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2. LITERATURE REVIEW  

When exploring technology adoption literature, the author came across various 

empirical studies carried out regarding technology adoption.  Various factors have 

been proposed in those studies and it assumed that below mentioned variables would 

have some impact on adoption decision of Satellite Television. Among those studies 

Roger‟s Theory of Diffusion of Innovations is the strongest.  In this Chapter, various 

adoption/diffusion theories will be presented together with the selected main theory. 

Furthermore, other relevant literature that explains various variables that influence 

technology adoption will be reviewed as well.   

2.1 General Diffusion Theory 

Foundation for the diffusion of innovation theory was laid by combining a large 

number of theories taken from variety of disciplines, with a distinct focus on different 

elements of the innovation process. Therefore, at the inception diffusion of innovation 

theory was not a unified theory. Origin of modern diffusion research dated back to 

year 1943 when a study (Ryan & Gross 1943) was conducted by Ryan and Gross at 

Iowa State University (Rogers 2003). This study conducted under the discipline of 

rural sociology and examined a number of factors related to adoption of a recent 

innovation.  

The researcher who has contributed immensely to produce theories on diffusion of 

innovation is Everett M. Rogers, who combined the most significant findings and 

credible theories related to diffusion together. Rogers‟s book, Diffusion of 

Innovations was first published in 1960. This book has now become a definite guide 

for any researcher who has the need to present a unified theory of diffusion. . Four of 

the theories discussed by Rogers are among the most widely-used theories of 

diffusion viz Innovation Decision Process, Individual Innovativeness, Rate of 

Adoption, and Perceived Attributes. 
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2.1.1 Innovation Decision Process  

In this theory, diffusion process consisted of five stages and is defined where a 

potential adopter progresses over time. First, they must acquire knowledge about the 

innovation and it is known as the knowledge stage. Secondly, they must be persuaded 

of the value of the innovation which is defined as persuasion stage.  Then they must 

take a decision to adopt it where this is known as the decision stage. Subsequently, the 

innovation must be implemented in the implementation stage and finally, the decision 

must be reconfirmed or rejected in the confirmation stage. 

2.1.2 Individual Innovativeness 

Individuals who are willing to take risk or innovative will adopt an innovation earlier 

than the other members in the social system. This variable is described in detailed 

manner later in this Chapter.  

2.1.3 Rate of Adoption  

As shown in the Figure 2.1, diffusion takes place over time with an innovation going 

through a slow, gradual growth period at the beginning. Then it is followed by 

dramatic and rapid growth, and then a gradual stabilization can be seen. Finally the 

decline stage starts after reaching the full adoption rate. 

 

Figure 2.1 Rate of Adoption 
Source: Rogers (2003) 
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2.1.4 Perceived Attributes  

There are five attributes mainly identified as characteristics of an innovation upon 

which an innovation is judged. The ability to try out before the actual adoption is 

known as the trailability. If the results can be observed before the actual adoption, it is 

known as the observability. Relative advantage, the third attribute is defined as the 

advantage over other technologies in hand. Complexity refers to the ease of use and 

should not be overly complex to learn about. Compatibility refers to the compliance 

with the values and lifestyle. These variables were given proper definitions at the later 

stage of this Chapter. 

2.2 Other Adoption/Diffusion Theories 

A number of researchers have attempted to use the general theory of innovation/ 

diffusion to develop diffusion theories specific to the field of instructional technology. 

Instructional technology is often referred to as a part of educational technology. It is 

the theory and practice of design, development, utilization, management and 

evaluation of processes and resources for learning  

Two main approaches can be recognized while evaluating diffusion literature related 

to instructional technology. The "top-down" and "bottom-up" models of 

adoption/diffusion provide a directional perspective to the process. If the innovation 

spreads from international to local context, scholars argue that it is the “top-down" 

approach and vice-versa (Glatz 2007).  

