
The influence of style and motivation on the consumption of videos on the intranet of Stedin
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Good internal communication within a company is essential for excellent business 
operations. To this date, many communication channels have been adopted by 
corporations to communicate with employees, ranging from traditional print 
publications, phone calls, voicemails, and face-to-face communication, to web 
tools, such as intranet, blog, instant messenger, and internal social networking sites 
(Crescenzo, 2011). Current research shows several theories about motivational 
factors among video consumers (Katz et al, 1973; McQuail, 2010; Bjur, 2009). 
However, these theories are still a topic of discussion. According to Ruggiero (2000), 
consumers have di�erent motivational factors for di�erent media. �is research 
aims to test which motivation factors are the strongest among Stedin employees to 
watch videos on the internal corporate communication page called the intranet.

Employees at Stedin consume videos on the intranet for di�erent reasons. Existing 
literature shows there is not one right answer to the motivation of viewers and the 
types of media consumed, vary from report to report. �erefore, this research is 
based on a combined set of motivational factors that are re�ective of the literature 
of the content that can be viewed on the intranet. �e following seven motivational 
factors have been distinguished: information, education, entertainment, connect, 
unwind, conversation, and inspiration.

�e aim of this research is to �nd out which motivational factor is the strongest 
among Stedin employees who consume the videos on intranet and if these 
di�erences are signi�cant. �e objective is to determine what motivation factors 
and style elements  most positively in�uence the viewing experience of internal 
coroporate communication videos by the employees.
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�ere are no signi�cant di�erences between the intensity of the motivational     
factors that Stedin employees possess to consume video content on intranet.

�e Information (H
1a

) and Connect (H
1b

) are signi�cantly the highest intensity 
of the motivational factors that Stedin employees possess to consume video 
content on intranet.

�ere is no signi�cant di�erence between the video consumption experience 
of Stedin employees among those who watched the videos with the di�erent 
style elements.

�e video with a partly voice-over and b-roll is signi�cantly better experienced 
by Stedin employees than videos with the the other style elements.
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�e uses and grati�cation theory is a widely discussed theory among researchers. 
Katz et al. (1973) say there are three basic motivational factors for online news 
consumption; information, entertainment, and social motivation. McQuail (2010) 
argues there are four grati�cations consumers seek when consuming television: 
surveillance, personal identity, integration and social interaction, and diversion 
(McQuail et al., 1972; McQuail, 2010). Bjur (2009), however argues there are 
six di�erent states of need television consumers can be in that leads them to 
consume certain content. Each state is not only shaped by the personal motivation 
of the consumer behind watching video, but also by context and the choice of 
device and content (Nordling, 2015). �e six states are indulge, unwind, connect, 
escape, experience, and comfort (Bjur, 2009). For social media consumption, six 
other motivators were found to in�uence the users; the six motivational factors 
are entertainment, connect and share, promotion, education, inspiration, and 
conversation (Tiwari & Tiwari, 2020). 

In addition, video styles can in�uence the viewing experience as the information 
is transferred di�erently. According to Mayer (2003), using conversational voice to 
express information in multimedia teaching, can improve the learning experience. 
Furthermore, Craig et al. (2002) and Moreno et al. (2001) say that having a person 
on screen delivering the message will give the viewers a strong sense of social 
presence. However, showing cues on screen will help the viewer to focus more 
attention to key elements (Mayer & Moreno, 2003). Gao and Tan (2022) say the 
best way to convey information in video is having the instructor and content both 
appear on screen at the meantime.

It is important to �nd out what motivates employees at Stedin to consume content 
on internal communication channel the intranet and what video style is preferred 
by the audience in order to successfully create and supply content that suits the 
demand. �is research is not only vital for corporate communication within Stedin 
but can be transferred to other corporate settings in di�erent companies. 

Problem definition

Literature review and relevance

Research objective

What is the influence of style and motivation on the 
consumption of videos on the intranet of Stedin?

A quantitative research method was applied. By using this research method, a lot 
of data can be collected in a short amount of time to investigate the motivation of 
Stedin employees to consume content on the intranet. To a part of the research, 
a quasi-experimental method was applied to test how style in�uences the 
experience of watching the content. 

3 videos and an online survey were used as material of this research. �e 
respondents were randomly assigned to one out of three videos, and they all 
were asked to answer the same questions about how they experienced the video 
on a 7 point Like scale in order to analyse if there are signi�cant di�erences 
in experience between the three videos. All videos included the same script. 
Video one was told by a protagonist on screen shortly, and as voice-over for 
most of the video to include relevant b-roll about the topic. Video two was told 
by a protagonist on screen only without b-roll. Video three was not told by a 
protagonist but used text on screen and relevant b-roll about the topic.

On November 1st, 2021, Stedin had 4,741 employees (Bedrijfsschool Stedin, 
n.d.). �ese employees are spread over 23 departments. In total, 111 respondents 
�lled in the complete survey. �e participants were selected according to the 
purposive sampling approach. �e participants were chosen on the criteria of 
working at Stedin. All employees from various departments were requested 
to �ll in the survey. �e aim was to get at least 95 participants based on 4741 
employees, a con�dence level of 95% and a margin of error of 10% (Qualtrics, 
2022). A�er the distribution, 111 employees responded in within the time frame 
and completed the entire survey. In the next �gure, the distribution across the 
di�erent departments in the company is shown. 

�e data in this research was gathered via a Microso� Forms online quasi-
experimental survey distributed among the Stedin employees. �e survey existed 
out of four sections. In section one, the motivation to watch videos was measured 
based on the seven motivational factors: information, education, entertainment, 
connect, unwind, conversation, and inspiration. In section two, questions about 
the behaviour of the employees were measured by them answering questions 
about their current behaviour and content preferences. In section 3, a quasi-
experimental method was applied to test how style in�uences the experience of 
watching the content. Section four of the survey included standard questions 
such as gender, age, and their department within Stedin in order to group the 
results.

