
33 

 

3. RESEARCH DESIGN      

The present study intends to explore impacts of demographic profile, consumer 

characteristics and perceived characteristics of satellite television on adoption 

decision or the actual adoption.  Furthermore, consumer characteristic segment is 

included with five independent variables which may have relationships with adoption 

or adoption intention.   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.1 Analytical framework 
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The devised analytical frame work comprised with identified variables as a result of a 

comprehensive literature review is stated below. Altogether there are eleven 

independent variables and one dependent variable. 

3.1 Independent Variables  

Identified independent variables during the literature survey were categorized into 

three segments. Those are namely, satellite television characteristics, consumer 

characteristics and consumer demographics. It is shown in the above Figure 3.1. 

Those identified variables will be described as below.   

3.1.1 Relative Advantage 

This is the first variable that comes under the category of satellite television 

characteristics. Many previous studies have considered relative advantage as a 

predictor of technology adoption. For example, a study carried out on internet 

adoption in China has considered relative advantage is a significant predictor of the 

actual adoption decision (Du 1999).  Another significant study on interactive 

television adoption in Hong Kong by Leung and Wei (1998 cited in Li 2004a) showed 

relative advantage is a vital predictor of actual adoption. Based on these facts the 

author decided to chose relative advantage as an independent variable expecting that it 

will explain the adoption of satellite television in Sri Lanka.  

3.1.2 Compatibility 

Compatibility is also included in the category of satellite television characteristics. 

Kotler (2003) defined the compatibility as the degree to which the innovation matches 

the values and experiences of the individuals.  Personal computers, for example, are 

highly compatible with upper-middle-class lifestyles. Diffusion Theory of Rogers 

(2003) has also considered compatibility as a parameter for technology adoption. The 

author managed to find several adoption studies that have considered compatibility as 

a deciding factor of technology adoption.  For example, cable television and internet 

shopping adoption study done by Li (2004b) and PDA adoption study done by Kim 

(2003) have considered compatibility in their studies. Therefore, it was important to 
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verify that compatibility has a relationship with the adoption of satellite television and 

was included in the study. 

3.1.3 Complexity 

 

Complexity refers to the difficulty of understanding and use of an innovation in 

adoption studies. For example, personal computers are complex and therefore, it will 

take longer time to penetrate into home use. Lin‟s (1998) study of computer adoption 

contended that complexity is a determinant factor of personal computer adoption and 

it significantly explains adoption between likely adopters and non-adopters. Sund, 

Kjernsbaek and Brekke (2002) found Enterprise Resource Planning system adoption 

is affected by perceived characteristics and asserted complexity is negatively related 

to the adoption. Considering the relative newness of the technology to Sri Lanka and 

based on the previous findings of the relationship between complexity and technology 

were the motive to include complexity as a variable the study.   

In most researches, which had perceived characteristics of an innovation as 

independent variables excluded trialability and observability. In local context 

trialability of satellite television services is not a viable option. Moreover, provisions 

for observing satellite television services are very limited to the public and can be 

neglected. In addition, in most researches, these two variables did not have a 

significant effect (Chan-Olmsted & Chang 2006). This present study will leave 

relative advantage, compatibility and complexity as independent variables and 

exclude observability and trialability. 

3.1.4 Perceived Needs 

Better picture quality and bigger screen size were the most desirable features and 

deciding factors of Digital Terrestrial Television adoption in the United States (Chan-

Olmsted 2006). While reviewing previous technology adoption literature, the author 

was able to identify “needs fulfillment” as a factor which has relationship with 

various technology adoption or adoption intensions. For example, Chang et al. (2006) 

have considered factors like companionship, passing time and substitute for friends as 

perceived needs of online game adoption among college students in South Korea.  
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Thus, the author believes that various consumer needs that could be fulfilled if they 

adopt the Satellite TV had already influenced the actual adoption. To test this 

hypothesis, perceived needs was included in the study as a variable. 

3.1.5 Perceived Resources 

The term perceived resources will be decoded as price which the consumer has to pay 

in actual adoption of Satellite TV. Lin (1998) found that perceived resource in terms 

of price was a significant predictor of computer adoption. In local context, to purchase 

satellite TV equipment people have to pay considerable amount of money. Due to 

this, there could be an impact of their perception about the price they pay against the 

returned intrinsic value of the product. Accordingly, this variable was mainly included 

in the study to compare perceptions of likely adopters and non adopters.  