2.2.1 Macro and Micro Theory 

This theory is based on the scale of innovation efforts by distinguishing 

between macro-level theories and micro-level theories. Micro-level theories focus on 

the individual adopters and a specific innovation or product rather than on large-scale 

change. Macro-level theories on the other hand, focus on the institution and systemic 

change initiatives in large scale basis.  
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2.2.2 Determinist versus Instrumentalist Theory 

Use of Determinist verses Instrumentalist theory can be found in education related 

new technology adoption. North (1995) has used the theory in relevance to the 

discussion of Internet adoption in higher education.  

Determinists consider technology as the primary source of change to the social 

environment.  Therefore, the technical aspect of the innovation gets the more attention 

because the process is seen as a series of technological advancements. Successful 

adoption/diffusion is the assumed result of an innovation's technological superiority. 

The primary change agent is considered as the innovation‟s developer. 

Instrumentalists view technology as a tool. The main dichotomy among 

instrumentalists and determinists is that the determinists see technology as the most 

powerful force for change, while instrumentalists see social conditions and human 

aspiration as the primary causes of change. The other major difference between the 

two philosophies is that instrumentalists view the growth of technology as an 

evolutionary process, not as a series of evolutions or technological leaps. 

2.3 Diffusion of Innovations 

The Theory of Diffusion of Innovations models how innovations are taken up into the 

society. Rogers (2003) defines the diffusion of innovations as "the process by which 

an innovation is communicated through certain channels over time among the 

members of a social system.”. As explained in his theory, there are four vital factors 

that define how and when an innovation is adopted or rejected over time within a 

given society. Those four factors are explained below. 

2.3.1 The Innovation 

In normal terms, an innovation is a creation resulting from a study and 

experimentation. However, the way how Roger (2003) defines it in adoption study is 

“an innovation is an idea, practice, or object that is perceived as new by an individual 

or other unit of adoption”. According to Rogers (2003) individual‟s reaction to the 

idea of innovation depends on two attributes where the first is perceived newness of 
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the idea and the second is whether the individual thinks that the idea is novel.  The 

end result of “newness” of an innovation is visible as knowledge gained about it, 

persuasion or a decision to adopt.  

Most of the new ideas are related to technological innovations. Sometimes the word 

“technology” is used as a synonym for innovation (Rogers 2003).  Modern 

technologies usually have hardware and software component in it.  Hardware 

embodies the technology as a material or physical object and software consist of the 

information base for the tool (Rogers 2003). Based on these two components new 

business models have been derived. For example some companies sell the hardware 

part with relative lower price and sell the software part at a higher price. This way 

they manage to gain high market share while increasing profits.   

According to Rogers (2003) a technological innovation usually provides sort of 

uncertainty about expected consequences, but also an opportunity to reduce 

uncertainty.  To reduce uncertainty, individual seeks information about the product.  

Rogers (2003) identifies this as “innovation –evaluation information” that will help to 

reduce uncertainty about an innovation‟s expected results. 

2.3.1.1 Perceived Characteristics of the Innovation  

In diffusion theory it looks at the reinvention of products and behaviors, so that it 

becomes better suited to needs of individuals or groups. Then, we get confronted with 

the question why do certain innovations spread more quickly than others? and why do 

others fail? Diffusion scholars recognise five qualities that determine the success of an 

innovation. Those five qualities are discussed below. 

1. Relative Advantage 

This is the degree to which an innovation is perceived as better than the idea it 

supersedes by a particular group of users (Rogers 2003). However, the 

measurement would be how it matters to that group of users, like economic 

advantage, convenience or satisfaction.  There is no absolute rule what would 

relative advantage constitutes with. It totally depends on the domain in 

question and perceptions of the user groups.  
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2. Compatibility 

According to Rogers (2003) compatibility is the degree to which an innovation 

is perceived as consistent with the existing values, past experiences, and needs 

of potential adopters. In other words an idea or a product that is not 

compatible with their norms, values or practices will not be adopted as rapidly 

as an innovation that is compatible. 

3. Complexity 

Rogers (2003) describes complexity as the degree to which an innovation is 

perceived as relatively difficult to understand and to use. According to this 

definition, new innovations that are simpler to understand will be adopted 

more rapidly than those which require developing new skills and 

understandings. 

