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Abstract 

Changes in the Malaysian mass media landscape are on the rise and this has given the 

audience more choice to watch their favorite channels. There is a remarkable shortage of 

research on audiences that are now active and selective where the power to choose the 

media is in the hands of the audience itself. However the current situation sees only certain 

channels occupying the hearts of viewers; only certain channels have the highest ratings, but 

they show significant differences. To address this gap, this study was conducted in which we 

tested the Influence of viewing patterns, viewer decision-making on the frequency of TV 

channel selection in broadcasting organizations of traditional television and portal television 

in Malaysia. In this survey, 500 participants of various backgrounds from the area around 

Bandar Baru Bangi were involved. The result is mainly to illustrates the significance of this 

study enhances the impact of the boom of the media industry. Limitations and practical 

implications are provided.  

Keywords: Multigroup Analysis, Portal TV, Students, Uses and Gratifications Theory, Working 

Adults.  

 

Introduction 

This decade the world is colored by various television channels. Name everything, from 

songs, dramas, movies, news, even sports and games to today's madness through a reality-

based entertainment show that grows mushrooms after rain. The madness of entertaining 

through television shows as if they were 'staple food' is not only a place to relieve stress, but 

also a desire that can never be contained. Particularly when the media step into the digital 
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age, each person’s media choices are further shaped by his or her social networks (James, 

2015). 

Although the research of Television viewing patterns has already been conducted since 

1982 by Rubin, researchers pay attention to the comparison while the development of media 

technology (Mazni, 2007; Andrew et al, 2014; Ghazali & Ezhar, 2018; Nizam, 2018) keeps 

evaluating between traditional TV and portal TV (Ali et al., 2011) in Malaysia. The practical 

importance of studying the audience or viewers is mainly because of the commercial running 

pattern of traditional TV and portal TV, gathering a stable income from these stakeholders-

viewers or audiences. Due to the behavior of viewing determine the rating for every channel, 

the more audience views the channel, the more income will be produced, no matter from 

advertisement investing or the voluntary purchase for their favorite channel. In the academic 

perspective for the viewer-oriented survey, the decision made by the viewer determines one 

media platform survive or die, such as the doom of the newspaper and the boom of the 

portable viewing device. 

Evidently, the media need an audience before they can achieve a purpose. Hence, 

traditional TV audience ratings fail to stand for the total number of TV viewers. The innovation 

of digital technology provides more opportunities for the development of the entertainment 

media industry. This industry boom has also brought fierce competition between various 

programming sources and delivery channels. And they have to compete with one another in 

the marketplace of attention to targeting the Audience (James, 2015). Thus, there are two 

types of viewing patterns were tested in previous research; television viewing behaviors 

(viewing levels and program preferences) and television attitudes (affinity and realism) 

(Rubin, 2009). Therefore, many academic researchers have acknowledged that the 

relationship between the viewing pattern and the audience’s motivation (Rubin, 1982) the 

policy television in Malaysia (Karthigesu, 1990) Malaysian Television channel (John, 1976; 

Noor, 1997) and program loyalty (Peter, 1993; Ahmad et al., 2019;). The much stronger 

evidence displayed that the audience flow model of Television viewing choice was developed 

by Roland and Mark in 1984. Although previously explored the audience and TV, while little 

merely focus on the behavior of the viewer viewing TV channel itself that specific choice and 

specific pattern in the context of the Malaysian media organization.  

To further our understanding, we explored which channels are the audience's choice and 

why are some channels so far superior to their audience ratings. The research questions 

driving this research are as follows: 

i. Is the any significant differences between Malay and Non-Malay on preferred 

programs on portal TV in satisfying their needs on gratification? 

ii. Between Malay and Non-Malay, which population group is having a significant 

influence on preferred programs on portal TV in satisfying their needs on gratification? 

 

The rest of the article is structured as follows: 1) discussion on literature review 2) 

research methodology to investigate these questions, we set the angle from cognitive needs, 

emotional needs, personal needs, social needs, and the stress-releasing need, with 

quantitative measures of the demography, viewing pattern and viewing choice. 3) conclusion 

for our research that contribute to the aspect of academic and practical meaning. 
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Literature Review 

Media Consumption Patterns 

Broadcasters are facing issues that audience’s shift in the viewing patterns from various 

media choices, their attention on social media generated content differs from before, and the 

social media users of the portal creating broadcasting content, and taking over the role of 

mainstream broadcasting. For example, the numerous broadcast viewers now could enjoy 

the free programs from FTA broadcasting and free portal TV. While, the digitalized program 

and superior quality will be a tall order to expect them to pay for a set top box, when the 

public were used to receiving broadcast content free (Ramachandran & Mohd, 2015).  

