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Abstract 

Advertisement is well known and probably the most used form of promotion in 

marketing. Till now Traditional Television is the most common medium of video advertising. TV 

advertising can create emotional as well as visual impact on audience's mind. Due to these 

characteristics it's become a powerful and lucrative media for advertisers. It is essential to match 

advertisements with their audiences, a move that gives viewers a more engaging experience and 

advertiser's bigger revenue. Traditional Television marketers are facing challenges because of 

multi-platform distribution and that fragments the target audiences. The biggest drawback of 

traditional Television is that it is inherently difficult to TV advertisers to target the precise 

audience. Advertisers need to be very clear about their targeted customer, so that the right 

message can be conveyed to the right people in right manner Though traditional Television is the 

most common medium of video advertising, drawbacks are also there. Through Addressability 

and Interactivity, Television system can overcome these drawbacks. This article tries to find out 

the factors which affect the acceptability of Interactive Television. It also tries to focus on benefits 

of addressable advertisement and how it can help advertisers and viewers too. 

Keywords: Interactive Advertising, Perceived usefulness, Technology Acceptance Model, 

Addressable advertising. 

Introduction 
The task of adverting is to communicate with 
the unknown but omnipresent customer, in a 
language understood by him in the media 
which is preferred to him so that he can get an 
'Opportunity to See' the advertisement. Also 
the customer convincing function of is part of 
the creativity of the advertisement, its 
attractiveness and its eye-catching ability. 
The customers are people of different layers 
of the society, the advertisers should aware 
about the market segment closest to using his 
product. For this purpose he needs to have a 
thorough knowledge of different methods 
market segmentation and the media most 
relevant to that segment. Different types of 

media for advertising are Newspapers, 
Magazines, Yellow pages. Radio, Television, 
Direct mail. Telemarketing, Speciality 
advertising and most recently Interactive TV. 

Electronic media relates to Television, radio, 
video cassettes etc. Television has made a 
biggest impact on customers as a media for 
advertisement. Viewer-ship of Television has 
increased many times because of satellite and 
cable technology. Content, Coverage and 
Commercials the three C's driving the quest 
for a better business model and revenue 
picture. Once they've grown their subscriber 
bases and audience the natural progression is 
to seek advertising deals and income that 
strength the bottom line. 
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Television as an Advertising 
Medium 
Now a day's Television (TV) becomes one of 
the most commonly used media for 
advertisement because visual impact of the 
media is very much powerful. Due to live 
demonstration of product in TV advertising it 
is easier to handle the product for customer. 
Commercials are made using the latest 
filming techniques to capture the attention of 
the viewers. But the necessary thing is 
meaningful strategy backed up by a strong 
creative idea. Advertiser's message should 
able to provide them the information they 
want, a solution to their problem, a situation 
with which they can identify and to entertain 
them. A commercial must open in such a way 
that further viewing is ensured. 

Singhal et Al. (1988) has said, in India TV was 
introduced as an experimental educational 
service in Delhi in 1959, with regular daily 
broadcasts beginning in 1965. Between 
1972 and 1975, TV transmitters began 
broadcasting in Bombay (recently Mumbai), 
Srinagar, Amritsar, Pune, Calcutta (recently 
Kolkata), Madras (recently Chennai) and 
Lucknow. Before the arrival of satellite 
channels Door-Darshan (DD) ruled the scene 
with monopoly terrestrial transmission. DD 
was the only channel available followed by 
DD2 or Metro. "In India the first commercial 
TV spots were aired in 1976, and in 1980 the 
first advertising sponsors were allowed. The 
TV programme Hum Log helped launch 
commercially-sponsored programmes on 
Door-Darshan. Maggi 2—Minute Noodles, a 
nestle product, was launched in a major way 
in 1984 via TV advertisement in Hum Log. 
The production of Maggi Noodles increased 
from 1,600 ton in 1983 to 2,600 tons in 1984, 
4,200 tons in 1985 and about 5,000 tons in 
1986. The successful experience of the 

commercial sponsors of Hum Log with Maggi 
Noodles convinced other advertisers that TV 
programme sponsorship was a promising 
investment. Door-Darshan had an almost 
200-fold increase in its annual revenues 
through advertising spots since going 
commercial, from US$ 640,000 in 1976 to 
US$130 million in 1987". 

