
	
G-	Yeah,	yeah.	Definitely.		
	
F-	Yeah,	 it’s	one	of	 the	biggest	defining	 factors.	Thumbnails,	either	you	 recognize	 it	or	
you	 don't,	 and	 then	 if	 the	 title	 is	 attractive	 enough	 to	 make	 you	 wanna	 see,	 or	 if	
someone’s	 talk	 about	 it	 in	 the	 past,	 right?	 	 So	 let’s	 say…	 there’s	 something	 you	 have	
absolutely	 no	 prior	 knowledge,	 and	 you	 are	 happening	 to	 be	 scrolling	 to	 shows,	 you	
either	 look	for	the	thumbnails,	and	look	for	an	 interesting	title	or	 image,	and	then	you	
check	the	raitings	first.	IF	the	raitings	are	high,	you	go	and	read	through	a	little	bit	more	
or	watch	the	trailer.		
	
-How	much	is	high	for	you?		
	
Both:	4,	4.5	
	
-Do	you	rate	yourself?		
	
G-	I	think	I’ve	done	it	once	or	twice...	I	don't	know	…	not	usually	evidently…	
	
-Do	you	always	find	what	you	would	like	to	watch?		
	
F-	Not	always…		
	
G-		It’s	usually	like,	ok	what’s	there	and	then	I	look	…	rather	than	“OK,	I	want	to	watch	
this	movie	and	then	I	see	whether	it’s	on	Netflix…”	because	you	know	chances	are	that	
it’s	not…	specillay	if	it's	a	new	show	or	a	new	movie…	So	you	are	more	at	the	mercy	to	
what’s	been	offered	to	you…		
	
F-	Which	brings	back	my	previous	point.	If	the	search	bar	was	offered	to	you	first,	then	it	
might	change	the	way	one	experience	Netflix…	And	will	help	you	think	what	would	you	
like	to	search	and	look	for	to	watch	or	at	least	a	genre…	or	something	like	that...	which	
you	can	still	do	but	the	way	it’s	set	up	it	just	makes	you	kinda	browse	and	look	around	
first	and	foremost	and	I	think	that’s	a	big	reason	why	they’ve	hidden	the	search	bar,	it’s	
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because	then	you	would	watch	things	you	might	not	be	watching	instead…	so	if	you	have	
it	there	it	will	reduce	the	possibilities	of	you	trying	new	things,	right?	So	this	why	It’s	kind	
of	working	for	them	like	this…	now	you	look	at	the	raiting,	you	look	at	the	thubnails,	the	
synopsis…	 if	 this	 was	 a	 search	 based	 you	 would	 even	 reach	 to	 this	 point.	 So	 yes...	 it	
pushes	 you	 what’s	 popular	 for	 sure,	 but	 it	 also	 makes	 sure	 that	 they	 can	 somehow	
define	what	people	are	watching	instead	of	the	popular	consensus	of	search.		
	
-What	happens	when	you	don’t	find	what	you	wanna	watch?	
	
G-	We	watch	something	else.		
	
In	Netflix?		
	
G-	 Yeah...	 but…	prior	 the	whole	 streaming	 sites...	 you	 just	 keep	 looking	 for...	 Youtube	
might	 satisfy	 you	with	 one	or	 two	 videos	 but	 then	 you	will	 need	 to	 come	back	 if	 you	
want	 to	 watch	 you	 know	 something	 longer,	 you’ll	 go	 back	 to	 Netflix	 and	 still	 keep	
looking.	For	Youtube	you	usually	stay	there	over	a	few	video,	 it’s	not	gonna	be	long	to	
satisfy	the	whole	night…	you	know?	Because	what	you	are	aiming	for	is	to	find	a	series	
that	you’ll	enjoy	or	a	movie	that	you	will	actually	spend	your	Saturday	night	with.		
	
F-	I	think	it	really	depends	on	how’s	specific	is	that	show	that	you	want	to	watch	vs	you	
saying…	”Hey,	I	wanna	watch	something	sporty,	or	with	super	heroes”…	Then,	if	it's	the	
second	one,	then	Netflix	has	more	chances	of	keep	being	your	to	go	option,	but	if	there’s	
something	very	specific	that’s	not	there,	you’ll	look	for	it	else	where.		
	
G-	For	example,	since	we	found	this	alternative	streaming	site	that	works	on	the	smart	
TV,	we	usually	go	there	as	well,	that	has	newer	things,	for	example,	from	last	year,	which	
are	usually	not	on	Netflix	yet.		
	
-How	do	you	hear	about	the	recommendations?	On	the	app,	by	mailing	subscription,	
by	peers,	by	online	reccos?		
	
F-	Trailers	on	the	app	itself…		
	
G-	Internet	and	friends,	yeah…	
	
-How	would	you	define	Netflix?		
	
