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Presentation of Findings



Introduction

• Malaysia’s National Digitalisation Broadcasting Project, led by the Malaysian 
Communications and Multimedia Commission (MCMC), aims to shift all free-to-air (FTA) 
TV broadcasts from analogue to digital (DTV) using the DVBT-2 format. 

• DTV provides various benefits, including better image and sound quality, high-definition 
options, and more channels, along with regional content capabilities.

• To enhance FTA broadcasting, MCMC seeks to understand the characteristics and needs 
of its viewership. 

• Gathering data on FTA viewership across digital platforms is crucial to assessing digital 
access nationwide and bridging connectivity gaps between urban and remote areas. 

• Studies have been conducted in Sabah (2021), Sarawak and the East Coast (2023), and 
Northern and Southern regions (2024). 

• This study now focuses on the central region—Selangor, Negeri Sembilan, Kuala Lumpur, 
and Putrajaya—to further inform regional broadcasting efforts and develop tailored 
programming.



Literature Review

• Motivational Factors: Various factors can influence viewers' motivation to 
engage with free-to-air (FTA) digital TV services. Extensive study 
emphasises important motivational factors such as cost-effectiveness, 
content variety and social influence. 

• User Attitudes: Users appreciate improved image, sound, and more 
channels with digital TV, although some find the technology complex 
(Pirhonen et al., 2020).Technologically-savvy users find FTA digital TV 
convenient, while less tech-friendly users may struggle (Lin & Atkin, 2014).

• Gratification from FTA: Entertainment, information, and social connection 
are key gratifications driving usage (Rubin, 2009; Vorderer et al., 2004).

• Behavioral Intentions: Positive attitudes and social influence shape 
intentions to use FTA, supported by user-friendly features and high-
definition content (Camilleri & Falzon, 2021).



Research Objectives

RO 1: To identify the usage pattern of FTA TV among the audience in 
the Central region.

RO 2: To identify the gratification level of FTA TV among audiences in 
the Central region.

RO 3: To identify the demographic profile of the audience and content 
preferences.

RO 4: To provide general recommendations to promote FTA TV 
viewership and positive responses to content and advertising amongst 
users.



Research Questions

RQ 1: To understand the factors contributing to Set-Top-Box (STB) 
ownership and usage.

RQ 2: To identify the motivational factors of FTA TV users.

RQ 3: To understand the receptivity and acceptance of FTA TV users to 
regional programmes/local dialect/local-specific content.



Theoretical Framework

H1: There is a significant relationship between motivation factors and attitudes towards 
using FTA among its users. 

H2: There is a significant relationship between attitude and perceived gratification toward 
using FTA.

H3: There is a significant relationship between gratification and behavioural intention to 
use FTA.

H4: There is a significant relationship between attitudes and behavioural intention to use 
FTA among its users.



Research Methodology
Mixed-Methods Research Design

Approach: Cross-sectional

Methodology: Integrated qualitative & quantitative methods

Purpose: To gain comprehensive insights into FTA TV usage patterns, 
motivations, and audience reception

Tool: Overview of methods aligned with objectives and questions



Research Instrument

Quantitative:

• Self-administered questionnaire 

• 5-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree)

• Sections A–F: Demographics, Usage, Motivation, Gratification, Attitude, Behavioural Intention

• Measurement scales from prior validated studies

Qualitative:

• Unstructured questionnaire: 24 open-ended questions

• Topics include: Content perception, advertising, regional representation, innovations



Sampling & Data 
Collection

Qualitative:

• Sample size: 20 participants

• Techniques: Judgmental & snowball 
sampling

• 4 Focus Groups + 9 Interviews (in-
person/online)

• Duration: Dec 15, 2024 – Apr 15, 2025

• Ethical clearance obtained

Quantitative:

• Sample size: 452 respondents

• Technique: Convenience sampling

• Distribution: Selangor: 195, Kuala Lumpur: 
145, Negeri Sembilan: 86, Putrajaya: 26

• Duration: Dec 15, 2024 – Apr 15, 2025

• Ethical clearance obtained



Sampling & Data 
Collection

Quantitative:

PLS-SEM: Structural Equation Modeling

Qualitative:

• Focus group and interview responses

• Manual coding and grouping into key themes



Descriptive 
Statistics

Quantitative Sample



Descriptive 
Statistics

Qualitative Sample



Discussion:
Research Question 1
• Mixed-method approach revealed insights into:

1. User motivation

2. Attitudes and gratitude

3. Behavioural intention

4. Usage pattern

• Findings contribute to a deeper understanding of FTA TV engagement 
in Malaysia



Discussion:
Research Question 1
From Gratitude to Viewing Intention

• Positive attitudes → Greater sense of gratitude

1. Emotional connection

2. Recognition of content quality

3. Overall satisfaction

• Gratitude → Strong predictor of continued use

1. Higher intention to watch FTA TV in the next 3 months

2. Reinforces emotional loyalty and viewing consistency



Discussion:
Research Question 1
Understanding Awareness and Perceived Value of STB/MYTV

1. Awareness & Understanding

Many are aware of MYTV (formerly myFreeview), but lack deep knowledge.

Unclear on setup, features, or benefits.

Low engagement due to limited promotion and tech unfamiliarity.

2. Perceived Value & Affordability

Cost, though low, is a barrier—especially for lower-income and elderly.

Compared unfavorably to on-demand or subscription platforms.

Better education on local content access could boost appeal.

3. Government Incentives

STBs widely distributed under B40-targeted programs.

Ownership ≠ Usage: many recipients didn’t install or use them.



Discussion:
Research Question 1
4. Content Availability

Usage driven by local news, festive shows, and cultural programs.

Gen Y/Z prefer mobile/streaming → STB has limited youth appeal.

5. Technical Usability

Setup/navigation issues—especially for older users.

Often unused unless linked to specific programs/events.

6. Hybrid Viewing Habits

STB acts as backup during internet/satellite issues.

Favoured during live events for reliable coverage.

7. Household Demographics

Older adults (e.g., retirees) = primary STB users.

Younger family members lean toward digital platforms.



Discussion:
Research Question 2
Motivation and Its Impact on User Attitudes Toward FTA-TV

6 Motivation Dimensions Identified:

1. Entertainment & Engagement (Most Influential) - Emotional 
connection, relaxation, bonding with guests. Fulfills leisure and 
emotional needs.

2. Content & Quality - Diverse, trusted programming (local & 
international). Builds long-term loyalty.

3. Trendiness & Social Influence - Perceived as “cool” and widely 
accepted. Appeals to socially influenced and younger users.



Discussion:
Research Question 2
Motivation and Its Impact on User Attitudes Toward FTA-TV

6 Motivation Dimensions Identified:

4. Convenience & Flexibility - Easy access, fits routines, no cost or 
complex setup. Encourages habitual use, especially among older users.

5. Economic Benefits - Recognized as cost-saving, especially for B40 
users. Limited appeal due to lack of premium features.

6. Trialability & Innovation - (Least Influential) Ability to explore 
without commitment is appreciated. Low impact on long-term 
attitudes.



Discussion:
Research Question 3
Strategic Drivers of Advertising Spend on FTA TV
1. Platform Selection Based on Trust & Audience Fit
• Mainstream Channels (TV3, RTM) = Preferred for brand legitimacy and 

broad reach.
• Targeted Channels (TV9, 8TV) = Used for targeted engagement (e.g., Malay-

majority rural or Chinese audiences).
2. Budget Constraints & ROI Concerns
• SMEs willing to spend RM5,000–RM50,000, but demand:
➢Clear pricing structures
➢Measurable impact
➢Flexible ad packages



Discussion:
Research Question 3
Strategic Drivers of Advertising Spend on FTA TV

3. Enhancing Advertiser Experience

• Challenges: Poor ROI visibility, lack of tracking tools

• Suggestions for Improvement:
• Digital Integration (e.g., YouTube, MYTV Mana Mana)

• Niche, engaging content (e.g., SME features, youth shows)

• Interactive formats (QR codes, campaign tie-ins)