4. Trialability 

Trialability is the degree to which an innovation may be experimented with on 

a limited basis Rogers (2003). Trialability is a deciding factor because an 

innovation that is trailable will provide less uncertainty of the mind of 

adoptee.  

5. Observability 

Rogers (2003) defines observability as the degree to which the results of an 

innovation are visible to others. This is because observability helps to lower 

the uncertainty of adoption decision. Moreover, it helps to create discussions 

among peer groups when ever others requests information about it.  

According to Rogers (2003) among above said factors, relative advantage, 

compatibility, trialability, and observability are positively associated with the rate of 

adoption, but complexity is negatively related to the rate of adoption. Perceived 

innovation attributes are a powerful predictor and are able to explain 49% to 87% of 

the variance of technology adoption (Rogers 2003). 
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There have been several researches done examining perceived characteristics of 

innovations when explaining their adoption.  For example, Du (1999) contended that 

relative advantage, compatibility, and complexity were factors influencing Internet 

adoption in China. Sund, Kjernsbaek and Brekke (2002) found that complexity, 

relative advantage, and compatibility are relevant to adoption of ERP systems. 

According to Lin (1998), relative advantage was a significant predictor of adoption, 

while complexity was not significantly associated with adoption of personal 

computers. According to Eastlick (1999) positive relationships were found and both 

relative advantage and compatibility were significant when examining interactive 

teleshopping adoption.  

2.3.2 Communication Channels 

As Rogers (2003) defines, communications is “a process in which participants create 

and share information with one another in order to reach a mutual understanding”, and 

a communication channel is “the means by which messages get from one individual to 

another”.  Communication channels are broadly twofold viz, mass media channels 

and interpersonal communication channels.  Mass media channels included with any 

mass medium such as television, radio, and internet etc. This is an efficient way to 

communicate to people in mass scale sending information to potential adopters about 

the innovation at once.  

 

 

Figure 2.2  Number of adopters per time unit 
Source: Rogers (2003) 
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Interpersonal communication plays a vital role as the innovation spreads from early 

adopters to majority audience (Rogers 2003).  This fact is shown in above Figure 2.1 

This is because adoption of new technology products involved with the management 

of risk and uncertainty, it is a person we personally know and trust and who we know 

have successfully adopted the innovation themselves; who can give us the credible 

assurance about the product.  

However, early adopters are an exception to this rule. They always look out for 

advantages and tend to take risks because they are financially more secure, confident 

and better informed about the particular product (Rogers 2003).  They will react as 

they see a well worded news article from a magazine or a newspaper. The rest of the 

population need some assurance from trusted peers in order to take an adoption 

decision that the innovation is risk free and guarantees the benefits. 

2.3.2.1 Media Use 

Lots of adoption researchers have examined the relationship between media use 

patterns and how it relates to the actual adoption or adoption intent. For example 

Dupagne (1999 cited in Kim 2003) has found that mass media use is partially 

significant when considering HDTV adoption. According to Rothe, Harvey and 

Michael (1983 cited in Kim 2003) cable television subscribers spend more time with 

other media. Leung and Wei (1998 cited in Li 2004a) concluded that mass media use 

exert a significant effect on the intention to adopt interactive television in Hong Kong. 

Li (2003) found that there is a significant relationship of magazine reading and 

movie-going of Taiwanese in the intention to adopt electronic news papers. However, 

the adoption of personal computers in the United States had no significant relationship 

with most traditional mass media use, and was negatively related to television 

viewing (Lin 1998). According to the reviewed literature, technology cluster concept 

is visible since cable television and HDTV are functionally similar and serve similar 

entertainment needs that traditional television serves. Considering above facts the 

“intensity of media use” could be a good predictor of technology adoption.  
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2.3.3 Time 

Time is the third dimension in the diffusion theory. Rogers (2003) showed several 

processes are related over the time dimension.  The innovation-decision process 

happens over time; at the end the innovation is adopted or rejected. Innovativeness of 

an individual or other unit of adoption compared with other members of a system is 

assessed by in terms of relative earliness/lateness of the actual adoption.  