G-	It’s	a	library	of	movies	and	shows	that	you	now	have	the	access	to	without	piracy	or	
torrents,	 it's	 the	 legitime	way	 to	 watch	 shows	 and	 series…	 I	 don't	 know	 how	 legal	 is	



 121 

streaming	 though,	 but	 here	 you	 are	 paying	 for	 it,	 so	 it	 should	 be	 fine...	 because	
previously	in	the	Phillipines,	you	downloaded	the	torrents,	and	that	was	illegal	that	was	
not	allow,	so	now	at	least	your	conscious	is	clear,	you	are	watching	a	thing	which	you	are	
paying	for	and	contributing	to	if	not	that	movie	to	Netflix	that	is	actually	also	producing	
movies/	 content...	 so	 I	 think	 it’s	 time	 it’s	 finally	 done,	where	 people	 like	me	 are	 now	
willing	to	pay	and	give	their	money	to	pay	for	this.	Before	you	went	to	the	store,	rent	a	
DVD,	bring	 it	home,	and	then	bring	 it	back,	so	at	 least	now	you	are	kinda	of	doing	the	
same	things	but	you	don't	have	to	leave	your	house,	the	selection	is	right	in	front	of	you,	
so	it’s	actually	a	library	you	have	access	to,	which	may	not	have	everything	you	want	but	
there’s	still	a	lot	so	it	is	fine.		
	
F-	It’s	a	streaming	service	and	then	they	started	producing	content	so	they	are	basically	
now	a	video	content	company,	and	at	the	moment	they	are	a	big	content	company	with	
some	elements	of	on	demand.	And	you	can	watchany	of	their	shows	at	your	own	time,	
that’s	 for	 sure,	 certainly	 because	 now	 they	 have	 the	 offline	mode,	 so	 I	 think	 they	 are	
more	 of	 a	 content	 production	 company	 with	 an	 element	 of	 serving	 and	 aggregating	
content	curating,	so	it’s	a	combination	of	all	these	things.	The	one	thing	that	its	different	
about	it	 is	 ...	 I	think,	compared	to	cable	and	Youtube	they	are	still	dealing	with	a	lot	of	
syndicate	producer	 shows	 and	 self	 producer	 shows	 so	 it’s	 not	 content	 that	 everybody	
can	produce	and	watch	it,	like	Youtube,	It’s	still	produced,	well	quality,	content.	So	that’s	
why	I	say	it’s	a	content	production	company	that	gets	into	consumers	and	you	can	watch	
it	on	demand	to	some	extent.		
	
-Thank	you	guys!	
	
G-	That’s	all?	Thank	you!	

	
Field	Notes	
	
-Brand	New	TV	and	entretainment	system.		
-We	were	eating	while	the	experience.	They	do	multiple	things	swhile	watching:	working	
on	computer,	eating,	fixing	a	fan.	
-Video	games	are	also	very	important.	Super	Hero	Action	figures	and	posters	are	part	of	
the	decord	and	have	been	mentioned	during	the	interview	as	interesting	and	favourite	
content.	
	
	

	
Transcription	#7	
Interviewee	H.	Male,	36,	Uruguayan	living	in	Singapore	
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-Hello.	 Thanks	 for	 your	 time.	 Let’s	 have	a	 little	 talk	 about	 streaming	 services,	 online	
content	 and	 the	 way	 we	 interact	 with	 them.	 But	 first,	 let’s	 do	 a	 broad	 question	 to	
contextualize…	What	do	you	like	to	do	in	your	free	time?		
	
-Draw,	excersice,	watch	movies,	watch	TV.		
	
-Do	you	use	streaming	content	platforms?			
	
-Yes,	Stremio,	Netflix		
	
-Do	you	have	an	own	Netflix	account?		
	
-Yes,	my	own	account	
	
-When	 did	 you	 subscribe	 to	 Netflix?	 Do	 you	 remember	 when	 did	 you	 subscribe	 to	
Netflix?		
	
-Let’s	say	4,	5	years	ago,	maybe?	
	
-Do	you	share	your	account	with	someone	else?		
	
-Yes,	 with	 4	 more	 people,	 which	 I	 believe	 it's	 the	 maximum	 of	 admitted	 profiles	 per	
subscription.		
	
-Does	all	of	these	have	their	own	profile?		
	
-Yes.		
	
-How	many	profiles	are	in	your	account	then?		
	
-5,	 but	 I’m	 sure	 there	 are	more	people	watching	 the	 content.	 For	 example,	 under	my	
sister’s	 profile,	 her	 whole	 family	 watches	 Netflix:	 her	 son,	 her	 two	 daughters,	 her	
husband	and	herself.	With	my	brother’s	profile,	he	and	his	girlfriend	watch.			
	
-And	all	of	them	are	active?		
	
-Yes,	I’m	pretty	sure.		
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-Do	you	always	watch	your	own	profile	or	do	you	sometimes	have	a	small	sneak	pick	at	
someone	else’s?	
	
