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ABSTRACT

TheUKTVmarketisadynamicandrapidlyevolvingindustry.Thisarticleinvestigatesthefactors
affecting adoption intention of Smart TV in UK, and whether the customer’s perception varies
accordingto theirviewingbehaviorandmotivation.Theproposedresearchmodel isempirically
verifiedthroughanonlinesurveyofearlyadopters.Previousresearchhashighlightedthegapin
SmartTVresearchwhichistheconsumerbehaviorperspective.Thecurrentstudyaddressesthis
gap by integrating different theoretical perspectives from IT adoption and mass communication
literature,providingabetterexplanationofSmartTVadoptionandviewingbehaviorbyendusers.
ThefindingsalsoprovidepracticalinsightformarketersandpolicymakersofSmartTVdevicesand
contentprovidersinordertodevelopsuccessfulsegmentationstrategy.
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1. INTRodUCTIoN

Therehasbeenagreatdealofspeculationabouttheimpactofthedigitalmediaonconventionalmedia
particularlyTVandsomeevenpredictedasharpdeclineinTVviewing(Powers&Comstock,2012).
Ontheotherhand,Knoche&McCarthy(2004)claimedthesmallscreensizeonsmartphones,short
batterylifeandtheflawedqualityofservicewillhindersubscribersfromimmersingthemselvesinto
SmartTV.ItisimportanttounderstandthedeterminantsdrivingorinhibitingadoptionofSmartTV
servicesanddevices.Soaquestionneedingfurtherinvestigationwhichisthefocusofthecurrent
studyis:HowreceptiveareenduserstoSmartTVservicesanddevices?

Smart TV is a collection of hardware and software running on its own operating system
integratedwithInternetbroadbandservices(Evens,2014;Jang&Noh,2015).Itnotonlyprovides
thebroadcastingfunctionofconventionalTVbutalsoapplicationstores,searching,gameandsocial
networkservicesviainternet(Kim,2010;Jung,2011).Inotherwords,SmartTVcanbeviewed
asanintegralpartofInternetofthings(IoT)inwhichinter-networkingofphysicalsmartdevices
withwebinterfacesmakeitavitalcomponentofServiceNetworks(SNs)(Wang,Taher,&vander
Heuvel,2015).

SmartTVwasintroducedtochangethepassivebehaviorofviewers.ConventionalTVwasalow-
involvementdevicewhereviewerslean-backandrelaxwhilewatchingcontent(Jung,2011).Viewers
cannowtakeanactiverolebyactingasbothconsumerandsupplierofcontentsandapplications
(Bae&Chung2012).TVproducersandsponsorsareincreasinglyinterestedinunderstandinghow
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SmartTVservicesanddevicesaffectconsumers’viewingbehavior(Highfield,Harrington,&Bruns,
2013;Lim,Hwang,Kim,&Biocca,2015).

Thisstudyfocusesonvideoondemand(VoD)services,connecteddevicesandaccompanied
viewing,andexaminestheadoptionoftheseSmartTVservicesanddevicesthroughaquantitative
studyofearlyadopters.ThispaperalsoexamineswhethertheadoptionoftheSmartTVservices
anddeviceshasanadditionaluniquemoderatorwhichistheconsumer’sviewingmotivationand
behavior.Thisconstructhasbeenusedinmarketingandmasscommunicationliterature(Lee&Lee
1995;Powers&Comstock2012)butisnewtoinformationtechnology(IT)adoptionliterature.Smart
TVisanevolvingtechnologyandcanberegardedasentertainment-centricorHedonicIT(Jung,
Perez-Mira,&Wiley-Patton,2009).

PreviousresearchhasfocusedonthecontentofsmartTV,restructuringbroadcastingindustry,and
changesinthecompetitivelandscapeandthereislittleresearchfromconsumerbehaviorperspective
(Bae&Chang,2012).Althoughtherehasbeengrowth in termsofsalesanddiffusionofSmart
TV,userexperienceanduserbehaviorhavehasremainedunderdeveloped(Shin,Hwang&Choo,
2013;Shin&Kim2015).Thecurrentstudyaddressesthesegapsbyintegratingdifferenttheoretical
perspectivesfromITadoptionandmasscommunicationliterature,providingabetterexplanationof
SmartTVadoptionandviewingbehaviorbyendusers.

AcomprehensiveintroductiontoSmartTVservicesanddeviceshasbeenundertakeninSection
2.ThetheoriesrelatingtoITadoptionaswellaswhyandhowpeoplewatchTVwasreviewedand
discussed.Thepurposeofthisstudywastwofold:1)toexplorethedeterminantsdrivingorinhibiting
adoptionofSmartTVservicesanddevicesinUK,and2)toinvestigatethemoderatingeffectof
viewerclassificationonthedeterminantsofadoptionintentionandusagebehavior.Aquantitative
studywasdesignedanddatawascollectedbyanonlinesurveypresentedinSection3.Analysisof
thecollecteddataispresentedinSection4.

ThefindingsofthestudysuggestthatalloftheSmartTVservicesanddevicesshouldnotbe
treatedthesameandpeoplemayhavedifferentmotivationsforusingdifferentservicesanddevices.
Thefindingsdosuggesthowever,itispossibletogrouptheseservicesanddevicesintotwocategories
whichintrinsicallysharesimilarmotivations:“SmartTVservicesanddeviceswhichareusedpublicly”
and“SmartTVservicesanddeviceswhichareusedprivately.”Outofhomeviewingandaccompanied
viewingaredonepubliclyinthesensethatotherpeoplemayoftenknowthattheuserisusingthis
serviceordevice(i.e.interactwithTVshowsviasocialmediaorwatchingTVontheirphoneonthe
commutehomefromwork).Subscriptionvideoondemandandfreevideoondemandservicesare
usedprimarilyathome(privatelyintheloosesenseoftheword)asarethein-homeviewingdevices
measured:connectedTVsandgamesconsoles.

ThisfindingisinsightfulformarketersandpolicymakersoftheSmartTVservicesanddevices,
asitmeansthattheycanaltertheirsegmentationstrategiestoincorporatethedifferentneedsofthe
twosectionsofthepopulationidentified.Theoreticalandpracticalimplicationsofthefindingsare
discussedinSection5followedbyconcludingremarksinSection6.

2. THeoReTICAL BACKGRoUNd

2.1. Smart TV Services
Themainareasofdevelopmentincontentdistributionserviceshavebeeninvideoondemand(VOD)
andinaccompaniedviewing.TheTVVODmarketissplitintotwomainsub-markets:subscription
videoondemand(SVOD)andfreevideoondemand(FVOD)(Wiseman,2011).Subscriptionvideo
ondemandservicesaresubscription-basedcontentdeliveryserviceswheresubscribershaveunlimited
accesstospecificcontentforaregularlychargedfee.Netflix,AmazonPrimeInstant(previouslyknown
asLoveFilm),andNowTVareamongthebigplayersintheUKmarket.Freevideoondemandalso
knownascatchupservices,suchasBBCiPlayer,ITVPlayer,4OD,andDemand5offercontentfor
freeonnumerousdevices.SkyGocanalsobeclassifiedasFVODasitisfreeforSkyPayTVcustomer.
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