Pleshette (2003) explained us some key 
features of Television through which it placed 
as one of the most preferred media. Those 
features are - it permits to reach large 
numbers of people on a national or regional 
level in a short period of time , independent 
stations and cable offer new opportunities to 
pinpoint local audiences ,TeIevision being an 
image-building and visual medium, it offers 
the ability to convey our message with sight, 
sound and motion, but there are weaknesses 
too, like, message is tc .iporary, and may 
require multiple exposure for the ad to rise 
above the clutter , preferred ad times are 
often sold out far in advance, limited length of 
exposure, as most ads are only thirty seconds 
long or less, which limits the amount of 
information you can communicate. 

Problem definition 
Addressable Advertisement is not new. 
Addressable advertising is the way of 
communicate a commercial to a customer 
based on their address. It has been exercised 
for many years in different forms, such as 
direct mail. But the current addressability is 
associated with TV advertisement. Through 
Interactivity and Measurability feature of 
Addressable advertising, marketer can 
p r e d i c t the e f fec t iveness of t h e i r 
advertisement. It is a method of delivering 
particular message to a target demographic 
by cable or satellite set-top boxes. Earlier 
audience was not fragmented as it is now 
amongst the several channels. Previously 

PES Business Review 
Volume 10, Issue 1, January 2015 

16 



Door-Darshan had the increasing share of 
advertising revenue, but that was later 
shared with satelHte channels. With such 
jumble twenty-four hour programmed 
channels; it is increasingly difficult to get the 
viewers to watch commercials and its 
message. The biggest drawback of traditional 
Television from the advertisers view point is 
that, it is inherently difficult to TV advertisers 
to target the precise audience. It is essential 
to match advertisement with their audiences, 
a move that gives audience a more engaging 
experience and advertiser's bigger revenue. 
From viewer's point of view the drawback is 
that they are bombarded by irrelevant ads in 
every c o m m e r c i a l b r e a k . T h r o u g h 
addressability of Interactive TV marketers 
can reach to their target audience as per the 
target segments. 

Literature Review 

Conceptual Background 

Interactive TV has characteristics of both 
information and media technology, for this 
reason we can say it's a convergent of those 
two technologies. It broadcasts different 
contents to subscribers via IP network. As 
such, Interactive TV using intent should be 
described in part by the technology 
acceptance model, TAM [Davis, 1989). TAM 
hypothesizes the effects of external factors on 
intention to use by perceived usefulness 
(Gefen, 2003; Talyor and Todd, 1995; Shin et 
al., 2008) and perceived ease of use 
[Venkatesh and Davis, 2000). TAM has been 
demonstrated its robustness through a range 
of empirical research in IS study (Davis et al. 
1989; Legris, 2003) and applied across a 
variety of IT areas. The original factor 
Perceived ease of use (PEU) was defined as 
"the degree to which a person believes that 
using a particular system would be free of 

effort". Perceived usefulness (PU) was 
defined as "the degree to which a person 
believes that using a particular technology 
would enhance his or her performance" 
based on the definition of TAM study [Davis, 
1989). As per previous studies, PEU and PU 
were directly or indirectly associated to 
Behavioral Intention (BI) [Davis, 1989; 
Karahanna et al., 1999; Venkatesh and 
Morris, 2000; Moon and Kim, 2001). 

Perceived enjoyment can be defined as the 
degree to which a user perceives a system to 
be enjoyable in its own right after using it 
[Davis, 1989; Karahanna, 1999; Morris& 
Dillon, 1997; Segars & Grover, 1993; Yi & 
Hwang, 2003). Previous TAM research 
exposed that enjoyment is one of the most 
important factor of intention [Sun & Zhang, 
2006a, 2006b; Yi & Hwang, 2003). Moreover, 
key purpose of TV is pleasure and enjoyment. 
Many research demonstrated that perceived 
enjoyment positively affected a user's 
attitude [Shin, 2008).Particularly, in case of 
interactive TV, TV features are enjoyment of 
using and ease of inducing interest [Kim& 
Moon2001). 

It is assumed that Perceived price level and 
perceived enjoyment is will to play the most 
significant role in TAM acceptance [Weniger, 
2010). 

