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6. DISCUSSION AND CONCLUSION 

This chapter discusses the findings of the study. It will attempt to elucidate the 

findings congregating outcome deductions, focusing to the research topic. Following 

this, the possible recommendations for the problem in hand will be stated. 

Achievable, prospective future studies will be presented, followed by the 

Conclusions. 

6.1 Discussion 

This study compared satellite television adopters, potential adopters and non adopters 

in terms of demographic profile, perceived benefits and characteristics, media use, 

and related media ownership.  

Among three adopter groups, non adopters were significantly older than their adopters 

and likely adopter counterparts. In other words, percentage of older age category of 

non adopters was the highest percentage. On the other hand there were high 

percentages of younger people who were still evaluating the technology. The situation 

was same for the middle aged category having high percentage (54.7 percent) at the 

evaluation stage. In the older aged category, adoption percentage was higher than 

potential adopters. Overall, there are potential market segments lie in younger and 

middle age categories.  

As the findings depicts, when the level of education increases the rate of adoption also 

increases. The highest non adoptive rate was reported from the lowest education 

category.   There were above 43 percent of potential adopters possessing diplomas.  

We could suspect that this could be mainly due to the lack of awareness and 

knowledge of the satellite television services available. Lack of knowledge about the 

technology creates uncertainty in persons mind. Lack of awareness about the 

environment could create misleading judgments about satellite television services.  

Although the adoption rates were high for the categories of the degree holders and 

post graduates, there was even higher percentage still in evaluation or decision stage. 

This could be related to their busy lifestyles, where they find it difficult to allocate 
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adequate time to watch even normal television. This argument was put forward quite 

frequently by the participants during data gathering. 

The relationship with income was not a strict linear pattern. The highest income level 

showed a decrement of adoption rate and up to that point the adoption rate was a 

leaner one. When comparing the income category four and five it was found out that 

adopter rate of category four was higher than the potential adopter rate, which is not 

the case with the highest income level. In the highest income category, potential 

adopter rate was significantly higher than the adopter rate. This indicates that still 

there is a segment of higher affluent people that have not bought satellite television 

services.  There is no clear indication for the above finding, but when analyzed the 

internet usage time there is a significant different among category five and other 

categories where people who are in category five seems to be heavy Internet users. 

They may get fulfilled their information and entertainment needs through the Internet 

or simply they do not have enough time to watch television because of heavy 

computer usage.  

Innovativeness of the adopters and non adopters differed significantly and this was 

same for the potential adopters and non adopters. There was a marginal difference of 

means between potential adopters and adopters. According to this finding, the entire 

respondent base could be divided in to two homogenous subsets putting non adopters 

into the first subset and both potential adopters and adopters into the second subset.  

According to the findings, non adopters are not like to explore and keep up with new 

technologies and also not willing to pay for new technologies.  

Media ownership was inspected from the perspective of functional equivalence to the 

adopting technology. Selecting such technologies was governed by media cluster 

concept. The idea was to select technologies that fulfill similar needs same as the new 

adopting technology. Therefore, some common entertainment and communication 

technologies were selected and inspected across three different adopter categories. 

According the findings, adopters owned the highest number of technologies than 

potential adopters and non adopters. Least mean lies with the non adopters. Anyhow 

looking at the results, it was clearly visible that two homogeneous subsets could be 

derived dividing non adopters to a one group and the other two categories to another 
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group. This finding confirms the media cluster concept that was used in many 

technology adoption studies. 

There was a very subtle difference in perceived relative advantage between potential 

adopters and adopters. The same is true for compatibility as well. Adopters and 

potential adopters perceived satellite television is more advantageous than non 

adopters. They also indicated the technology is far more compatible than non 

adopters. Furthermore, non adopters perceived satellite television is more complex 

than adopters. These findings confirm the significance of the characteristics of the 

technology that were discussed in diffusion of innovations theory. 

As expected, the relationship of perceived resources with the adoption is significant in 

arrayed descending fashion, with non adopters followed by potential adopters and 

adopters. Non adopters perceived that they cannot afford satellite television services 

with the current market prices. Similarly potential adopters also exhibited that they 

also have to pay high price at the moment and they will think about purchasing in the 

near future. According to the findings, even though the availability of purchasing 

schemes such as easy payment purchasing and interest free offers may not be very 

much effective unless the perception of the people is changed by the service 

companies. They must create and highlight the benefits that consumer can get over 

and over opposed to the cost factor if they are to attract more customers. If they do so, 

they will be able to attract and lock in the large potential adopter base before the 

competition gets stiffer with other similar technological innovations.  

Experience with the current analogue television services seems not a good one for the 

television viewers. That is why most of the consumers highlighted the picture quality 

as the first preferred benefit they are looking for from the satellite television services. 

