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AIMS OF THE PRESENTATION

* To share the findings of the research

* To provide some recommendations or further improvements
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* In the dynamic landscape of media consumption, the role of free-to-air channels has been a
cornerstone of broadcasting for decades (Lotz, 2014). These channels, accessible to
audiences without direct subscription fees, have significantly shaped the way people engage
with television content.

* The media landscape has undergone substantial transformations in recent years, with
digitalisation, streaming platforms, and on-demand content altering traditional broadcastin
dynamics. Despite these changes, free-to- air channels continue to hold their ground,
catering to a wide spectrum of viewers, each with their unique preferences, motivations, and
expectations. Understanding the dynamics behind the viewership and engagement with
these channels is crucial not only for broadcasters but also for media scholars and
policymakers seeking to comprehend the evolving patterns of media consumption.

 The Southern Region of Peninsular Malaysia provides a particularly intriguing backdrop for
F]hiks) study due to its diverse population, cultural richness, and unigue media consumption
abits.

* Exploring the motivations that drive individuals in this region to choose free-to-air channels
over alternative media sources will shed light on the role these channels play in their lives.
this %eographical context, we aim to gain a comprehensive understanding of the impact and
significance of these channels in an ever- evolving media environment.
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dTo identify the usage pattern of FTA TV among the audience in the
Southern region.

To identify the gratification level of FTA TV among audiences in the
Southern region.

To identify the demographic profile of the audience and content
preference.

JTo provide recommendations to promote FTA TV viewership and
positive responses to content and advertising amongst users.

To find out the take-up rate of FTA TV among audiences in the Southern
Region of Malaysia.
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* Understanding usage patterns in the context of media consumption trends is
crucial for several reasons. For example, content scheduling and strategy,
where media organisations can optimize content scheduling based on Eeak
usage times, ensuring that their most valuable programming reaches the
widest audience.

* This can lead to increased advertising revenue and viewer engagement
(Hujanen, 2002; Webster & Wakslag, 1983).

* Knowing when audiences are most active allows media companies to allocate
resources efficiently, such as staffing, promotional efforts, and technical
sup%%rgé’go ensure a seamless viewing experience during peak times (Chen &
Xie, :

* Analyzing usage patterns helps media organisations tailor their offerings to
match viewer preferences(Vorderer, Klimmt, & Ritterfeld, 2004).
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 Understanding the pattern can also help advertisers to strategically place
their ads during high-traffic periods, maximising the reach and
impact of their messages (De Bruyn & Lilien, 2008).

« Understanding usage patterns can help broadcasters determine the viability
of introducing new programming, genres, or formats that cater to
specific time slots or days of the week (Lotz, 2014; Kraidy, 2009).

« By providing content that aligns with viewer preferences during specific times,
broadcasters can enhance viewer satisfaction and overall viewing
experience (Oliver, 2014).
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Media gratification through FTA TV

e Applying the principles of U&G theory to the domain of Free-to-Air (FTA)
television viewing allows us to dissect the multifaceted motivations and
gratifications that viewers seek from this specific medium.

* As Rubin and Step (2000) posit, perceived gratifications of television
viewing encompass a wide range of factors, such as information
acquisition, emotional release, social interaction, and personal identity
expression.

* In the case of FTA TV, viewers may turn to this medium for diverse reasons.
For instance, individuals seeking news updates might find gratification in
accessing real-time information on local and global events. Similarly, the
emotional connection that viewers establish with characters and narratives
in their favourite programmes could offer an avenue for emotional release
and connection, aligning with U&G's emphasis on psychological needs
fulfilment (Nabi, Stitt, Halford, & Finnerty, 2006).
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« The choice of research survey is well suited for achieving the objectives of this
research, which is to identify the usage pattern; gratification Ilevel;
demographic profile of the audience and content preference of FTA TV among
audiences; to provide recommendations to promote FTA TV viewership and
positive responses to content and advertising amongst users.

v Survey 1 (Users of FTA TV in the Southern Region)
v Survey 2 (SME owners in the Southern Region)
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JSampling

v'According to Cavana, Delahaye, and Sekaran (2003); Krejcie and Morgan (1970),
for a large population, the minimum sample size of 367.

v'Johor: 263 respondents

v'"Melaka: 104 respondents

v'SMES: 61 respondents

* Through Google Form of self-administered questionnaires, physical face-to-face
distribution responses collected.
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Data Analysis

* The collected data undergo thorough analysis using statistical
techniques.