Notably, in A Dictionary of Media and Communication published by Oxford University Press 

in 2011, the breakdown is often based on age, gender, social class, and race. Depending on 

the average number of views, it may also be different from the viewer category: light viewers 

(viewing less than 2 hours per day), medium viewers (viewing 2-4 hours), or heavy viewers. 

Watching is often classified by program type (see also television genres), channel, or daypart 

(e.g. peak time). 

This definition is in line with previous media research which displays that viewing pattern 

(Manouche & Martin,1996; Richard et al., 1996; Aviva & August, 1997; David, 2003; Karren et 

al., 2003; Zhanna et al., 2010; Beverly et al.,2012; Patric & Andrew,2014; Mohammad, 2018) 

is a significant factor which exploring the relationship between television and audience. From 

tracing the tabulations of rating data in various location the USA, Britain, and elsewhere 

(Patric & Andrew,2014), or even the rural and urban area (Tao, 2009), TV viewing time with 

gender’s choice (Takemi et al., 2008), online streaming of web-enabled smart televisions in 

various age (Alec & Kim, 2019), adolescents' TV viewing patterns (Leire et al.,2017; Laura & 

Bradley,2000) and children's' viewing behavior (John & Thomas, 1975; Dorothy & Jerome, 

1976; Rubin, 2009) sensation seeking (Richard et al., 1996; Zhanna et al., 2010; Marvin & 

Anton, 2015), channel loyalty (Webster & Wakshlag, 1983; Tiedge & Ksobiech, 1986; Ahmad 

et al., 2019) the influence of family income to children's’ viewing pattern (Nicola et al., 2011). 

Therefore, many academic researchers have acknowledged in the context of program loyalty 

(Peter, 1993; Ahmad et al., 2019). This study will add a new novelty to this in its aim to seek 

significant differences between Malay and Non-Malay. 

Currently, most of the money is spent on content and special features that are broadcast 

to attract as many viewers as possible (Anderson, 2011). For example, in the Malaysia KRU 

production film is modernized in terms of special effects, costumes, and animations in the 

Ribbit story. In this study, we assume that portal TV challenges traditional TV and paid 

channels in trend now. While, as the latest research results show, though the attractiveness 

of the media contents, the Jordanian viewers are not completely satisfied with a particular 

satellite TV channel due to the religious factor. How it goes to Malaysia that has the same 

Islamic religious social background. 

According to the existing approaches to the measurement of the relevant constructs, the 

much stronger evident displayed that the audience flow model of television viewing choice 

developed by Roland and Mark in 1984, the model breaks down the population by age, 

education level and gender. Assuming that the program can be divided into one of nine 

program types; serious drama, game show, talk, variety, movie, news, sports and comedy 

(Rolan & Mark, 1984). Although the previous researchers have already explored the audience 
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and TV, while little merely focus on the behavior of viewer viewing TV channel itself that 

specific choice and specific pattern in the context of Malaysian media organization now. 

Theoretically, based on the perspective of use and gratification, A widely adopted theoretical 

framework for studying media use behavior and effects, assuming that media use behavior is 

driven by certain internal needs and specific satisfaction motives (Carolyn, 1993). Previously, 

studies indicate that lifestyle can predict the media selection and use (e.g., Becker & Connor, 

1981; Author, 1998). Research into traditional viewing patterns related to the time of day has 

been argued to have been eroded by audience fragmentation, media convergence, and the 

online availability of TV on demand (Patric & Andrew, 2014), what we know and develop 

about television and audience or viewers. While, viewing habits may also be conceptualized 

in time, such as how to use TV viewing to pass the day (Kubey & Csikzentmihalyi, 1990). This 

habit has often been manipulated as one of several possible media its use and impacting the 

seek gratification needs which usually commensurate with factors such as killing time, seeking 

information, and other explicit needs. Thus Viewers’ goals and needs directly contribute to 

the conceptualization of the Habit Process (Aviva & August, 1997). 

According to the “habitual viewing pattern” model (Aviva & August, 1997) which 

developed in order to address the conceptualize viewing habit , and as the importance of 

instrumental strategy for decreasing cognitive complexity, conceivably, in the choice-laden 

new media air, habitually driven viewing behavior are more common than early viewing 

environments , especially with more channel offerings (Aviva & August, 1997). 

Consumption patterns of viewers also was influenced by demographic factors and social 

institution (i.e. ethnicity) is influenced by mass media and then continued by socialisation 

process in the form of social learning (modelling, reinforcement, and social interaction), 

resulted in the outcomes of socialisation process (McLeod & O’Keefe, 1972; Abd Halim & 

Rosidi, 2012). Thus, this contributes to the unique profiles of the preferences of individual 

identity that might exist for specific patterns or styles of media use (Kurek et al., 2017). 