-No,	not	really…	I	always	use	my	very	own	profile.		
	
-In	which	device	do	you	watch	Netflix	from?		
	
-Computer,	computer	plugged	to	the	TV	[he	doesnt	have	a	smart	TV],	if	not	opad,	and	it	
depends	but	sometimes	on	my	cellphone.		
	
-And	which	device	is	your	favourite?	
	
-My	favourite	one	is	the	TV	of	course	because	it's	a	bigger	screen,	better	sounds	I	don't	
have	to	carry	 it	around	but	 I	will	say	that	the	most	 frecuent	device	 I	use	would	be	the	
ipad.		

	
-Where	do	you	watch	Netflix?		
	
-At	my	house	and	now	that	you	can	download	it,	I	usually	download	something	to	watch	
on	the	plane.		
	
-How	many	times	do	you	usually	watch	Netflix?	
	
-Every	day.	
	
-At	what	time	do	you	watch	Netflix?		
	
-During	the	weekends,	If	I	don't	go	out,	during	the	whole	day,	but	during	week	days	let’s	
say	evening.		
	
-How	much	time	do	you	spend	watching	Netflix?	
	
-One	or	two	hours	per	day,	not	including	weekends.	But	If	I	have	to	estimate	an	average	
it	might	be	more,	maybe	it’s	3	or	4	hours	per	day.		
	
-What	kind	of	content	do	you	like	to	watch?		
	
-Mainly	comedies	I	would	say.	
	
-Is	there	enough	availability	of	it	in	Netflix?		
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-Mmm…	not	really.		
	
-Do	you	like	Netflix’s	offer?		
	
-I	find	it	boring	most	of	the	time.		
	
-What	kind	of	content	do	you	like	to	watch	on	Netflix?		
	
-Now	 with	 this	 new	 Abstract,	 the	 design	 series	 you	 know?	 That’s	 quite	 nice…	
documentaries	 are	 good...	 comedies..,	 for	 example	 sitcom,	 and	 some	movies,	 usually	
more	on	the	classic	side	than	anything	else.		
	
-Who	do	you	watch	Netflix	with?	Do	you	watch	Netflix	with	someone	else?		
	
-Yes…with	my	girlfriend.	
	
-Do	you	usually	know	what	to	watch	or	do	you	go	and	discover?		
	
-Mmm...	usually	I	don't	know,	unless	I	am	already	watching	and	following	a	show,	but	I	
don't	think	I	search	a	lot,	I	don't	find	many	interesting	stuff	so	I	eventually	always	end	up	
watching	the	same	things,	or	re	watching	again	old	series.		
	
-Do	you	like	Netflix’s	recommendation	“Things	we	think	you	would	like”?	
	
-No,	because	they	usually	don't	suggest	me	things	I	 like,	they	are	not	very	accurate	for	
me.		
	
-Do	you	follow	Netflix’s	recommendations?		
	
-Like,	”because	you	watch	Vikings”	for	example?		
	
-Exactly…		
	
-Mmm…	Yes…	Sometimes	…	Yes,	yes.	
	
-Are	you	satisfied	with	what	is	recommended	to	you?		
	
-Nope.	Not	really…	I	don't	find	them	as	interesting	and	engaging	as	the	original	content	I	
as	watching	previously.		
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-Do	you	remember	any	instance	where	Netflix’s	recommendation	logic	got	you	wrong?	
	
-Mmm…	again…not	really,	but	 I	think	that	the	series	nowadays,	or	 let	me	rephrase	it,	 I	
think	that	how	Netflix	is	and	how	the	demand	is	nowadays,	the	series	that	do	not	work	
or	do	not	have	enough	audience,	they	stop	it	or	cut	it	and	don't	develop	them	further,	
and	 they	 just	 let	 them	die.	 I’m	talking	about	 their	very	own	Netflix	Originals.	And	 that	
does	bother	me	a	little	bit	because	when	I	get	hooked	with	a	series	I	want	to	watch	it	on	
its	full	scope,	but	when	it	gets	suddenly	shut	down,	it	sucks,	that	really	bothers	me.		
	
-	Do	you	think	the	Netflix	recommendation	logic	work?		
	
-No,	because	the	recommendations	 I	get	 they	are	always	or	generally	wrong,	only	 just	
few	 times	 I’ve	 discovered	 something	 worth	 watching	 or	 that	 it	 actually	 called	 my	
attention	to	give	it	a	chance,	I	like	it	and	then	continue	watching.		
	
-	How	do	you	find	out	about	the	reccomendations?		
	
-Sometimes	by	mail,	yes,	if	not	somebody	usualy	recommends	me	something.		
	
-	How	often	is	Netflix	original	content	suggested	to	you?	
	