Similarly, other research [Fogelgren-
Pedersen, 2005) has shown that stability of 
connection and geographical coverage are 
important factors of perceived relative 
advantage in wireless broadband. The 
perceived enhanced utility of mobile services 
is a powerful variable motivating use of 
t-commerce. Though previous researches 
demonstrated important perceived 
variables, they still did not find factors 
particular to convergence technologies [Shin, 
2009). 
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In teractivity Related Research 
Interactivity is an intermediate component 
between a customer / prospect and company. 
Information technology may be only 
mediators which facilitate interactive 
communication. Interactivity comes as a 
result of changing environment and growing 
demand of customers' to get personalized 
services / products (Virvilait et al., 2005). 
Cutler (1990) describes the new interactive 
media as media that facilitate the chance to 
instantaneously advertise, accomplish a sale, 
and collect payment. Interactive marketing 
exposed new approach including new 
thought both in business and in management 
and marketing. Interactive marketing is 
treated as management of interaction, 
relations and networks. 

The definition of interactivity may change 
according to the situation [Johnson et al., 
2006).Many researchers (Hoffman and 
Novak, 1996; Stromer-Galley, 2004) 
classified interactivity in three aspects: user-
media interactivity, user-information 
interactivity, and user-user interactivity. 
Another study (Liu and Shrum, 2002) 
suggested three-dimensional interactivity 
c o n c e p t (Active c o n t r o l . Two-way 
communication, and Synchronicity). Earlier 
studies into interactivity was mostly 
concentrated on the process of information 
exchange (Rafaeli, 1988; Rafaeli and LaRose, 
1993; Zack, 1993), as well as on particular 
chat rooms or search engine response 
characteristics that serve to increase 
interactivity (Shin, 2011). Interactivity is the 
level of participation to modify the contents 
and form of real time media (Steuer, 1992). 

The meaning of Interactive marketing is 
development of several forms of interaction 
and cooperation trying to find out prospects 
and establish a dialog with them. Through 

computer technology marketer now can do 
micromarke t ing and can control of 
marketing relationships better (Peattie et al., 
1997). Interactivity is based on new IT which 
enables synchronous mutual communication 
during which a customer is engaged into the 
process of active mutual cooperation 
(Virvilait, 2005).Being a fresh marketing 
concept, interactive marketing exposes value 
of a long-term interaction between the 
marketer and a customer. It allows customers 
to choose program and interact in a two-way 
mode with the service delivery system. 

New media has shifted the connection 
between customers and company. The rise of 
user created media has turned customers 
into content generators. Shift of power 
relations have not only modified the 
customer's expectations, but also have 
changed buying decision making. Signs that 
users are shifting their media usage are well 
established and there is extensive evidence of 
a decline in conventional media habits 
(Danaher and Rossiter, 2006; Higgs, 2008). In 
r e s p o n s e , compan ie s a re chang ing 
expenditure away from conventional media 
and searching for new media options, which 
are often untried(PQ-Media 2006). The fresh 
media environment is not only just a new 
direction of reaching customers, but has 
transformed many aspects of marketing -
from segmentation, targeting positioning, 
d i s t r i bu t ion , cus tomer r e l a t i onsh ip 
management (CRM) and the consumer value 
chain. 

Hyper -segmentation is now a reality due to 
technological developments (Christian, 
2005).Companies can use interactivity to 
query prospects throughout information 
interactions, thereby continuously rectifying 
the consumer profile (Higgs, 2008). Every 
successive interaction is able to yield rich 
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data enabling continuous micro segmenta
tion. In the interactive media industry and in 
CRM literature this process is also referred to 
as progressive profiling (Christian, 2005; 
Dureau, 2004; Gal-Or, 2006). For gathering 
information on v^atching patterns and ad 
preferences addressable advertising exploits 
the potential of personal video recorders 
(PVR).Interactive media offer customers new 
ways to derive brand experiences. New 
media was slow to be structured, possibly 
due to deficiency of suitable media metrics 
(Higgs, 2008). Interactive advertising also 
has the potential to lessen the 'process loss' 
associated with uncoordinated advertising, 
to reduce the difficulties commonly 
encountered in clearly communicating an 
advertising message and to help overcome 
resistance to new products. 

Pavlou (2000) describes, interactive 
advertising has the potential to raise the 
efficiency and quality of consumers ' 
decisions, increase customers' involvement 
and satisfaction also marketers can use 
feedback from consumers to improve their 
advertising message and strategically adjust 
their customer support, product line, 
and se rv ices p rov ided . In t e rac t ive 
advertising may also produce greater 
efficiency, trustworthiness, and quality in 
advertisement. 