 

Viewer Decision-Making Equals Customer Decision-Making 

Due to the digital media offer people countless choices (James, 2015). Even if viewers or 

audiences do not have to pay for content, their existence can justify funding and can 

constitute an "audience product" sold by television providers to advertisers (Napoli, 2001) 

which been doubted as the high quality channel such as Astro, Netflix & TM Streamyx. The TV 

viewer or audience has already been regarded as the customer in the TV channel research 

between the TV product (program) and contomer (viewer or audience) satisfaction (Ahmad, 

2019). Consumer decision-making can be defined as the right for consumers constantly make 

decisions regarding the choice, purchase, and use of products and services (James et al., 

2015).  

Consumers are often faced with the alternative, which is constantly changing due to the 

fast-developing technologies and competitive pressures, such as the new media platform and 

portable equipment. These decisions are of great importance not only for the consumer 

themselves, but also for the marketer (media organization) and policymaker (government) 

(James et al., 2015). The significance of the decision making of customer or audience is 

reflecting on how marketers can enhance marketing activities to attract consumers more 

effectively (Alina, 2017). Because the audience or viewer is one of the key elements of media 
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studies (James, 1998). Similarly, “The media needs an audience to achieve its goals, and to 

find that audience, they must compete with each other in the market, they focus (James, 

2015).”Previously, consumer decision-making indicated that according to the assumptions 

and knowledge of consumer behavior (Hawkins, 2007) to decide on the market. It means 

based on the prediction of rating and analysis of viewing behavior.  

While large previous research on viewers paid attention to audiences' selection of 

program content instead of on measures of viewing patterns (Patric & Andrew,2014). The 

choice is made to achieve goals (Bettmen, 1979). Consumers are fond of their products or 

services. Therefore, the exploration of purchasing behavior reveals how consumers think, 

perceive, talk, and choose among the existing choices (e.g., brands, goods, and retailers), also 

how the consumer's environment (e.g., culture, family, media) affects him or her (Alina, 

2017). Recent anecdotal studies showing that viewing decisions made by various groups 

(characteristics, age, class, geographic location) in the now more competitive environment 

have become increasingly significant (Manouche & Martin, 2016) and media consumption 

was indicated that not only related to a person’s self-image, but also related to the "social 

self" projected by him or her. 

Television as a medium is rarely considered in the light of how we as viewers actually use 

it (Patric & Andrew, 2014). Deeper into the usage of TV as a lifestyle, clarifying the decision 

made to watch television as largely negative while the choice of what content to watch is 

more positive, in other words, when watching TV, habits may play a greater role in decision-

making than when watching a program (Aviva & August, 1997). As an audience flow model 

for measuring television viewing choice illustrates the necessity to draw behavior at the 

individual level when modeling the choice of television viewing. Viewing choice is described 

either at the aggregate level or the individual level that many past literatures explicitly display 

that individual differences happen in viewing choice (Roland & Mark, 1984). For example, 

there was a generally expected pattern of viewing behavior, the number of males is higher 

than those of females watching sports program at all education levels. The factor analysis 

method that defines the program category is controversial. (Roland & Mark,1984). Thus this 

study hypothesize that there is a significant differences on the discrete choice of a program 

to watch in fulfilling five needs in uses gratification (cognitive, personal, emotion, social and 

self-expression) between Malay and Non-Malay. 

Consumption is more than just satisfying physical needs. The stuff we consume can be 

utilized in our life existing as social currency, identity statement, self-branding tool, value 

signal, or emotion regulation tool (Roland & Mark, 1984). As Belk, Fournier, Escalas and 

Bettman mentioned that consumers use ownership and brand to build identity. Thus, we 

select what we consume to identify ourselves (Escalas& Bettman, 2005) and due to specific 

products are linked, or enable specific social roles (Kleine,1993). As proved by Luomala (2000), 

people utilize specific behavior deliberately to change their bad mood, and usually, those 

activities chosen to alter moods are also working well. 

From the discussion based on the past literature, two hypotheses were constructed 

which are: 

 

H 1: There is the significant differences between Malay and Non-Malay in 

 preferred programs on portal TV to satisfy their needs’ gratification. 
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H 2: There is a strong influence of preferred programs on portal TV in satisfying 

their  needs on media consumption gratification to Malay compared to Non-Malay. 

 

Methods 

Data was collected through a self-administered survey of university students and working 

adults in Bandar Baru Bangi, Selangor for one main reason, the location is highly populated 

with working adults that come from many ethnicities. A multistage sampling method was 

used to collect the data from 175 respondents (93 Malay and 82 Non-Malay). Since Partial 

Least Squares-Multi Group Analysis (PLS – MGA) was used to analyze data for this study, a 

normal distribution of samples is not a crucial factor since for the prediction model enough 

sampling number to achieve statistical power of the model is more important (Cachón 

Rodríguez et al., 2019; Cheah et al., 2020). The G*Power 3.1.9.2 software was used to obtain 

the minimum sample size necessary to have sufficient test power recommended by authors 

as Hair et al. (2018). The results require a minimum sample size of 55 cases for a power test 

of 80%, minimum requirement where the number of respondents for each group is well 

surpassed the minimum value (Cohen, 1988). The effect of the ethnicity was analysed by using 

bootstrapping method with 1000 iterations in order to produce a good result (Cheah et al., 

2020; Ghazali et al., 2019; Hair et al., 2019). 