-I	think	not	pretty	often	besides	the	main	menu	suggestion,	or	the	main	row,	within	the	
app	I	don't	think	it’s	super	suggested.	And	some	email,	saying	or	inviting	me	to	watch	a	
new	season	of	a	series	I’ve	seen	or	when	they	are	launching	a	new	content.		
	
-	Do	you	watch	the	original	content	that	is	suggested	to	you?		
	
-	Yes…I	give	them	a	chance.		
	
-	Do	you	usually	like	it?		
	
-	No…	 I	mean…	sometimes	yes	and	sometimes	no…	 if	 I	would	need	 to	number	 them	 I	
would	say	40%	yes	and	60%	of	the	times	I	don't	like	it.		
	
-	Do	you	usually	find	or	not	what	you	like	to	watch?	
	
-	Here	in	Singapore	I	find	it	more	complicated,	I	usually	don't	find	it.	But	being	abroad	I	
do.	 There	 a	 lot	 of	movies,	 series,	 documentaries	 that	 here	 in	 Singaproe	 there	 are	 not	
allowed	 or	 distributed,	 for	 example:	 Family	 Guy,	 American	 Dad...	 The	 Office,	 some	
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movies,..	 there	are	a	bunch	of	 them	that	 there	are	not…	And	they	are	available	at	 the	
States	for	example..	
	
-	What	happens	when	you	don't	find	what	you	want	to	watch?		
	
-	I	go	to	Stremio.		
	
-	What	do	you	watch	on	Netflix?		
	
	-	 Comedies,	 I	 truly	 like	 and	 got	 hooked	 with	Marco	 Polo,	 Kimmy	 Schmit,	 Grace	 and	
Franky,	 those	are	original	content	 that	 I	 really	 liked	and	that	 I’m	currently	watching	or	
recently	watched.	The	Crown	as	well…	What’s	the	name	of	this	one...?	there	are	some	
from	Marvel	 which	 are	 quite	 cool,	 Luke	 Cage..,	 It’s	 not	 good	 to	 be	 honest..	 but	 I	 got	
hooked	and	I	watched	it	(laughts)		
	
-	How	many	rows	is	Netflix	recommending	to	you	right	now?		
	
-	Let	me	count…	41	rows	
	
-	Did	you	know	there	were	so	many?		
	
Not	with	a	number,	but	yes…	I	noticed	there	were	a	lot…		
	
-	Do	you	scroll	that	far	down?		
	
-	When	I’m	not	sure	what	to	watch	I	usually	scroll	way	down,	and	also	to	the	sides,	but	I	
do	not	always	find	what	I	would	like	to	watch	at	that	time.		
	
-	How	would	you	define	Netflix?		
	
-	Wow,..	that’s	tough…	I	believe	that	the	service	is	quite	nice.	I	would	say	it’s	a	very	good	
entertainment	service.	Moreover	that	sometimes	you	don't	find	what	you	would	like	to	
watch,	 some	other	 times	 you	 are	 greatly	 surprised.	On	my	 case,	 those	 surprises	were	
little	to	none,	but	it’s	a	very	good	way	to	watch	TV.	You	no	longer	watch	TV,	you	watch	
what	you	want	on	demand.		
	
-	Great,	that’s	all.	Thank	you!	
	
-Sure,	no	problem!	
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Field	Notes:		
-He	was	preparing	dinner	while	watching.	He	prepared	and	watches	at	the	same	time.	
Also,	while	eating.		
-He	has	a	support	for	his	ipad	which	rarely	uses,	only	while	he	is	on	bed.	Otherwise,	
he	tends	to	grab	it.	Usually	at	the	couch.		
-Doesnt	have	a	Smart	TV,	usually	connects	the	computer	through	HDMI	cable	to	
watch	Netflix	on	the	TV.		
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7.4.	Photographic	Supportive	Material		
	
Figure	14	:	TV	room	at	Interviewees’	A&B	house		

	
	

	
Figure	15:	Track.TV’s	screen	shot	from	Interviewee	A		
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Figure	16:	Netflix	being	portable	at	the	kitchen	-	Screen	shot	from	Interviewee	B	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

Figure	17:	Smart	TV	and	Entretainment	Center	at	Interviewee’s	D&	E	House	
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Figure	18:	How	Interviewee	C	watched	Netflix	at	bed	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
Figure	19:	Smart	TV	and	Entretainment	Center	at	Interviewees	F	&	G’s	House	

	
	
 



 131 

 
7.5	Table	of	Results		
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7.6	Netflix	Terms	and	Conditions	
	
Netflix	 provides	 a	 subscription	 service	 that	 allows	 our	members	 to	 access	movies	
and	 TV	 shows	 (“Netflix	 content”)	 streamed	 over	 the	 Internet	 to	 certain	 Internet-
connected	TVs,	computers	and	other	devices	("Netflix	ready	devices").	
	