IP sets a completely newer standard in 
flexibility; being capable to deliver data to a 
single address service providers can 
broadcast different TV programs to different 
subscriber irrespective of geographic 
location even in same street or even within 
the same family (Chris t ian, 2006) . 
Addressable TV takes up less bandwidth than 
current TV networks. This is due to the 
reason that whole channels are not present 
on the signal in the user's house. Only the 

channel or channels that the viewer wants to 
watch are present in their home. 

Research Related to Addressability 

Every internet user has unique address. 
Using this notable attributes targetable 
advertisement can be possible. The IP 
endpoint is the television set or the set-top-
box attached to it, which allows programmes 
or advertisement to be viewed via TV, 
depending on the instruction of remote 
commander. 

Hart (2008) has said due to its inbuilt 
addressability many hundreds or even 
thousands of Interactive TV advertisements 
can be delivered simultaneously during a 
single timeslot and can be targeted at large 
groups, small groups or even individuals, and 
for viewers' responses to be collated. 
The personalisation can be based on 
sophisticated demographics so that viewers 
no longer need to be bombarded by 
irrelevant ads. The targeting can be 
demographic as well as geographic also. In 
demographic targeting ad spot sold multiple 
times to different advertisers targeting 
different non-over-lapping demographic 
audiences, but in case of geographic targeting 
ad spot sold multiple times to different 
advertisers or same advertiser having 
regional agents or franchisees targeting 
different audience by place or location. 

From the viewers' perspective, it is much 
better to see advertising for products and 
services that are relevant to their individual 
areas of interest. For content providers, the 
extra revenue generated can gear up 
additional content creation. 

Recent studies (Harte, 2009) indicate that 
matching the right ads to the right customer 
at the right time can involve many rules and 
decisions. Ad campaigns define what 
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promotional opportunities advertisers are 
willing to pay for, including region, system 
type and times of insertion. Advertisers may 
define v^hat types of content they want to 
insert in their ads. Addressable advertising 
systems can select ads, coordinate ad 
insertion and track the ad consumption 
(viewing and interaction). Addressable ad 
insertion systems may be capable of 
managing ad in b roadcas t s ( l inear 
advertising) or programs (on demand). 
Addressable advertising systems operate on 
a system of rules rather than simple ad 
insertion orders. They use databases 
(normally in relatively simple XML text 
formats) that identify content, promotional 
opportunities and subscriber preferences. 
Addressable ad insertion systems may be 
designed to integrate with existing TV ad 
systems. Ads can be placed at relevant time, 
for example before s ta r t ing of any 
programme or when the set-top box boots up, 
as a Screensaver, as a buffer when a movie 
loads or dynamically in the video streams, as 
an information screens. 

Objectives 
The objective of this study is to find factors 
influencing the acceptance of interactive TV 
service in India. For achieving this, we have 
chosen a structured framework. The 
quantitative analyses for finding out the 
factors will be done on the data collected 
from the sample customers and then 
generalize the data to population. Therefore, 
this theory will be developed by using both 
quantitative and qualitative research 
methods. 

Research Hypotheses and 
Framework 
Constructs were identified from already 
existing measures and then modifying them. 

as necessary to suit the context of interactive 
TV 

In technology acceptance research, Davis 
(1989); Davis, Bagozzi, and Warshaw 
(1992), and Venkatesh (2000) revealed that 
perceived usefulness influences the intention 
to use IT. Other researchers (Talyor and 
Todd,1995 ; Shin, 2009) supported the 
findings. 

Hypothesis HI: Perceived usefulness will have a 
positive effect on Intention to use of Interactive 
TV. 

Davis, Bagozzi, and Warshaw (1992); Heijden 
(2004); Weniger, S., (2010); Shin, (2009) 
indicate that perceived enjoyment serves as 
intrinsic motivator. So it has an influence on 
the intention to use Information Technology. 

Hypothesis H2: Perceived enjoyment will have 
a positive effect on Intention to use of 
Interactive TV. 

Rogers and Shoemaker (1971, cited in 
Gardner, C. and Amoroso,D. L., 2004) defined 
perceived complexity as the degree to which 
computer technology is perceived as 
relatively difficult to understand and use . 
Davis (1989) and Igbaria et al. (1996) tested 
complexity in terms of time taken to perform 
tasks. Igbaria, et al. (1995) saw strong 
relationships between perceived complexity 
and perceived usefulness with usage. 