* Descriptive analysis was used to analyse the collected data.
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RO 1. To identify the usage pattern
of FTA TV among the audience in
the Southern region.




‘Preferred Content Watched on MYTV ¢

60.00%

50.00% 49.00%

45.00%

40.00%

30.00%

20.00%

10.00%

Documentary Education

Types of Content




How often do you watch MYTV broadcasts?

59.40%

EVERYDAY 2-3 TIMES A WEEK ONCE IN 2-3 DAYS ONCE A WEEK 4-5 TIMES A WEEK ONCE A MONTH ONCE IN A FEW
MONTHS

B Amount of Time



Preference towards local ads.

70.00%

60.76%

60.00%

50.00%

40.00%

30.00%

27.25%

20.00%

11.99%

10.00%

0.00%
Yes No Do not know

B Prefer Local Ads



70.00%

60.00%

50.00%

40.00%

30.00%

20.00%

10.00%

0.00%

Adoption of MYTV: Ease of Installation

57.88%

Need technical support

H Ease of Installation

36.96%

No need for technical support



Adoption of MYTV: Availability of Technical Support

AGREE STRONGLY AGREE NEUTRAL DISAGREE STRONGLY DISAGREE

B Availability of Technical Support



Motivational factors: What are the factors make you use MYTV

(myFreeview) over other platforms?

50.00%

45.00% 43.30%

40.00%

35.00%

30.00%

30.00%

25.00%

20.00%

15.00%

13.40%

10.00%
5.70%

0,
4.10% 3.20%

Content availability Wide coverage Ease of installation Technical support available Installation cost All Free channel

5.00%

0.00%

B Motivational Factors



A DSRG

NCCNCC DIGITAL SOCIETY RESEARCH GRANT

2. To identity the gratification level
of FTA TV among audiences in the
Southern region.




Satisfaction with broadcast content

70.00%

60.50%
60.00%

50.00%
40.00%

30.00%

19.40%
20.00%

14.40%

10.00%
4.90%

I

Agree Neutral Strongly Agree Disagree Strongly Disagree

0.00%

B Satisfaction with Broadcast Content



MYTV (myFreeview) provides me with information

00.00% 55.60%

50.00%

40.00%

30.00%

19.90% )
20.00% 18.30%
10.00%
3.00% 3.00%
0.00% I I
Agree Strongly agree Neutral Disagree Strongly Disagree

H Information



| feel happy when | watch MYTV (myFreeview)

AGREE NEUTRAL STRONGLY AGREE DISAGREE STRONGLY DISAGREE
B Emotionally Connected



Reasons for adopting FTA TV

40.00%

35.00% 34.10%

30.00%

25.00%

0,
16.6% 18.80% 18.30%

I I I }

Agree Disagree Strongly agree Neutral Strongly Disagree

20.00%

15.00%

10.00%

5.00%

0.00%

Bl Affordability



Do you know and subscribe to the free

streaming service "MYTV Mana-Mana?"

90.00%
80.00% 77.10%
70.00%
60.00%
50.00%
40.00%

30.00%

16.60%

20.00%

10.00%

0.00%

Not subscribe

W Ease to Access



40.00%
35.00%
30.00%
25.00%
20.00%
15.00%
10.00%

5.00%

0.00%

‘Types of Programmes Watched Most Often
on MYTV Mana-Mana“

36.20%

35.70%

3.30%

0.80% 0.80%

0.50%

0.50%

0.30%

Frequency types of Programmes

(9
>

0.30%

0.30%




Rate your level of satisfaction with religious
programmes broadcast through Free-To-Air channels

5.20%
1.60%

Neutral Strongly Agree Disagree Strongly Disagree

Local Content




Reasons for considering other platforms: | may choose to watch

other broadcasts due to limited MYTV (myFreeview) content

45.00%

41.4%

40.00%
35.00%

30.00%

24.30%

16.3%
10.10%
. =
e Neutral

Disagree Strongly Agree Strongly Disagree

25.00%

20.00%

15.00%

10.00%

5.00%

0.00%

Agre

M Limited Content



What motivates you to watch MYTV (myFreeview)?




What is the estimated amount of time used to

watch MYTV (myFreeview) broadcasts in a day?

50.00%

43.3%

45.00%

40.00%

33.00%

35.00%

30.00%

25.00%

20.00%

15.00%

10.90%

10.00%

5.00% 3-50% 2.70%

4-6 hours 1-3 hours 7-9 hours Less than an hour More than 9 hours

0.00%

B Amount of spending time to watch MYTV
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3. To identify the demographic
orofile of the audience and
content preference.