The	 Netflix	 service	 is	 provided	 to	 you	 by	 Netflix	 International	 B.V.,	 a	 Netherlands	
limited	 liability	 company.	 These	 Terms	 of	 Use	 govern	 your	 use	 of	 our	 service.	 As	
used	 in	these	Terms	of	Use,	"Netflix	service",	"our	service"	or	"the	service"	means	
the	 service	 provided	 by	 Netflix	 for	 discovering	 and	 watching	 Netflix	 content,	
including	 all	 features	 and	 functionalities,	 recommendations	 and	 reviews,	 the	
website,	and	user	interfaces,	as	well	as	all	content	and	software	associated	with	our	
service.	
	
Membership.		
Your	Netflix	membership	will	continue	month-to-month	until	terminated.	To	use	the	
Netflix	service	you	must	have	Internet	access	and	a	Netflix	ready	device,	and	provide	
a	current,	valid,	accepted	method	of	payment,	which	you	may	update	from	time	to	
time	("Payment	Method").	Unless	you	cancel	your	membership	before	your	monthly	
billing	date,	you	authorize	us	to	charge	your	next	month's	membership	fee	to	your	
Payment	Method	(see	"Cancellation"	below).	You	can	find	specific	details	regarding	
your	Netflix	membership	by	visiting	our	website	and	clicking	on	the	"Your	Account"	
link	available	at	the	top	of	the	pages	of	the	Netflix	website	under	your	profile	name.	
	
Free	Trials	
2.1.	 	 	 Your	Netflix	membership	may	 start	with	a	 free	 trial.	 The	 free	 trial	 period	of	
your	membership	lasts	for	one	month,	or	as	otherwise	specified	during	sign-up	and	
is	intended	to	allow	new	members	and	certain	former	members	to	try	the	service.	
	
2.2.	 	 	Free	trial	eligibility	is	determined	by	Netflix	at	its	sole	discretion	and	we	may	
limit	eligibility	 to	prevent	 free	 trial	abuse.	We	reserve	 the	 right	 to	 revoke	 the	 free	
trial	and	put	your	account	on	hold	in	the	event	that	we	determine	that	you	are	not	
eligible.	Members	of	households	with	an	existing	or	recent	Netflix	membership	are	
not	eligible.	We	may	use	 information	such	as	device	 ID,	method	of	payment	or	an	
account	 email	 address	 used	 with	 an	 existing	 or	 recent	 Netflix	 membership	 to	
determine	eligibility.	For	combinations	with	other	offers,	restrictions	may	apply.	
	
2.3.			We	will	charge	your	Payment	Method	for	your	monthly	membership	fee	at	the	
end	of	the	free	trial	period	unless	you	cancel	your	membership	prior	to	the	end	of	
the	free	trial	period.	To	view	the	monthly	membership	price	and	end	date	of	your	
free	 trial	 period,	 visit	 our	website	 and	 click	 the	 "Billing	 details"	 link	 on	 the	 "Your	
Account"	page.	
	
Billing	
3.1.			Billing	Cycle.	The	membership	fee	for	the	Netflix	service	and	any	other	charges	
you	may	incur	in	connection	with	your	use	of	the	service,	such	as	taxes	and	possible	
transaction	fees,	will	be	charged	on	a	monthly	basis	to	your	Payment	Method	on	the	
calendar	 day	 corresponding	 to	 the	 commencement	 of	 the	 paying	 portion	 of	 your	
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membership.	 In	 some	 cases	 your	 payment	 date	may	 change,	 for	 example	 if	 your	
Payment	Method	has	not	successfully	settled	or	if	your	paid	membership	began	on	a	
day	 not	 contained	 in	 a	 given	 month.	 Visit	 our	 website	 and	 click	 on	 the	 "Billing	
details"	link	on	the	"Your	Account"	page	to	see	your	next	payment	date.	
	
3.2.	 	 	 Payment	 Methods.	 You	 can	 change	 your	 Payment	 Method	 by	 visiting	 our	
website	 and	 clicking	 on	 the	 "Your	 Account"	 link.	 If	 a	 payment	 is	 not	 successfully	
settled,	due	 to	expiration,	 insufficient	 funds,	or	otherwise,	and	you	do	not	change	
your	Payment	Method	or	cancel	your	account,	we	may	suspend	your	access	to	the	
service	 until	 we	 have	 obtained	 a	 valid	 Payment	Method.	When	 you	 update	 your	
Payment	 Method,	 you	 authorize	 us	 to	 continue	 charging	 the	 updated	 Payment	
Method	and	you	remain	responsible	for	any	uncollected	amounts.	This	may	result	in	
a	change	to	your	payment	dates.	For	some	Payment	Methods,	the	issuer	may	charge	
you	 certain	 fees,	 such	 as	 foreign	 transaction	 fees	 or	 other	 fees	 relating	 to	 the	
processing	of	your	Payment	Method.	Local	tax	charges	may	vary	depending	on	the	
Payment	 Method	 used.	 Check	 with	 your	 Payment	 Method	 service	 provider	 for	
details.	
	