Hypothesis H3: Perceived complexity will have 
a negative effect on Intention to use. 

Shin (2009) added perceived cost variable as 
a significant factor in developing the 
intention to use Interactive TV. According to 
Pavlou and Fygenson (2006), the perceived 
price level is important is developing 
intention for service usage. Cheong and Park 
(2005) found that the price has a significant 
affect in the development of initial 
willingness to use mobile Internet. 
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Hypothesis H4: Perceived cost level will have a 
negative effect on Intention to use. 

Perceived system quality - referring to 
Interactive TV may be said to be based on 
attributes such as response time, system 
accessibility, and reliability [Weniger, 2010). 
Aladwani and Palvia (2002) added system 
quality is especially crucial in the context of 
IS, because many people become reluctant to 
use Information System (IS) when they feel 
frequent delays in response, frequent 
disconnection, lack of access, and poor 
security. Study of DeLone and McLean 
(1992), information quality and system 
quality were found to be important 
constructs for the success of IS. 

Hypothesis H5: Perceived system quality will 
have a positive effect on Intention to use. 

Methodology 
Procedures 
In researching this paper a variety of market 
influencing factors are analyzed. First, 

constructs were selected from previous 
studies and modified them as necessary, 
because previous constructs were for 
relatively simple technology. So for generate 
new item, focus group method was 
conducted and taken opinion from experts. 
All measures employed five point Likert scale 
anchored by Strongly disagree (1) at one end, 
to Strongly agree (5) at the other 

Total 19 numbers of items were generated for 
the study. Reliability of the questionnaire was 
tested through Cronbach's alpha test and the 
result is given in result section. This study is 
based on Primary Data collected by 
administering questionnaire. Based on the 
literature review, focus group interview and 
with the help of e x p e r t s ' opinion, 
questionnaire was designed and circulated to 
r e s p o n d e n t s . Sample size was 100 
respondents which consisted of student. 
Service holder, Housewife, Self-Employed 
who are using interactive TV. All the 
respondents are chosen from Kolkata city. 

Subjects 
Demographic data was gathered about the subjects including age, gender, education and 
occupation and income. Out of circulated 100 questionnaires, 94 were returned in completely 
filled condition. Demographic characteristics of the respondents are given in Table 1. 

Table 1: Demographic characteristics 

Variables 

Gender 

Age 

Occupation 

Classification of Variables 
Male 
Female 
25 or Below 
26 to 35 
36 to 45 
46 to 55 
More than 55 
Student 
Working in Govt. / PSU Sector 
working in Private sector 
Housewife 
Self-employed / Business 

Percentage 
59.6 
40.4 
31.9 
31.9 
17 
14.9 
4.3 
23.1 
20.2 
12.4 
18.1 
26.2 
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Results and Discussions 
The constructs were assessed for reliability 
using Cronbach's alpha. The measured of 
alpha were 0.740 for Perceived usefulness, 
0.926 for Perceived enjoyment, 0.709 for 
Perceived complexity, 0.770 for Perceived 
cost and 0.785 for Perceived system quality. 
As per guideline, minimum alpha is 
considered as .70; however, a value of .60 is 
may be acceptable for new scales (Nunally 
1978; Hair et al. 2009].So these values are all 
greater than minimum of 0.7 required for 
constructs to be deemed reliable. 

Construct Validity 
Convergent validity is a significant factor of 
construct validity, which is present when the 
indicators of the same construct have a high 
proportion of variance in common [Bagozzi 
and Phillips, 1982). All items should be 
related to each other for multi-item measures 
of a single construct. For testing the 
convergent validity Exploratory Factor 
Analysis [EFA) represented by Principal 
Components Analysis [PCA) with Varimax 
rotation were performed.Before moving to 
factor analysis KMO Measure of Sampling 
Adequacy and Bartlett's Test of Sphericity 
was done. The KMO varies from 0 to 1. As a 
rule of thumb KMO should be larger than 0.5 
(Malhotra, 2011). KMO is equal to 0.600 
which is above 0.5 and which indicates that it 
is appropriate to conduct factor analysis. Also 
Bartlett's test shows an approximate chi-
square of 1025.221 with an observed 
significance of 0.000 (Bartlett's sign<0.001) 
w h i c h i n d i c a t e s t h a t t h e o v e r a l l 
intercorrelations assumptions are met [Field 
2009) and the strength of the relationship 
among the variables is strong. As a result, the 
data set was considered appropriate for 
conducting EFA (Hair, Anderson et al. 2003; 
Field 2009). Except items PCL3 and PC2 