3.1.6 Media Ownership 

Ownership of similar technologies that enhances television experience may have an 

effect on actual adoption decision. In the case of satellite TV adoption it can be 

assumed that ownership of technologies like digital video disc (DVD), large screen 

TV, home theatre systems and video game players might have an influence. Reagn 

(1987 cited in Chang et al. 2006) elicited that adoption of telecommunication 

technologies was powerfully predicted by the use of other similar technologies.  

Staying in par with previous studies the author decided to include media ownership as 

a variable in the study. 

3.1.7 Mass Media use 

Diffusion of Innovations theory assumes that technology adoption is positively 

affected by mass media use because media use facilitates individuals to actively seek 

information about the new medium. In local context, in relation to digital television 

services, use of mass media will leads to improve the awareness about the various 

service bundles, special promotions and variety of service mediums available. All 

these are possible because of intensive marketing by service providers triggered by 

stiff competition. However, use of media in technology adoption research is not 

conclusive. For example, Chan-Olmsted and Chang (2006) has argued that use of 
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media like television and DVD fulfills similar entertainment needs and therefore, it 

could be related to digital terrestrial television (DTV) adoption. However, intention to 

adopt personal computers was not correlated with mass media use (Lin 1998). 

Furthermore, he found that television viewing was negatively correlated with the 

intention. Reviewing earlier studies the author decided to include mass media use as a 

variable into this study to check existence of a possible relationship with satellite 

television adopters.   

3.1.8 Innovativeness 

The variable innovativeness comes under the category of personality traits of an 

individual. It could be defined as the tendency to seek novelty and interested in 

adopting new technologies and ideas. This variable could be found in various 

researches under personality traits very frequently than other personality traits 

indicators. Innovativeness varies person to person and is seen to be vital component in 

technology adoption (Lin 1998) and he found that innovativeness differs among 

adopters and non adopters significantly with related to computer adoption. 

Considering previous adoption studies the author decided to include innovativeness to 

the conceptual framework to test its applicability in satellite television adoption.  

3.1.9 Demographics  

As stated in Rogers (2003) Diffusion of Innovations, demographics tend to play a 

deciding role in early stage of adoption of technology. In his book of Diffusion 

Theory he has given example from Hong Kong about mobile phone adoption. In early 

stage of the adoption the first to own a mobile phone were businesspeople who were 

well educated, with higher incomes.  Furthermore, several adoption studies indicate 

that demographic variables are connected with technology adoption. Dupagne (1999 

cited in Park 2003) found that adopters of HDTV tend to be upscale, better educated 

and younger than non adopters.  On the contrary, some others have argued that 

demographics have no relationship or rather have a weak relationship with technology 

adoption. For example, Kang (2002 cited in Pak 2003) had found no demographic 

variable had a relationship with people subscribing to digital cable services. In local 

context satellite television penetration is still at the early stages of diffusion. Thus, the 
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author expects to find if there exists a relationship of demographics with the actual 

adoption or adoption intention. Therefore, age, education and income were included 

in the study.   

3.2 Dependent Variable  

There is a single dependent variable in the conceptualized framework and is defined 

below. 

3.2.1 Adoption of Satellite TV 

Actual adoption describes the executed buying decision in order to acquire the 

ownership of a subscription. 

3.3 Hypothesis Development 

Based on the above descried variables and considering possible relationships among 

independent and dependent variables, hypothesises that were derived for statistical 

testing are mentioned below. 

 

Hypothesis 1 

The first hypothesis was developed to test the relationship of age with the actual 

adoption. Therefore, the different age categories were taken into consideration. 

The null hypothesis was developed as: 

H10: Satellite television adopters are not younger than potential adopters and 

non adopters. 

The alternate hypothesis was developed as: 

H1a:  Satellite television adopters are younger than potential adopters and non 

adopters. 
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Hypothesis 2  

The second hypothesis was developed to verify the relationship of the education level 

to the satellite television adoption.  

 

The null hypothesis was developed as: 

H20: There is no positive relationship between level of education and satellite 

television adoption. 

The alternate hypothesis was developed as: 

H2a: There is a positive relationship between level of education and satellite 

television adoption. 

 

Hypothesis 3 

To verify the relationship of the income level and satellite television adoption the 

third hypothesis was developed as follows. 

The null hypothesis was developed as: 

H30: House hold income is not positively related to the satellite television 

adoption. 