2.3.3.1  Innovativeness and Adopter Categories 

According to Rogers (2003) innovativeness is “the degree to which an individual or 

other unit of adoption is relatively earlier in adopting new ideas than the other 

members of a system”. He chose innovativeness as a creation for adopter 

categorization based on the time at which innovation is adopted. Those categories are 

namely innovators, early adopters, early majority, late majority and laggards. In fact 

many diffusion researches conducted by various scholars have used this concept very 

often. Each category has its own tendency to adopt an innovation. Usually the adopter 

distribution is closely bell shaped. This is as shown in Figure 2.2. It follows a normal 

frequency distribution. Rogers (2003) found that the innovators accounts for about 2.5 

percent, early adopters accounts for about 13.5 percent, early majority accounts for 

about 34 percent, late majority accounts for about 34 percent, and laggards accounts 

for the last 16 percent.  This fact is shown in the Table 2.1. He further categorized 

variables of innovativeness and adopter categories in to three segments; namely the 

socioeconomic status, the personality values, and the communications behavior. The 

five segments of adopters are described below.  

 

Table 2.1 Percentages of adopter categories 

Adopter Category Accounted percentage 

Innovators 2.5% 

Early Adopters 13.5% 

Early majority 34% 

Late majority 34% 
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Laggards 16% 

 

Innovators 

 

The adoption process begins with a tiny number of farsighted, innovators. They are 

interested in anything new, which they will quickly adopt, especially if it gives 

them reputation with other innovators. Other than that, they often lavish great time, 

energy and creativity on developing new ideas and gadgets. They take time to talk 

about innovations with others. 'Techies' are a typical group of innovators. They like 

to buy the latest gadgets mostly to show off to other techies, rather than for any 

particular use. Sometimes their seamless affection on new behavior and gadgets 

can make them seem dangerous to the major public. Yet no change can be initiated 

without their energy and commitment.  

 

In order to get the best out of innovators, invite keen innovators to be partners in 

designing and evaluating your project, recruit and train them as peer-educators 

where they can spread the knowledge effectively. 

 

 

Figure 2.3  Product diffusion curve  
Source: A summary of Diffusion of Innovations 
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Early adopters 

 

Once the benefits start to become apparent, early adopters come in to the picture. 

They are on the lookout for a strategic advantage for their lives or businesses and are 

quick to adopt innovations that give advantages and fulfill their personal needs. As 

per Rogers (2003) the early adopter decreases the uncertainty about a new idea by 

adoption it and conveying it to near peers by inter personal networks. 

Generally early adopters are younger, well educated and have higher status than late 

adopters. They are more intelligent and can deal with higher level of abstraction. They 

have their own inter personal networks in their social system.  This adopter category 

has higher degree of opinion leadership. As a result, potential adopters look to early 

adopters for advice and innovation information. Since they are not too far ahead of 

average individual in innovativeness and they serves as a role model for many other 

members of the social system.  Further, they can act as change agents while another 

may consider him as a “person to check with” before adopting the new idea. 

They love getting an advantage over their peers and they have time and money to 

invest. Early adopters tend to be more affluent, successful, have connections with 

others and well informed and hence more socially respected. They are often fashion 

conscious and love to be seen as leaders. Early adopters enjoy the admiration of 

others in their adoption of new ideas. Social prestige is one of their biggest drivers. 

Their natural desire to be trend setters causes the “take-off” of the innovation. Others 

watch to see whether they prosper or fail, and people start talking about the results. 

Early adopters like to talk about their successes. What early adopters say about an 

innovation determines its success. Early Adopters pay particular attention to 

Innovators as they are a good source of the 'next great idea'. One aspect of early 

adopters is that they aren‟t bound to a particular idea or a product and will thus drop 

one thing if another looks like it will be more advantageous.  

Some talk about two types of early adopters. The „loner‟ type is not concerned about 

others; they just want something to give them advantages over others. This kind of 

people can be seen in typical business communities, who have enough money and 

independence to peruse their own dreams despite the negative concerns from other 
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peers. The second type of early adopter is a social and opinion leader and they get the 

liberty to exhibit the independence by early adoption, standing out from the crowd. 