The demographic profile of the users and content

preference

45.00%

40.00% 38.70%

35.00%
30.00%
25.10%
25.00%
20.00% 18.50%
15.00%
11.40%
10.00%
5.20%
- -
0.00%

35-44 years old 25-34 years old 45-54 years old 18-24 years old 54 years and above




Religion

@ Islam
@ Kristian
Hindu
@ Buddha
@ Chinese



Area of living

@ Bandar
@ Luar bandar




70.00%

60.00%

50.00%

40.00%

30.00%

20.00%

10.00%

0.00%

Gender

59.40%

Female

B User Gender

39.20%

Male



Occupation

40.00%
36.51%
35.00%
30.00%
25.00% 23.16%
22.07%
20.00%
15.00%
9.81%
10.00%
8.45%
5.00%
0.00%
Private Government Work Alone Housewife Student

B User Occupation



30.00%

25.00%

20.00%

15.00%

10.00%

5.00%

0.00%

Income

26.70%
23.20%

14.40% 13.90%
6.50%
5.40%
2.50%
- 0.80%
]

RM2,501 - RM3,171 - RM3,971 - Less than RM4,851 - RMS5,881 — RM7,101 - RM15,041 and
RM3,170 RM3,970 RM4,850 RM2,500 RMS5,880 RM7,100 RMS8,700 more

W User Income

0.80%
]

RM8,701 -
RM10,970

0.30%

RM10,971 -
RM15,040



Type of residence

@ Kediaman atas tanah

@ Kediaman tinggi seperti flat, apartment,
kondominium

Kawasan perusahaan industri




Some suggestions for improvements from the user's

perspective

* Masalah tiada signal perlu diperbaiki

* Lebihkan rancangan komedi

* Siaran khas untuk kaum India

 Menambah rancangan berunsur Pendidikan dan Dokumentari
* Perbanyakkkan kandungan

* Improve realiti shows

* Fokus kepada kepelbagaian budaya Malaysia dengan memaparkan program yang mewakili pelbagai etnik,
adat, dan bahasa di negara ini.

* Overcome the issue of no signal

* Masalah tiada signal perlu memperbaiki
 Menawarkan sokongan teknikal yang mencukupi
* Perbanyakkan program MyTV

* Masalah signal perlu diambil perhatian



Do you like local advertisements? Why?

* Ya kerana dapat mengetahui produk-produk yang dikeluarkan dan dihasilkan dalam
negara

* Ya, iklan tempatan menyampaikan mesej sosial kepada masyarakat
* Ya, kerana iklan tempatan unik dan kretif

* Ya, kerana iklan tempatan membantu mempromosikan produk dan perkhidmatan
tempatan, dimana masyarakat boleh mengetahui jenama produk tempatan.

* Ya, memberi informasi dalam bentuk mudah difahami
* Ya, kerana menyentuh emosi kita

* Ya, menggunakan elemen tempatan seperti tradisi menimbulkan rasa bangga dalam
kalangan masyarakat

 Ya, sokong buatan Malaysia
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advertising amongst users.
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Enhancing FTA TV Viewership and Advertising (SME owners in the

Southern Region): MYTV is a good advertising platform

35.00%

31.10%

0,
30.00% 29.50%

27.90%

25.00%

20.00%

15.00%

10.00%

8.20%

5.00%

0.00%

Agree Strongly Agree Neutral Disagree

B Good Advertising



Platform in promoting products

40.00%
35.00%

34.40%
30.00%
26.20%

I I I =

Agree Strongly Agree Neutral Disagree

27.90%

25.00%

20.00%

15.00%

10.00%

5.00%

0.00%

B Potential in promoting products



Platform to engage with local audience

45.00%
39.30%
40.00%
34.40%

35.00%
30.00%

25.00%

19.70%

20.00%

15.00%

10.00%

oo 1.60%
0.00% |

Strongly Agree Agree Neutral Strongly Disagree

B Engage Local Audience



The use of local cultural elements (customs/clothes/icons)

can sell more products for the local market)

40.00% 37.70%
34.40%
35.00%
30.00%
25.00%
20.00% 18.00%
15.00%
10.00%
6.60%
5.00% - 3.30%
Strongly Agree Agree Neutral Strongly Disagree Disagree

B Engage Local Audience with Cultural



50.00%

45.00%

40.00%

35.00%

30.00%

25.00%

20.00%

15.00%

10.00%

5.00%

0.00%

45.90%

Content and Advertising Preference
Which content/plan is your product ads suitable to be

16.39%

eeeeeeee

posted?