3.3.			Cancellation.	You	can	cancel	your	Netflix	membership	at	any	time,	and	you	will	
continue	 to	 have	 access	 to	 the	 Netflix	 service	 through	 the	 end	 of	 your	 monthly	
billing	 period.	 To	 the	 extent	 permitted	 by	 the	 applicable	 law,	 payments	 are	 non-
refundable	 and	 we	 do	 not	 provide	 refunds	 or	 credits	 for	 any	 partial-month	
membership	 periods	 or	 unwatched	 Netflix	 content.	 To	 cancel,	 go	 to	 the	 "Your	
Account"	 page	 and	 follow	 the	 instructions	 for	 cancellation.	 If	 you	 cancel	 your	
membership,	your	account	will	automatically	close	at	the	end	of	your	current	billing	
period.	 To	 see	 when	 your	 account	 will	 close,	 click	 "Billing	 details"	 on	 the	 "Your	
Account"	page.	If	you	signed	up	for	Netflix	using	your	account	with	a	third	party	as	a	
Payment	Method	and	wish	to	cancel	your	Netflix	membership,	you	may	need	to	do	
so	through	such	third	party,	for	example	by	visiting	your	account	with	the	applicable	
third	 party	 and	 turning	 off	 auto-renew,	 or	 unsubscribing	 from	 the	 Netflix	 service	
through	 that	 third	 party.	 You	may	 also	 find	 billing	 information	 about	 your	 Netflix	
membership	by	visiting	your	account	with	the	applicable	third	party.	
	
3.4.			Changes	to	the	Price	and	Service	Plans.	We	may	change	our	service	plans	and	
the	price	of	our	service	from	time	to	time;	however,	any	price	changes	or	changes	to	
our	service	plans	will	apply	to	you	no	earlier	than	30	days	following	notice	to	you.	
	
Netflix	Service	
4.1.			You	must	be	18	years	of	age,	or	the	age	of	majority	in	your	province,	territory	
or	 country,	 to	 become	 a	member	 of	 the	Netflix	 service.	Minors	may	 only	 use	 the	
service	under	the	supervision	of	an	adult.	
	
4.2.	 	 	The	Netflix	 service	and	any	content	viewed	 through	 the	service	are	 for	your	
personal	 and	 non-commercial	 use	 only.	During	 your	Netflix	membership	we	 grant	
you	 a	 limited,	 non-exclusive,	 non-transferable	 license	 to	 access	 the	Netflix	 service	
and	view	Netflix	content.	Except	 for	the	foregoing	 limited	 license,	no	right,	 title	or	
interest	 shall	 be	 transferred	 to	 you.	 You	 agree	 not	 to	 use	 the	 service	 for	 public	
performances.	
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4.3.	 	 	 You	may	view	 the	Netflix	 content	primarily	within	 the	 country	 in	which	you	
have	established	your	account	and	only	in	geographic	locations	where	we	offer	our	
service	and	have	licensed	such	content.	The	content	that	may	be	available	to	watch	
will	vary	by	geographic	 location	and	will	change	from	time	to	time.	The	number	of	
devices	 on	 which	 you	 may	 simultaneously	 watch	 depends	 on	 your	 chosen	
subscription	plan	and	is	specified	on	the	"Your	Account"	page.	
	
4.4.			Netflix	regularly	makes	changes	to	the	service,	including	the	content	library.	In	
addition,	we	continually	 test	various	aspects	of	our	 service,	 including	our	website,	
user	interfaces,	promotional	features	and	availability	of	Netflix	content.	You	can	at	
any	time	opt-out	of	tests	by	visiting	the	"Your	Account"	page	and	changing	the	"Test	
participation"	settings.	
	
4.5.			Some	Netflix	content	is	available	for	temporary	download	and	offline	viewing	
on	 certain	 supported	 devices	 (“Offline	 Titles”).	 Limitations	 apply,	 including	
restrictions	on	 the	number	of	Offline	Titles	per	account,	 the	maximum	number	of	
devices	that	can	contain	Offline	Titles,	the	time	period	within	which	you	will	need	to	
begin	 viewing	Offline	Titles	 and	how	 long	 the	Offline	Titles	will	 remain	 accessible.	
Some	Offline	Titles	may	not	be	playable	in	certain	countries	and	if	you	go	online	in	a	
country	where	you	would	not	be	able	to	stream	that	Offline	Title,	 the	Offline	Title	
will	not	be	playable	while	you	are	in	that	country.	
	