(which need further analysis), rest all the 
items have taken high load on their respective 
construct. The result is shown in table-2. 
Discriminant validity can be shown if items 
are loaded highly in a specific factor and do 
not take high load on other factors (Straub 
1989; Hair et al. 2003). From table -2 it can be 
concluded that all the items take high load on 
their respective constructs and weak loading 
on other constructs, hence discriminant 
validity is proved. 

Table -2 Factor Analysis 

PUl 

PU2 

PU3 

PU4 

PUS 

PCL3 

PU7 

PC2 

PEl 

PE2 

PE3 

PE4 

PCLl 

PCL2 

PSQI 

PSQ2 

PSQ3 

PCI 

PC3 

Eigen Value 

Cumulative % 

Factor 
1 

.873 

.867 

.822 

.818 

.811 

.807 

.806 

.685 

-.111 

,390 

.444 

.369 

.126 

-.347 

-.016 

.074 

-.310 

-.199 

.263 

6.334 

32.26% 

Factor 
2 

-.124 

.081 

-.171 

-.015 

.280 

.415 

.028 

.234 

.811 

.687 

.685 

-.579 

.129 

.119 

-.082 

.140 

.109 

.337 

-.122 

2.883 

45.36% 

Factor 
3 

-.233 

-.343 

.072 

.191 

-.144 

.186 

.104 

-.156 

.146 

.014 

.345 

.350 

.883 

.857 

-.204 

.121 

-.108 

-.015 

.264 

2.621 

57.46% 

Factor 
4 

-.071 

-.017 

-.044 

-.032 

-.109 

.118 

-.086 

-.286 

-.052 

.233 

-.043 

-.269 

-.165 

.014 

.813 

.793 

.716 

.131 

-.041 

1.830 

68.53% 

Factor 
5 

.263 

-.204 

-.006 

.070 

-.255 

.056 

.353 

-.253 

.232 

.033 

-.208 

.135 

.247 

.010 

.018 

.002 

.046 

.845 

.814 

1.265 

78.60% 

The means, s tandard deviations and 
correlation coefficients for all constructs 
were determined and are displayed in Table 3 
and table 4. 
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Table 3: Descriptive Statistics: 
Multiple Regressions 

Variable 

Perceived enjoyment 
(PE) 

Perceived usefulness 
(PU) 

Perceived complexity 
(PC) 

Perceived cost level 
(PCL) 

Perceived system quality 
(PSQ) 

Mean 

3.285 

3.847 

2.445 

2.650 

3.453 

Std. Deviation 

.885 

.538 

1.654 

.990 

.773 

Table 4: Intercorrelation Matrix 

ITU 

PU 

PE 

PSQ 

PCL 

PC 

ITU 

1.000 

.446 

.339 

.167 

.043 

.221 

PU 

1.000 

.159 

.581 

.063 

-.101 

PE 

1.000 

.359 

.151 

-.167 

PSQ 

1.000 

.074 

-.066 

PCL 

1.000 

.161 

PC 

1.000 

Hypothesis testing 

MulticoUinearity was measured 
through variance inflation factor (VIF). Zuur 
et al. (2010) suggested that VIF value less 
than 3 is acceptable, this study shoves that all 
VIF values are less than 2, so it can be 
concluded that the variables are reasonably 
free of the multicoUinearity problem. 
Hypotheses were tested through multiple 
regression analysis. 

The independent variable were thus 
regressed on the dependent variable 
(intention to use) the results of which are are 
shown in Tables. 

The results of multiple regression 
analysis are shown in table 4.10. Regression 
of the Intention to use' has been done on the 
eight factors across the data for 94 

respondents. An examination of F value 
(significant at 1 percent level) reveals that 
the regression model is a good fit. The 
significant F ratio (21.684) shows that the 
regression model as a whole has a high 
explanatory power The value of adjusted R-
square (0.317) explains 31.7 percent 
variation in the dependent variable. The 
Durbin Watson DStatistic value can vary from 
0 to 4. As a rule of thumb, Field (2009) 
suggests that value less than one or greater 
than 3 are normally undesired. Here the value 
of Durbin Watson D Statistic (1.488) for the 
regression (as shown in table 5) indicates 
that the residuals do not suffer from serial 
autocorrelation at 1 percent significance 
level. 