Because of the influence of interpersonal networks, early adopter's followers may well 

jump onto the bandwagon and also adopt the idea. 

 

It is easy to recognize early adopters. They‟re the first people in your living area to 

buy laptops for their kids, purchase cable television for their homes or install solar 

panels.  

 

Below mentioned points may be useful while working with early adopters. 

 Carefully chose limited number of early adopters and offer strong face-to-face 

support to trial the new idea or product. 

 Observe these trials carefully to discover how to make the idea more 

convenient, low cost and marketable. 

 Reward their personality by inviting to special occasions or giving media 

coverage. 

 Maintain relationships with regular feedback and refine the marketing 

strategies. 

 

 

Early majority 

 

After passing early stage of the adoption it may eventually reach the majority 

audience. Some compare early majority to herd of cattle or flock of sheep. Where one 

goes the others will follow. But the real question is who to move first, take the first 

step. Because of this problem they often hold back. One reason for this is their social 

or business position does not free them to adopt without the approval of others. 

 

Majority audience is generally comfortable with moderately progressive ideas, but 

they need solid proof of benefits. They get influenced by mainstream ideas but 

suspicious of new trends. They always look for industry standards, look for 

certificates, and adopt products endorsed by other respectable people. 
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These majorities are cost sensitive and dislike risks. They are looking for less 

complex, proven, better ways of doing what they already do. They required off-the-

shelf performance, minimum disruption, minimum learning and minimum 

commitment and rapid paybacks. They feel uneasy about complexity. Normally they 

haven‟t got time to think about new products. They are too busy with their day-to-day 

activities and running their businesses. If they do have spare time they‟re not going to 

spend it to explore new products instead they search for proven, user friendly and 

plug-and-play products.  

 

A good strategy to get them into business is to segment them further, finding a hidden 

second diffusion lifecycle. By finding less reluctant early majority or innovators 

within early majority segment you can quietly get your idea adopted by those people. 

 

Points mentioned below will help to work with early majority 

 Use conventional advertising and media stories featuring endorsements from 

popular, credible people. 

 Ensure performance. 

 Lower the entry cost. 

 Offer give-aways or competitions. 

 Redesign products to maximize ease and improve simplicity. 

 Provide strong customer service and support. 

 

 

Late majority 

 

Late majority are traditionalists who are uncomfortable with new ideas and hate risks. 

In general they are very much similar to early majority in many ways; they just drag 

their feet more. They also have less money available and will wait for any cost to fall 

rock-bottom. They typically shop at lower-cost stores and buy own-brand clothes. 
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Practically their only driver is the fear of not fitting in; hence they will follow 

conventional fashions and established standards. They normally have an internal fear 

of new adoptions and easily influenced by laggards. 

 

Some points how to work with the late majority are shown below. 

 Focus on promoting social norms rather than just product benefits. Because 

they like to see that other conventional people talk and think exactly like them. 

 Keep refining products to increase convenience and reduce costs. 

 Emphasize on risk-free when marketing. 

 

Laggards 

 

Laggards lie on vary far end of the diffusion curve. They perceive high risk in 

adopting a particular product or behavior. When it comes to adopting a new product 

they become so worried; they stay awake all night thinking up arguments against it. 

  

In the early stages, when you are focusing on early adopters, you can probably ignore 

the views of laggards. The best approach in these times is to find a way around them 

and isolate them. But when you face with late majorities you‟ll need to start 

addressing their criticisms, because late majorities share many of their fears. Not very 

often you can convert laggards. But if you were able to do it they will become your 

assistant and your promoter.  

 

Some points to consider when working with laggards are shown below. 

 Give them high levels of personal control when they decided to adopt the 

product or new behavior. 

 Assist them to build up their familiarity with new products or behaviors.  

 Let them see other laggards successfully adopting the innovation.  

 Since personality of these people varies person to person, it is vital to know 

which one you are addressing.  