4.6.	 	 	You	agree	to	use	the	Netflix	service,	 including	all	 features	and	functionalities	
associated	therewith,	 in	accordance	with	all	applicable	 laws,	rules	and	regulations,	
or	 other	 restrictions	 on	 use	 of	 the	 service	 or	 content	 therein.	 You	 agree	 not	 to	
archive,	 reproduce,	 distribute,	 modify,	 display,	 perform,	 publish,	 license,	 create	
derivative	works	from,	offer	for	sale,	or	use	(except	as	explicitly	authorized	in	these	
Terms	of	Use)	content	and	 information	contained	on	or	obtained	 from	or	 through	
the	 Netflix	 service.	 You	 also	 agree	 not	 to:	 circumvent,	 remove,	 alter,	 deactivate,	
degrade	 or	 thwart	 any	 of	 the	 content	 protections	 in	 the	 Netflix	 service;	 use	 any	
robot,	 spider,	 scraper	 or	 other	 automated	 means	 to	 access	 the	 Netflix	 service;	
decompile,	 reverse	 engineer	 or	 disassemble	 any	 software	 or	 other	 products	 or	
processes	 accessible	 through	 the	 Netflix	 service;	 insert	 any	 code	 or	 product	 or	
manipulate	 the	 content	of	 the	Netflix	 service	 in	 any	way;	or	use	any	data	mining,	
data	gathering	or	extraction	method.	In	addition,	you	agree	not	to	upload,	post,	e-
mail	 or	 otherwise	 send	or	 transmit	 any	material	 designed	 to	 interrupt,	 destroy	or	
limit	the	functionality	of	any	computer	software	or	hardware	or	telecommunications	
equipment	associated	with	the	Netflix	service,	including	any	software	viruses	or	any	
other	computer	code,	 files	or	programs.	We	may	terminate	or	 restrict	your	use	of	
our	service	if	you	violate	these	Terms	of	Use	or	are	engaged	in	illegal	or	fraudulent	
use	of	the	service.	
	
4.7.	 	 	 The	 quality	 of	 the	 display	 of	 the	 Netflix	 content	 may	 vary	 from	 device	 to	
device,	 and	 may	 be	 affected	 by	 a	 variety	 of	 factors,	 such	 as	 your	 location,	 the	
bandwidth	 available	 through	 and/or	 speed	 of	 your	 Internet	 connection.	 HD,	Ultra	
HD	and	HDR	availability	 is	 subject	 to	 your	 Internet	 service	and	device	 capabilities.	
Not	all	content	 is	available	 in	all	 formats,	such	as	HD,	Ultra	HD	or	HDR	and	not	all	
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subscription	 plans	 allow	 you	 to	 receive	 content	 in	 all	 formats.	 Default	 playback	
settings	on	cellular	networks	exclude	HD,	Ultra	HD	and	HDR	content.	The	minimum	
connection	 speed	 for	 SD	 quality	 is	 0.5	 Mbps;	 however,	 we	 recommend	 a	 faster	
connection	for	improved	video	quality.	A	download	speed	of	at	 least	5.0	Mbps	per	
stream	is	recommended	to	receive	HD	content	(defined	as	a	resolution	of	720p	or	
higher).	 A	 download	 speed	 of	 at	 least	 25.0	Mbps	 per	 stream	 is	 recommended	 to	
receive	Ultra	HD(defined	as	a	resolution	of	1080p	or	higher)	and	HDR	content.	You	
are	 responsible	 for	 all	 Internet	 access	 charges.	 Please	 check	 with	 your	 Internet	
provider	for	information	on	possible	Internet	data	usage	charges.	The	time	it	takes	
to	begin	watching	Netflix	content	will	vary	based	on	a	number	of	factors,	including	
your	 location,	available	bandwidth	at	 the	time,	 the	content	you	have	selected	and	
the	configuration	of	your	Netflix	ready	device.	
	
4.8.			The	Netflix	software	is	developed	by,	or	for,	Netflix	and	is	designed	to	enable	
viewing	of	Netflix	content	 through	Netflix	 ready	devices.	The	Netflix	 software	may	
vary	 by	 device	 and	 medium,	 and	 functionalities	 and	 features	 may	 also	 differ	
between	 devices.	 You	 acknowledge	 that	 the	 use	 of	 the	 service	may	 require	 third	
party	 software	 that	 is	 subject	 to	 third	 party	 licenses.	 You	 agree	 that	 you	 may	
automatically	 receive	 updated	 versions	 of	 the	 Netflix	 and	 related	 third-party	
software.	
	
Passwords	&	Account	Access.		
The	 member	 who	 created	 the	 Netflix	 account	 and	 whose	 Payment	 Method	 is	
charged	(the	"Account	Owner")	has	access	and	control	over	the	Netflix	account	and	
the	Netflix	 ready	 devices	 that	 are	 used	 to	 access	 our	 service.	 To	maintain	 control	
over	the	account	and	to	prevent	anyone	from	accessing	the	account	(which	would	
include	information	on	viewing	history	for	the	account),	the	Account	Owner	should	
maintain	control	over	the	Netflix	ready	devices	that	are	used	to	access	the	service	
and	not	reveal	the	password	nor	details	of	the	Payment	Method	associated	with	the	
account	to	anyone.	You	are	responsible	for	updating	and	maintaining	the	accuracy	
of	 the	 information	 you	 provide	 to	 us	 relating	 to	 your	 account.	We	 can	 terminate	
your	account	or	place	your	account	on	hold	 in	order	to	protect	you,	Netflix	or	our	
partners	from	identity	theft	or	other	fraudulent	activity.	
	