Table 5: Regression results 
(Dependent variable: Intention to use) 

VARIABLES 

Constant 

Perceived usefulness 

Perceived enjoyment 

Perceived system quality 

Perceived cost level 

Perceived complexity 

F ratio 

Adj. R2 

Durbin Watson D Statistic 

COEFFICIENTS 

0.994* (1.578) 

.578*** (10.178) 

.203*** (4.297) 

.146* (2.506) 

012 (.244). 

-.219*** (-4.618) 

21.684 

0.317 

1.488 
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*, **, *** significant at the 10%, 5% and 1% level 
respectively, t values are shown in parenthesis. 

From the t values, it is observed that 
' P e r c e i v e d u s e f u l n e s s ' , ' P e r c e i v e d 
enjoyment', 'Perceived system quality', 
'Perceived complexity' are significant 
explanatory variables for intention to use 
Interactive TV. 

Perceived usefulness. Perceived enjoyment 
and Perceived system quality has positive 
coefficients in the regression. The positive 
influence suggests that intention to use 
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Interactive TV depends on the perceived 
usefulness, so, it can be said that people are 
i n t e r e s t ed abou t the usefulness of 
convergent technology. Also as it is not only 
work related system people are enjoying the 
TV system which has a positive relation with 
intention to use. 

Here the regression analysis provides some 
very interesting results. The intention to use 
Interactive TV is negatively related to 
Perceived complexity. This particular 
relation proves that user system must be 
simple. 

Perceived cost level does not show any 
significant influence on intention to use 
Interactive TV. Though this is a bit ambiguous 
result, possible explanation is that, users may 
feel uneasy during the time of using 
Interactive TV, because. Cable TV don't need 
to connect set-top box,simply users' need to 
switch on the TV. But in case of Interactive TV 
the people who are not proficient in using 
new technology they might feel discomfort 
which adversely affects the continuation of 
Interactive TV service. 

Implications 
This study provides a theoretical and 
empirical analysis to demonstrate factors 
affecting a potential user's acceptance of 
Interactive TV, which in turn proposes 
practical implications for the industry. 

Primarily 'Perceived usefulness ', 'Perceived 
enjoyment' and 'Perceived system quality' 
are identified as antecedents of intention; so 
this has some practical implications in 
enhancing the att i tude toward using 
Interactive TV service. Service providers 
should first develop more features for 
customers in order to attract novice users to 
accept the service. This factor can be used in 
attracting new users and should be carefully 
designed in terms of users' requirements to 
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reflect perceived usefulness of this service. 
Service provider should add more program 
for fun as well as they must improve their 
system quality, so that customer can feel the 
better system quality in comparison to 
traditional cable. 

This study also revealed that 'Perceived 
complexity' has negative effect on intention 
to use. This finding has implication for 
marketers; it suggests that system must be 
simple, so that effort of customers must be 
less when they are using Interactive TV. 

Conclusion 
This study makes significant contribution 
across the area of new service adoption and 
usage research and pract ice. These 
contributions are: 

1. The development and forecast of the 
factors that affect he adoption and 
acceptance of new service; and it's 
imp l i ca t i on r e g a r d i n g the new 
technology in the broadcasting and 
advertising sector in India. 

2. The empirical support for integrative 
research framework and the literature. 

3. The outcome of this research is an 
indication of the good explanatory 
power for intentions and can be used as a 
research model for further study on 
adoption of this type of service. 

Limitations 
The adoption of Interactive TV technologies 
is a dynamic and uninterrupted process. One 
of the main limitations of this study is that it 
used cross-sectional survey. Therefore the 
inferences are not as robust as in a 
longitudinal study. There is a possibility that 
some articles may have been overlooked in 
the literature survey process, though 
extensive efforts were taken to review. 
Additionally, there might be other factors did 
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not reveal themselves in this research, which 
may have influences on acceptance of 
Interactive TV. Even though a rigorous 
process was followed in this research, 
possible measurement errors and sample 
error cannot be completely ruled out. Finally, 
the sample is limited to a particular zone of 
India and was not tested in other regions of 
the country 
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