 Remember not to address them all at once. You will have to have quite 

different products or behaviors for different groups. 
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2.3.4 A Social System 

Rogers (2003) defined a social system as a set of interrelated units that are engaged in 

joint problem-solving to accomplish a common goal. Individuals, organizations or 

informal groups or subsystems may be the units of a social system (Rogers 2003). The 

social structure of the system affects the diffusion of the innovation. The norms of the 

system, roles of the opinion leaders and change agents are some of the social system 

dependent attributes. 

2.4 Demographic Profile 

Several past adoption researchers have found out that there is an association between 

demographics and new media adoption (Leung & Wei 1998 cited in Cheong 2002; 

Rogers 1995; Lin 1998).  Summary of these findings shows that new communication 

technology adopters are more upscale, better educated and younger than non adopters.  

According to Rogers (2003), this is because higher education level enables people to 

be more aware of new technology benefits; higher income levels makes room for new 

technology try outs; and young people are more adventuresome in trying out new 

innovations. Demographics differences were also found among adopters, likely 

adopters and non adopters in United States while examining the rate of personal 

computer adoption at its early stages (Lin 1998).  Another adoption research done by 

Li (2004b) reveled that at its early stage of diffusion (6.5%) of internet shopping, 

there is a significant difference among adopters, likely adopters and non adopters in 

terms of education, income ,and gender. Leung and Wei (1998 cited in Cheong 2002) 

also found out similar results in their study of Interactive TV adoption in Hong Kong. 

Nevertheless, demographics tend to play a lesser role when an innovation reaches 

high penetration levels (Rogers 2003). A good example for this is the research done 

by Atkin and LaRose (1993 cited in Cheong 2002). They found that when cable 

television had penetrated more than 60% of United States homes, demographics 

played a much less important role than other variables examined with relevant to 

adoption.   
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2.5 New Media Ownership 

Modern technology offers wide range of functions and since these technologies tend 

to fulfil people‟s needs they adopt these technologies. This suggests that compatibility 

with users needs is a deciding factor in predicting technology adoption.  Past 

researches conducted in technology adoption has found that previous experience in 

other technologies will encourage new similar kind (functionally similar) of 

technology adoption (Rogers 2003; Li 2004a). According to Lin (1998) 

communication media sharing certain functional similarities may create tendency to 

adopt other similar technologies, assuming that other influential factors such as price 

remains constant. His findings showed that communication technology ownership 

(e.g., satellite dish, VCR, video camera, compact disc player, laser disc player, video 

game player, electronic pager, electronic personal organizer, answering machine, 

cellular telephone, fax machine, word processor, cable TV subscription, premium 

cable TV subscription, DBS subscription, and voice mail subscription) is an important 

predictor of the personal computer adoption rate. This is further confirmed by the 

concept of technology cluster (Rogers 2003) which has influenced in adopting similar 

kind of technologies. Atkin (1995) contended that adoption of entertainment oriented 

telephone services has close relationship with use of entertainment technologies than 

information technologies. Ettema (1984 cited in Kim 2003) found that adoption of 

other innovations affected the adoption of test services. Leung and Wei (1998 cited in 

Li 2004a) found that cable television and internet subscribers have more tendencies to 

adopt interactive television than non subscribers. Atkin (1993 cited in Li 2004a) 

contended that cable television subscription is positively related to the use of 

entertainment media, but has no relationship with interpersonal media. Dupagne 

(1999 cited in Kim 2003) showed that there is a positive relationship of adoption of 

HDTV with home entertainment products. According to Li (2003) ownership of 

information based and interpersonal technologies are related to the adoption of 

electronic newspapers in Taiwan. However, it was not related to ownership of 

entertainment oriented technologies. Reagan (1987 cited in Chan-Olmsted 2006) 

found that adoption of telecommunication technologies was predicted by the use of 

other similar technologies and user attitudes towards them. Lin (1996) found out there 

is a relationship of owning communication related technologies when considering 
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personal computer and internet adoption. He concluded that communication 

technology ownership differs significantly among adopters, likely adopters and non 

adopters.  