Furthermore, audio quality was also included in the highly preferred benefit mix 

along with the content choices and variety of program choices. Not everyone can 

enjoy the current analogue transmissions at the expected level of quality due to 

various factors. Geographical factors contribute heavily for such disturbances. 

Furthermore, people have to buy and setup their own antenna in order to receive 

signals. In this regard satellite television services have the upper hand with the ability 

to receive signals from anywhere within the country with contrast to other television 
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services.  Availability of premier contents is also an added advantage for the 

technology with variety of content choices. Some people had a desire to go for bigger 

screen sizes and with the help of the satellite television they were able to achieve it 

without degrading much quality expectations. Availability of program guides with a 

single push of a button reached a near significance (0.056) as the least desirable 

feature among the selected benefits.  

Findings of the use of various media in relation to satellite television adoption 

revealed DVD watching is the only significant media. This could be an indicator of 

entertainment oriented adoption. In local context, it is visible that many people hire or 

buy entertainment oriented DVDs heavily which are mostly contained with films and 

music as opposed to informational DVDs. Web surfing did not reach up to the 

expected significance value may be due to the low level of internet penetration.  

6.2 Recommendations  

As a satellite television service provider, it is vital to get to know about the 

perceptions the consumer poses about the technology as a whole. This could be a 

critical factor in order to survive in highly competitive environments.  

When inspecting demographics with relation to the satellite television adoption, there 

was a large percentage of young and affluent people still have not decided whether 

they should purchase the technology. This fact was proven by the first hypothesis that 

was tested which defined the relationship between age and adoption. Still they think 

satellite television services are better than regular television and it is more compatible 

with their lifestyle. Further investigation revealed that they perceive product cost is 

relatively high. This was again proven by the last hypothesis that defined the 

relationship among perceived product cost and adoption. So the service providers 

must change the mind set of consumers in such way that buying decision should be a 

function of a product value but not the product cost. 

Another finding (answer to the research question two) revealed that use of mass 

media like television watching, news paper reading and radio listening did not have a 

significant impact on buying decision. Since many service providers use these mass 

media types for disseminating information, the only possible conclusion is that those 
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mechanisms are not effective enough. Thus, strengthening the advertising 

highlighting the essential benefits could be a critical success factor. 

Complexity was near significant (p=0.061) in the final predictor model. According to 

the tested hypothesis number seven, non adopters and potential adopters perceive the 

technology is somewhat complex than regular television. Therefore, strengthening the 

technology assistance services and customer care services is advisable.  

According to the final regression model, most of the consumers are looking for high 

picture quality (p=0.004) compared to normal television and they mostly purchase the 

technology to fulfill entertainment oriented needs. This fact was proven by the 

significance of DVD watching (p=0.016).  Thus, ensuring the high picture quality and 

having a balanced content mix in the product portfolio is always advisable. 

As an additional finding, some respondents have stated that it could come in handy if 

features like rewinding facilities and time shift television could be incorporated to the 

existing service portfolio. 

6.3 Future Study 

As the level of penetration increases and the technology matures, it could be useful to 

re-validate the predictors of satellite television adoption again in a couple of year‟s 

time. Furthermore, it would be useful to examine level of satisfaction of a particular 

consumer with a satellite television services and carry out a study about continuers 

and discontinuers of the service.  

6.4 Limitations of the Study 

As in most of the researches, this study also has several limitations.  

First, this current study selected a convenient sample where the subjects were younger 

and relatively affluent. This skewness may introduce biasness when deriving 

conclusion for the general population. On the other hand selecting a truly random 

sample may not be a success due to the low penetration rate of the satellite television 

services. 
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Secondly, some of the respondents answered the questions measuring variables like 

relative advantage, compatibility and complexity without real life demonstration of 

the actual technology. So the measurements of such variables could be subjective. 

Therefore, this is also could be highlighted as a limitation in the study. 

Third, finding similar research at least from the South Asian region was not a success; 

studies from the western countries could be found initially. However, the author was 

able to find out some similar researches from the East Asian countries eliminating the 

constraint. 

6.5 Conclusion 

The present study explored viewer perception and the factors influencing the adoption 

of satellite television. As a person living in rapidly changing new media environment 

it was important to find out what factors affect the adoption of innovations.  

Having this intention, this study examined the importance of demographic 

characteristics such as age, gender and income, perceived benefits, ownership of 

similar technologies, perceived technology characteristics and personality traits. 

Findings of the study generally confirmed the expected relationships among all 

dependent and independent variables that were included in the proposed conceptual 

framework. Some of the hypotheses were supported, while other hypotheses were not 

supported.  

The researcher assumes that findings of this study will provide insight information 

about the local satellite television market. Furthermore, it is hoped that these findings 

will help service providers to identify and target potential adopters more effectively. 

Moreover, this study will provide useful information for future studies in the context 

of Sri Lankan satellite television services.  

 