16.30%

11.48%

3.28% 3.28%
1.64% 1.64%
] ] = e
Shopping from Home Talk Show Drama Movie No Documen tary

Content

B Content and Ads preference



Advertising Format

50.00%
44.00% 44.00%

45.00%

40.00%

35.00%

30.00%

25.00%

20.00%

15.00%

12.00%

10.00%

5.00%

0.00%

The use of sponsor messages during the The use of product placement during the The use of short and compact
programme programme advertisements (Spot advertising)

B Advertising Format



MYTV (myFreeview) content is attractive to

local viewers

45.00%
41.00%
40.00%
35.00%
30.00% 27.90%
25.00%
20.00% 18.00%
15.00%
10.00%
6.60%
- -
0.00%
Agree Strongly Agree Neutral Disagree

B Attractive Local Viewers



50.00%
45.00%
40.00%
35.00%
30.00%
25.00%
20.00%
15.00%
10.00%

5.00%

0.00%

Strategies for Enhancing Ads Engagement

47.40%

26.30%

Effective advertising is aligned with Digital strategy is important to
the genre of the broadcast programme increase interaction with the product

W Strategies for enhancing ads engagement

26.30%

Effective advertising uses appropriate
time slots



Estimated budget for advertising on the
MYTV (myFreeview) platform"

16.60%
. 11.40% 11.40%

No RMS500 RM100 RM200

M Budgeting




70.00%

60.00%

50.00%

40.00%

30.00%

20.00%

10.00%

0.00%

Resource Allocation

60.00%

40.00%

Effective advertising is aligned with the genre of the broadcast Effective advertising uses reviews and testimonials from other users

programme

M Resource Allocation



40.00%

35.00%

30.00%

25.00%

20.00%

15.00%

10.00%

5.00%

0.00%

The take-up rate of FTA TV among SMEs in the Southern region of
\YEIEVSE!

Demographic Profile

36.08%
29.48%
I 24.58%
Other businesses Food, beverages and tobacco products F&B and accommodation

M Business sector of SMEs

9.88%

Information & communication
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Ke-up rate of

dier

ces in the

Southern Region of Malaysia.



Year of doing business

45.00%

41.00%
40.00%
35.00%

32.80%

30.00%
26.23%
25.00%
20.00%
15.00%

10.00%

5.00%

0.00%
10 years 4 years 5 years

B Year of doing business



90.00%

80.00%

70.00%

60.00%

50.00%

40.00%

30.00%

20.00%

10.00%

0.00%

Number of employees

83.60%

Under 10 people

9.80%

10 - 20 people

1.60%

20 - 30 people

B Employees

1.60%

30 - 40 people

1.60%

40 people and more



Preferred MYTV channels to

advertise...

Jika diberi pilihan, apakah saluran percuma MYTV (myFreeview) yang akan anda pilih untuk
mengiklankan produk anda? (Anda boleh memilih lebih daripada satu jawapan)

59 responses

TVA1
TV2
TV3
NTV7
8TV
TVO
TV Okey
Sukan RTM
Awesome TV
TV6 3 (5.1%)
TV Alhijrah 27 (45.8%)
SUKE TV 7 (11.9%)
Bernama TV 18 (30.5%)
TVS 3 (5.1%)
Berita RTM 25 (42.4%)

30 (50.8%)
16 (27.1%)

51 (86.4%)
10 (16.9%)
5 (8.5%)
20 (33.9%)
12 (20.3%)
9 (15.3%)
19 (32.2%)



Importance of local advertisements...

e Supaya hubungan lebih kuat dengan pelanggan
* Penting untuk menyampaikan info kepada masyarakat
* Memperluaskan jajahan perniagaan

* Ya, lebih 'humanisasi' pengguna rasa lebih dekat kepada 'brand' yang dikira sebahagian
daripada kehidupannya.

e Terus terkesan pada keperluan dan emosi target audience, lebih engagement, lebih
mudah untuk diingati

* Bagi mengenali daripada ditipu oleh pihak yang tidak bertanggungjawab

* Tidak perlu pengiklanan yang bersifat peribadi kerana motif perniagaan akan kurang
dipandang oleh penonton namun hanya lebih melihat kepada peribadi dan kehilangan
fokus

* Untuk meningkatkan bisnes
* Ya, supaya mesej yang disampaikan berkesan di hati penonton
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e Usage Pattern of FTATV

* The types of contents that preferred the most by the Southern region users are movie (4.16)
and news (4.11) content measured by the mean value. The users (49%) in Southern region are
strongly agree that they prefer movie content of MYTV (myFreeview). The audiences (49%) in
Southern region are strongly preferred the news content of MYTV (myFreeview). Following that,
drama, sport, documentaries, education and children's show contents are also preferred by the

users in the Southern region.