Warranties	and	Limitations	on	Liability.		
The	 Netflix	 service	 is	 provided	 "as	 is"	 and	 without	 warranty	 or	 condition.	 In	
particular,	our	service	may	not	be	uninterrupted	or	error-free.	You	waive	all	special,	
indirect	and	consequential	damages	against	us.	These	terms	will	not	limit	any	non-
waivable	 warranties	 or	 consumer	 protection	 rights	 that	 you	 may	 be	 entitled	 to	
under	the	laws	of	your	country	of	residence.	
	
Class	 Action	Waiver.	WHERE	 PERMITTED	UNDER	 THE	 APPLICABLE	 LAW,	 YOU	AND	
NETFLIX	AGREE	THAT	EACH	MAY	BRING	CLAIMS	AGAINST	THE	OTHER	ONLY	IN	YOUR	
OR	ITS	INDIVIDUAL	CAPACITY,	AND	NOT	AS	A	PLAINTIFF	OR	CLASS	MEMBER	IN	ANY	
PURPORTED	 CLASS	 OR	 REPRESENTATIVE	 PROCEEDING.	 Further,	 where	 permitted	
under	 the	 applicable	 law,	 unless	 both	 you	 and	 Netflix	 agree	 otherwise,	 the	 court	
may	not	consolidate	more	than	one	person's	claims	with	your	claims,	and	may	not	
otherwise	preside	over	any	form	of	a	representative	or	class	proceeding.	
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Miscellaneous	
8.1.	 	 	 Governing	 Law.	 These	 Terms	 of	Use	 shall	 be	 governed	 by	 and	 construed	 in	
accordance	with	the	laws	of	the	Netherlands.	
	
8.2.			Unsolicited	Materials.	Netflix	does	not	accept	unsolicited	materials	or	ideas	for	
Netflix	 content	 and	 is	 not	 responsible	 for	 the	 similarity	 of	 any	 of	 its	 content	 or	
programming	in	any	media	to	materials	or	ideas	transmitted	to	Netflix.	
	
8.3.			Customer	Support.	To	find	more	information	about	our	service	and	its	features	
or	if	you	need	assistance	with	your	account,	please	visit	the	Netflix	Help	Center	on	
our	 website	 (www.netflix.com/help).	 In	 certain	 instances,	 Customer	 Service	 may	
best	be	able	to	assist	you	by	using	a	remote	access	support	tool	through	which	we	
have	 full	 access	 to	 your	 computer.	 If	 you	do	not	want	us	 to	have	 this	 access,	 you	
should	not	 consent	 to	 support	 through	 the	 remote	 access	 tool,	 and	we	will	 assist	
you	through	other	means.	In	the	event	of	any	conflict	between	these	Terms	of	Use	
and	 information	 provided	 by	 Customer	 Support	 or	 other	 portions	 of	 our	website,	
these	Terms	of	Use	will	control.	
	
8.4.			Survival.	If	any	provision	or	provisions	of	these	Terms	of	Use	shall	be	held	to	be	
invalid,	 illegal,	 or	 unenforceable,	 the	 validity,	 legality	 and	 enforceability	 of	 the	
remaining	provisions	shall	remain	in	full	force	and	effect.	
	
8.5.	 	 	 Changes	 to	 Terms	 of	 Use	 and	 Assignment.	 Netflix	may,	 from	 time	 to	 time,	
change	 these	Terms	of	Use.	We	will	 notify	 you	at	 least	30	days	before	 these	new	
Terms	 of	 Use	 apply	 to	 you.	 We	 may	 assign	 or	 transfer	 our	 agreement	 with	 you	
including	 our	 associated	 rights	 and	 obligations	 at	 any	 time	 and	 you	 agree	 to	
cooperate	with	us	in	connection	with	such	an	assignment	or	transfer.	
	
8.6.	 	 	 Electronic	 Communications.	 We	 will	 send	 you	 information	 relating	 to	 your	
account	 (e.g.	 payment	 authorizations,	 invoices,	 changes	 in	 password	 or	 Payment	
Method,	 confirmation	messages,	 notices)	 in	 electronic	 form	 only,	 for	 example	 via	
emails	to	your	email	address	provided	during	registration.	
	
Last	Updated:	1	January	2017.	
		
Source:	https://help.netflix.com/legal/termsofuse		

	
	
 