To analyse the data, the so�ware SPSS was used. For section one, the Shapiro-
Wilk test was performed to test if the data was normally distributed. �e Mann-
Whitney U test was used to test if the di�erences between the motivational 
factors. �e data was analysed by using the Mann-Whitney U test because the 
questions were answered using an ordinal scale and the data was not distributed 
normally.
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Materials
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Procedure of data analysis

In the table is shown that 17 out of the 21 comparisons of the di�erences between 
the seven motivational factors are signi�cant (p < .05). Survey respondents feel 
stronger motivated by the factor ‘Information’ than �ve of the other factors, 
except ‘education’ factor. Motivational factor ‘Education’ is signi�cantly higher 
than factors ‘Connection’, ‘Contact’, ‘Inspiration’, and ‘Unwind’. Next to factor 
‘Information’, ‘Education’ scores higher than ‘Enjoyment’ as well, except this 
di�erence is not signi�cant. Motivational factor ‘Education’ is also signi�cantly 
higher than factors ‘Connection’, ‘Contact’, ‘Inspiration’, and ‘Unwind’.

�e results show that people who watched video 1 or video 2 signi�cantly felt a 
stronger connection to the person in the video than the people who saw video 
3 (both p = .000), where the protagonist did not speak directly in front of the 
camera. However, there was no signi�cant di�erence between video 1 and 2 (p 
= .289). People who saw video 1 found the video signi�cantly more interesting 
than the people who saw video 2 (p = .043). People who saw video 1 signi�cantly 
kept paying more attention than both the people who watched video 2 (p = .003) 
and 3 (p = .024). People who watched video 1 signi�cantly liked the style more 
than people who watched video 3 (p = .025).
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A recommendation for further research is to research why employees why they do 
watch speci�c videos on intranet. Besides the motivational factor, there are other 
factors that play a role in the consumption of media. �ink out loud interviews and 
experiments would be a suitable method to �nd answers to these questions. With 
a think out loud interview the actual thoughts and behaviour of the employees 
can be analysed when watching videos on the internal communication channels. 
Furthermore, content preferences among employees can be investigated more 
precisely, so all communication videos answer to the needs of the audience.

�e respondents to the survey could be a misleading representation of the 
population. As most of the participants were reached using Yammer or the intranet, 
only participants who actually use these internal communication channels were 
reached. �erefore, these results are based on active users of the internet and not the 
entire population within the company. �e answers from the part of the population 
that hardly interacts with the intranet could have di�erent answers on motivation.

I would advise content creators at companies like Stedin to think about the 
information motivation factor that is the strongest factor among employees to 
consume corporate videos. Content creators for internal corporate communication 
should re�ect if the videos they are creating for the intranet meet the need for 
information from the employees who are targeted. Providing information should 
be the main reason to make and distribute a video on the internal communication 
channels. �is does not take away, that next to providing information, videos can 
also be entertaining. However, I recommend staying away from videos that are 
solely entertaining. A good example of previous videos made, was integrating the 
OR candidates into the music video of the Stedin Band. �is provided the audience 
with information written in the script but was communicated in an entertaining 
way. However, for more serious topics, it would be best to stay away from attempts 
to make the video entertaining if it risks not getting the right message across.

In case the creator of the video wants to connect to the audience, it is recommended 
to have a protagonist talk in the video. However, only showing this person shortly 
on screen is enough to establish a connection and use the rest as voice-over. 
Showing the protagonist during the entire video does not signi�cantly improve the 
connection the audience feels with the protagonist. �e video should, next to the 
protagonist on screen, include relevant b-roll as viewers experience videos in this 
format to be more interesting, attention grabbing, and even easier to understand.

Motivational factors ‘Education’ and ‘Enjoyment’ are signi�cantly higher than 
factors ‘Connection’, ‘Contact’, ‘Inspiration’, and ‘Unwind’. �e motivation factor 
‘Information’ is also among the motivation factors Katz et al. (1973) and Tiwari 
& Tiwari (2020) stated online consumers are being in�uenced by. Together with 
the signi�cant di�erences with the other factors, there can be concluded that 
‘Information’ is the main motivation factor among Stedin employees to consume 
corporate videos. It is advised that creators of these corporate videos should not 
limit themselves to use only the ‘Information’ motivation factor but also include 
‘Education’ and ‘Enjoyment’ as they appear to be important as well to the employees. 

�e style of the video impacts the experience of the viewer. �e participants who 
saw the video without the protagonist talking on screen, felt less connected to 
the protagonist. �is was to be expected, however, what is interesting is the result 
between the video with b-roll and the video without b-roll: Viewers do not feel 
signi�cantly stronger connected to the participant in talking head videos than in 
diverse b-roll videos. Craig et al. (2002) and Moreno et al. (2001) said having a 
person on screen increases the social presence, however, this research shows that 
having a person only shortly on screen does not result in a lower connection to 
that person. For some of the factors, video one, the video with a partly voice-over 
and diverse b-roll was signi�cantly better experienced than the other videos. For 
those factors, hypothesis one is correct. However, the di�erence for the factors 
‘Interest’ and ‘Understand’ is only signi�cant between the voice-over video and the 
talking head video. �is shows that the use of b-roll has a positive in�uence on the 
understanding of the topic by the viewer. �e research suggests that the style of a 
voice-over with relevant b-roll has a better in�uence on the viewing experience 
than the other two.

Recommendations for further research

Recommendations for the industry

Limitations

Discussion and conclusion