* The 59.4 per cent of users in the Southern region watch MYTV (myFreeview) every day and 10.9

per cent of users watch MYTV (myFreeview) 2-3 times a week and once in 2-3 days



Continued...

« It is also found that drama (55.3%), news (49%), movie (49%) and documentary
(48.2%) and sports (45%) preferred by the users in Southern region. The channel can
be a popular channel of Southern region evaluated by amount time to watch of
audience. Advertising of channel can capture attention of audience in Southern region.



MYTV Adoption

 Ease installation for access the channel is an important factor to user in the
Southern region. Refer to the findings, 55.6 per cent of users in Southern region
require technical support to install MYTV (myFreeview) and 39.5 per cent of users in
the Southern region has consider to select other channels because of technical support
issue. The issue of technical support is an important issue of MYTV (myFreeview) for

the users in the Southern region.

« The users in the Southern region are free-to-air users via MYTV (myFreeview) and
41.7 per cent of audiences in Southern region got the update on the schedule through

TV station/MYTV official website.



Motivations for Using FTA TV

dThe users in Southern region provide the reasons that select to watch MYTV (myFreeview) over
than other platforms. 43.3 per cent of users in the Southern region given the reason to select
MYTV (myFreeview) due to the content availability. Consistent with, 30 per cent of audience in
Southern region that provide the reason in wide coverage.

O Majority respondents (agree: 54.5% & strongly agree:18.5%) indicated that they are happy when
they watch MYTV. This indicates positive sentiment of users towards MYTV. Affordability (agree:
34.1% & strongly agree:18.8%) found to be an important factor in choosing broadcast.

dIn terms of the religious content, it was found that majority respondents (agree: 55.6%
& strongly agree: 18.5%) are satisfied with the religious programmes that are
broadcast through MYTV.

A It is also interesting to know that majority (strongly agree: 19.3% & agree: 36%) may choose to
watch other broadcasts because of word-of-mouth/recommendations from friends/family.



‘The most preferred free-to-air television channels'
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‘The most prefer radio stations on MYTV"

4.04
3.7
3.54 35 35
3.37 3.36
3.27 321 32
3.13 3.09
3 2.97
| | | | ‘ ‘ ‘ | |

Nasional FM

Hot FM

Fly FM

Traxx FM

Minnal FM

Bernama
Radio

Classic FM Ai FM Molek FM

B The most prefer radio stations

Eight FM

Asyik FM

Manis FM

Sabah FM

Sabah VFM Sarawak FM

Wai FM



Enhancing FTA TV Viewership and Advertising from SME Owners Perspective

« SME owners indicated that MYTV is good advertising platform (Agree: 31.1% &
Strongly Agree: 29.5%).

« Majority SME owners also perceived that MYTV can be a medium to promote their
products and it is interesting to find out that SME owners indicated that the use of

local language and local cultural elements can further sell products for the local
market.

« SME owners also believe that news content is suitable to post their products and
they preferred the use of sponsor messages as the preferred advertising format.

« The findings also indicated that the Ads engagement can be enhanced by ensuring
the advertising is consistent with the genre of the programme.

« Lastly, in terms of the budget for advertisements, majority indicated they do not
have a budget allocation for advertising.



Recommendations & Conclusion

* The availability of local content must be increased. The creation and selection of local
content that reflects the users' cultural identities and values ought to be FTA TV's top
priority. Increasing the creation of regional dramas, documentaries, and television
programmes that speak to the audience's everyday experiences and cultural heritage is one
way to do this.

* Priority should be given to funding original productions, with a focus on excellent local
storytelling that speaks to the audience's cultural experiences. Viewer happiness and
engagement can be greatly increased by commissioning television shows and movies that
speak to current issues in the area and represent local interests.

» Targeted engagement tactics are necessary for the B40 population, which makes up a
sizeable portion of the Southern Region. Their unique needs and concerns should be
addressed by localized news programmes and educational activities, which would make FTA
TV a useful resource for pertinent information and guidance.

* A Public Relations Campaign should be conducted: to create awareness/educate public
about FTA/MYTV.
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