The alternate hypothesis was developed as: 

H3a: House hold income is positively related to the satellite television 

adoption. 

 

Hypothesis 4 

Hypothesis four was developed to test the relationship between innovativeness and 

actual adoption.  

The null hypothesis was developed as: 
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H40: Satellite television adopters do not exert the highest innovativeness when 

compared to non adopters and potential adopters. 

The alternate hypothesis was developed as: 

H4a: Satellite television adopters exert the highest innovativeness when 

compared to non adopters and potential adopters. 

 

Hypothesis 5 

To test the relationship between ownership of similar technology products and 

satellite television adoption following hypothesis is derived. 

The null hypothesis was developed as: 

H50: There is no difference in ownership of technology products 

(entertainment oriented, information based) among non adopters, 

potential adopters and adopters. 

The alternate hypothesis was developed as: 

H5a: Non adopters of satellite television own less number of technologies 

(entertainment oriented, information based) than adopters and potential 

adopters.   

 

Hypothesis 6 

To check the existence of the relationship of relative advantage and compatibility with 

satellite television adoption, hypothesis was devised as below. 

The null hypothesis was developed as: 

H60: There is no difference in relative advantage and compatibility of satellite 

television among different adopter groups (non adopters, potential 

adopters and adopters). 

The alternate hypothesis was developed as: 
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H6a: There is a difference in relative advantage and compatibility of satellite 

television among different adopter groups (non adopters, potential 

adopters and adopters). 

 

Hypothesis 7 

To test the relationship among complexity and satellite televising adoption, below 

hypothesis was generated. 

The null hypothesis was developed as: 

H70: There is no difference in perceived complexity of satellite television 

among different adopter categories (non adopters, potential adopters and 

adopters). 

The alternate hypothesis was developed as: 

H7a: There is a difference in perceived complexity of satellite television 

among different adopter categories (non adopters, potential adopters and 

adopters). 

 

Hypothesis 8 

To test the relationship of perceived resources with likely adopters and non adopters 

below hypothesis was generated.   

The null hypothesis was developed as: 

H80: There is no difference of perceived resources among adopters, potential 

adopters and non adopters. 

The alternate hypothesis was developed as: 

H8a: There is a difference of perceived resources among adopters, potential 

adopters and non adopters. 
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3.4 Research Questions 

Apart from the hypotheses, two research questions were developed targeting the needs 

fulfilment variable and mass media usage variable. In order to carry out the analysis 

of the former, various types of benefits that consumer can gain from the technology 

were selected. The latter variable was tested by selecting different kind of mass media 

that consumers consume. Developed questions are stated below. 

Perceived Needs  

To check whether there exists a relationship between desire to fulfill various 

information and communication needs and satellite television adoption a research 

question was generated as follows. 

RQ1:  How does various needs fulfillment differs among non adopters, 

potential adopters and adopters of satellite television? 

Mass Media Use 

To test the relationship between mass media use and relationship among adoption, the 

question given below was developed. 

RQ2: How does level of different media and internet service use differ among 

non adopters, potential adopters and adopters of satellite television? 
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4. METHODOLOGY 

The research method employed in this research is quantitative. Considering the large 

population, it is probably the best method of gathering real data observing directly 

(Colorado State University 2009). Most adoption researches have used survey method 

as the ways of gathering data for analysis. In addition, various scales for measuring 

different types of variables could be found in those studies. 

4.1  Sample Design 

Population for this research was considered as the people who already adopted the 

satellite television services and people who are currently watching television that are 

capable of  attaching satellite TV equipment in order to receive satellite television 

signals. Therefore, the sample should be derived considering those factors. 

Furthermore, the author had to select a target sample consisted with the different 

characteristics discussed in the study. According to StatPac Inc (2007) convenient 

sampling is used in exploratory studies where the researcher interested in getting a 

very good approximation of the reality.  Hence, convenient sampling was selected as 

sampling method.  Emails were disseminated contained with a link to online hosted 

survey. Whenever the candidates were not reachable with emails, physical document 

containing the questionnaire was administered.  

Furthermore, when deciding the sample size guidelines below were considered 

(Sekaran 2006).  

 Sample sizes larger than 30 and less than 500 are appropriate for most of the 

researches 

 

 Where samples are to be broken into subsamples, a minimum sample size of 

30 for each category is necessary. 

 

 In multivariate research , the sample size should be several times (preferably 

10 times or more) as large as the number of variables in the study 

 