2.6 Perceived Needs  

Many adoption researches have considered assessment of need fulfilment as a 

deciding factor for technology adoption.  Sometimes audience needs were much 

powerful than demographics as depicted by Lin (1998) during his research on 

personal computer adoption and internet use.  Picture quality, sound quality and 

screen size were used during the study of HDTV adoption by Dupagne (1999 cited in 

Chan-Olmsted 2006). In the study of online game adoption done by Chang et al. 

(2006) have considered perceived needs as a deciding factor. They have found 

significance differences of individual needs among adopters and non adopters. 

2.7 Perceived Resources 

The concept of perceived resources under this study refers to the evaluation of 

financial resources available to complete the buying transaction. This evaluation will 

be between one‟s perception of the product‟s intrinsic value and its actual monetary 

cost. Lin (1998) found that this variable was a significant predictor of PC adoption. 

Further, this factor was included in the intention to adopt DTV in United States 

(Chan-Olmsted 2006) and found to be significant in the early stage of adoption.  

2.8 Diffusion and Adoption of Other New Technologies 

During past decades, we have met various new communication technologies. 

Technologies such as radio, Video Cassette Recorder (VCR), cable television, 

personal computer, digital TV, HDTV, internet, mobile phone, Personal Digital 

Assistant (PDA) were frequently talked about in various studies. 

 

Diffusion of innovation theory is the dominant paradigm for explaining innovation 

adoption in communication studies. This has been applied to various new technology 

adoption studies such as computer (Lin 1998), cable television (LaRose & Atkin 
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1988), internet (Ferguson & Perse 2000), HDTV (Dupagne 1999), and online 

shopping (Koufaris et al. 2002). 

 

As stated above from television to internet, various technology adoptions have been 

researched by various researchers. Since satellite television is also an entertainment 

and information oriented technology, this study believes that previous adoption 

studies pertaining to those characteristics may be helpful in examining various factors 

influence the satellite television adoption. 

 

2.8.1 Internet Adoption 

Since the in internet has become an important necessity in daily life, it has become 

most rapidly growing new mass media. Internet has grown significantly during the 

past decade, particularly with respect to its use as a tool for communication, 

entertainment, information and online shopping. So, compared with satellite television 

internet tends to fulfill some similar needs that satellite television does.  

 

Papacharissi and Rubin (2000) used uses-and-gratifications perspective to examine 

predictors of Internet use in terms of social and psychological background, age and 

unwillingness to communicate. Furthermore, the study examined perceptions of 

media attributes and social presence as well.  Moreover, they examined how internet 

use motives influence behavioral and attitudinal outcomes of internet use. They found 

that interpersonal utility and passing time was the highest correlation among Internet 

motives. Findings of the relationships between internet motives and the social and 

psychological background revealed that unavailability of other channels motivated the 

use of internet as a functional alternative. 

  

Ferguson and Perse (2000) carried out a study on World Wide Web (WWW) as a 

functional alternative to television. Therefore, they investigated the similarities of 

television viewing and internet surfing.  The outcome of the study showed that most 

significant motives for visiting WWW were entertainment and passing time. Internet 

can compete with television in many ways. The conclusion was that WWW and 
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television viewing are functionally different; the web may not become a functional 

alternative for watching television for relaxation.   

 

Another study conducted on adoption of internet by Atkins et al. (1998) used several 

variables to explain the adoption. Media use, new media ownership, and 

communication needs and social locators were among them. Among social locators 

age, level of education and level of income were significantly associated adoption of 

internet. He also found that communication needs was not related to Internet access. 

 

A study conducted by Du (1999) examined Internet diffusion in China. The main 

objectives were to find out the factors affect the Internet adoption and Chinese 

internet usage patterns. He study revealed that early adopters of Internet were young 

males. Furthermore, they were well educated, single and had higher income levels. In 

addition, Du (1999) contended that under the category of technology attributes, 

innovativeness, relative advantage, complexity were significant predictors. 

Furthermore, resources, internet content, speed, and ISP service quality affected 

internet adoption in China.  

 

A study on Internet diffusion by Carrie et al. (2002) in Japan considered cultural 

difference in Internet diffusion. Findings suggested young males were more likely to 

adopt the Internet. Furthermore, individualism, power distance and uncertainty were 

contributed to the differences in adoption of Internet. 