Discussion:
Research Question 3
Aligning FTA TV Content with Viewer Needs

1. Regional Content That Resonates

• Local News: Trusted for regional relevance

• Live Sports: Unites audiences (football, badminton)

• Cultural/Festive Shows: Celebrate traditions, languages

• Local Entertainment: Talk shows, health tips, community stories



Discussion:
Research Question 3
Aligning FTA TV Content with Viewer Needs

2. Underrepresented Themes & Audience Demands

• Lack of niche content (arts, cooking, SME business)

• Under-serving youth interests (tech, esports, digital careers)

• Limited interactive features (need live engagement, social media tie-
ins)

• Minimal educational & B2B content (health, financial literacy)

Opportunity: Modernize FTA TV with flexible, mobile-accessible 
formats and youth-relevant programming to remain competitive.



Recommendations

• Enhancing FTA TV’s Relevance & Reach in a Digital Era

1. Embrace Digital Platforms & On-Demand Access

• Launch and promote user-friendly apps (e.g., MYTV Mana-Mana)

• Enable mobile and anytime viewing to attract modern audiences

2. Create Short-Form, Fast-Paced Content

• Develop TikTok-style or YouTube Shorts-inspired content

• Appeal to younger viewers with concise, engaging formats

3. Drive Engagement Through Interactivity

• Add features like live polls, audience participation, and social media integration



Recommendations

4. Promote via Social Media

• Use platforms to drive traffic, boost visibility, and encourage sharing

5. Provide Advertisers with Performance Metrics

• Offer viewership analytics and ROI dashboards

• Increase transparency and ad effectiveness tracking

6. Produce Unique & Relevant Local Content

• Focus on culturally rooted programming

• Launch niche/regional channels (e.g., cooking, business, youth)



Recommendations
7. Capitalize on Trust & Credibility

• Promote FTA TV’s reputation in sectors like healthcare & education

8. Offer Affordable, Flexible Ad Packages

• Design SME-friendly pricing with adjustable durations & trial campaigns

9. Highlight Advertiser Success Stories

• Showcase testimonials from local businesses

• Build confidence in FTA TV’s advertising impact

10. Launch Awareness Campaigns

• Promote channel diversity, free access, and online options

• Convert uninformed audiences into active viewers



Recommendations
Actionable Strategies to Enhance Local Business Collaboration

1. Engage Local Businesses in Content Creation

• Involve SMEs as sponsors or contributors to regional shows (e.g., cooking, community 
stories)

• Co-created content boosts viewership and brand association

2. Offer Affordable & Flexible Ad Packages

• Introduce entry-level options (e.g., “first ad free” model)

• Provide customizable packages by region, frequency, and duration

• Increase pricing transparency to reduce assumptions and hesitation

3. Share Testimonials & Success Stories

• Highlight local businesses that saw ROI through FTA TV

• Use case studies to attract interest, especially in B2B sectors



Recommendations
4. Integrate Digital Advertising Tools

• Enhance MYTV Mana-Mana apps with:
• Targeted ads
• Performance tracking
• Interactive elements (e.g., polls, clickable ads)

5. Prioritize Regional and Cultural Relevance

• Use local dialects, traditions, and themes in programming and ads

• Strengthen emotional connection with audiences in the Central Region

6. Boost Awareness Through Outreach Campaigns

• Collaborate with MCMC to:
• Educate SMEs on ad benefits and affordability
• Promote FTA TV’s credibility and reach
• Position FTA TV as a complement to digital marketing



Limitation and Future Research 
Recommendation

1. Sampling Representation

• The sample does not fully reflect the ethnic composition across 
states

• Limits generalizability of the findings to the broader population

2. Data Collection Challenges

• Time-consuming process: over 4 months despite assistance from 2 
research assistants

• Low response rate partly due to the lengthy questionnaire



Limitation and Future Research 
Recommendation

Recommendations for Future Research

• Use quota sampling to better match demographic distributions

• Shorten the questionnaire for better respondent engagement

• Offer a token of appreciation to incentivize participation



End of the Presentation
Thank you for your listening !

Q & A Session
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