 

2.8.2 Personal Computers Adoption 

People use personal computers to seek information and for entertainment oriented 

purposes. In that perspective it fulfills similar needs that satellite television does. 

Therefore, the author decided to review literature of personal computer adoption. This 

study expects that previous researches about adoption of personal computers will 

provide important implications for examining satellite television adoption.  
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Almost every diffusion study has reviewed computer adoption literature. Some 

examples are the study done by Dickerson and Gentry (1983) and Lin (1998).  

 

Lin (1998) assessed the adoption of computer as an interactive multimedia 

environment and information medium. Findings revealed communication technology 

ownership, innovativeness needs, complexity, media use level, and demographics 

would affect adoption of personal computer. In addition education, ownership of 

communication technology, the perceived advantage, and need for innovativeness 

were the significant predictors of computer adoption. 

 

Dickerson and Gentry (1983) examined the nature of the adopter of home computer 

and suggested three predictor constructs to profile the adopter viz consumer creativity, 

demographic characteristics and previous experience. Findings showed that adopters 

were older, more affluent, well educated and home owners. In addition they showed 

consumer‟s creativity and previous experience were significantly related to the 

adoption of home computer. 

 

Another adoption research done by Dutton et al. (1987) also researched adoption of 

personal computer and patterns of use.  Findings of the study are as follows.  

 

 Level of education has a strong relationship with adoption and use of home 

computing.  

 People use computers to learn how to use a computer. In addition it is used to 

accomplish various tasks (i.e. Word processing, playing video games).  

 Early research on home computing highlighted the use of computer for 

education and entertainment over the use for work at home. 

  The potential social impacts are exemplified by contemporary shifts in time 

use in adopting households. 

 They suggested further investigation for earlier findings. They suggested 

revalidating negative impacts of home computing such as computer addiction, 

social isolation, less sleep, and family conflicts. 
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 As the technology matures, reinvestigation is needed concerning home 

computing as communications technology at home. 

 

2.8.3 Other New Technologies Adoption 

A study (Dupagne 1999) has been conducted in a large U.S. southeastern metropolitan 

area to investigate the characteristics of potential High-Definition Television (HDTV) 

adopters. Research investigated the effect of demographics, ownership of home 

entertainment products, mass media use and importance of television attributes on 

HDTV awareness, interest and purchase intention. Revealed results were in agreement 

with diffusion theory. According to Dupagne (1999), demographics viz education, 

income and sex (male) were positively related to HDTV awareness, whereas age was 

negatively related to awareness. Newspaper use and the number of home 

entertainment products were significantly related to HDTV awareness and interest. 

Sports viewing and importance of screen size were positively related to HDTV 

purchase intention.  

A study was carried out by Garramone et al. (1986) to investigate the predictors of 

motivation to use Computer-Mediated Political Communication Systems (CMPCS). 

Demographics, needs, traditional political participation, satisfactions obtained from 

traditional political participation and satisfactions anticipated from CMPCS use were 

considered as the independent variables under investigation. Eventually, needs and 

satisfactions anticipated from CMPCS use had become the only significant predictors 

of motivation to use CMPCS (Garramone et al. 1986). 

In a study, (Lin & Jeffres 1998) designed to examine the factors influencing the 

adoption of multimedia cable technology, Lin and Jeffres (1998) came into a 

conclusion that existing patterns of media use and media content satisfaction will be 

significantly related to the decision to go ahead with an active functional switch 

between an existing and emerging medium. 

Okolica and Stewart (1996) conducted a study to examine the factors affecting the use 

of voice mail. Perceived usefulness, individual innovativeness, and training were 

positively related to use of voice messaging. 
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A study with a different focus, i.e. post-adoption behavior in the context of online 

services was carried out by Parthasarathy and Bhattacherjee (1998). Their study was 

to investigate the factors (communication channels, utilization level, perceived 

innovation attributes, network externalities, and reasons for discontinuance) leading to 

discontinuance in the online services industry. 