  

Control variables 

The categorical type of demographic data for “Ethnic” in this study (Malay/ Bumiputra, 

Chinese, Indian and others) was transposed into discrete choice modeling (DCM). DCM used 

Boolean block algorhytm in determining the factor loading of the observed variables (Hair et 

al., 2019). 

 

Results  

The results of the PLS-MGA as shown in Table 1 indicates the group differences for 

respondents between Malay and Non-Malay in terms of their differences and influence on 

the relationship between the exogenous variables and the endogenous variable. 
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Table 1  

MICOM Procedure Results (Malay/ Bumiputra vs Non-Bumiputra) (n = 1000) 

  Invarianc
e of 

Composit
e 

 
Partial 

Invarian
ce 

EQUALITY OF MEASURES EQUALITY OF VARIANCES   

Differe
nces 

CONFIDENCE 
INTERVAL 

95% CI 
Differe

nces 

CONFIDENC
E INTERVAL 

95% CI Total 
Invari
ance 

  C = 
1 

5% 
Cu 

2.5
0% 

97.50
% 

2.5
0% 

97.50
% 

Cognitive 
Need 

0.7
89 

0.9
87 

No 0.672 
-

0.1
84 

0.188 -0.833 
-

0.2
01 

0.234 No 

Emotion 
Need 1 

0.9
94 

Yes 0.732 
-

0.1
93 

0.186 -0.961 
-

0.2
01 

0.232 No 

Personal 
Need 

0.9
99 

0.9
96 

Yes 0.616 
-

0.1
76 

0.191 -0.917 
-

0.2
27 

0.256 No 

Self-
Expression 
Need 

1 
0.9
95 

Yes 0.407 
-

0.1
93 

0.183 -0.52 
-

0.1
73 

0.186 No 

Social Need 
0.7
67 

0.9
68 

No 0.65 
-

0.2
07 

0.189 -0.799 
-

0.2
03 

0.223 No 

Types of 
programs 
frequently 
watched 

0.9
91 

0.9
86 

Yes 0.031 
-

0.1
89 

0.187 -0.218 
-

0.1
68 

0.191 No 

 

Table 2 

PLS-MGA for Respondents Between Malay/ Bumiputra vs Non-Bumiputra 

 

Path 
Coeffic
ients 
(Bumi
putra) 

Path 
Coeffic
ients 
(Non-
Bumip
utra) 

Path 
Coeffic
ients 

Differe
nce 2.5% 

97.
5% 

p-Value 
Differe

nce 
two 
tails 

Accept
ance 

Permut
ation 

p-
Values 

p-
Value 
MGA 

Types of programs 
frequently watched 
in Portal TV -> 
Cognitive Need 

-0.186 -0.596 0.41 
-

0.13
4 

0.1
28 

 0 Yes 

Types of programs 
frequently watched 
in Portal TV -> 
Emotion Need 

-0.185 -0.554 0.369 
-

0.13
7 

0.1
3 

  Yes 
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Types of programs 
frequently watched 
in Portal TV -> 
Personal Need 

-0.118 -0.487 0.369 -0.14 
0.1
3 

 0 Yes 

Types of programs 
frequently watched 
in Portal TV -> Self-
Expression Need 

-0.189 -0.453 0.264 
-

0.13
7 

0.1
42 

 0.001 Yes 

Types of programs 
frequently watched 
in Portal TV -> Social 
Need 

-0.216 -0.506 0.29 
-

0.13
3 

0.1
21 

0.019 0.005 Yes 

Hypothesis 1 stated that there is a significant difference between Malay workers and 
Non-Malay workers in terms of the relationship preferred programs on portal TV in satisfying 
their needs on gratification. This hypothesis was supported as shown by the significant result 
(β=.1, 0.999, 1 p˃. 95) (See Table 1). Hypothesis 2 stated that there is a strong influence of 
preferred programs on portal TV in satisfying their needs on media consumption gratification 
to Malay compared to Non-Malay. This hypothesis was supported as evidenced by the 
significant result (β=0.41, 0.369, 0.369, 0.264, 0.29, p˂. 05) which indicates that Malay 
workers have a strong influence on the preferred programs on portal TV in satisfying their 
needs on media consumption gratification (See Table 2).  

 
Conclusion  

This study examined the differences and the influence between Malay and Non-Malay 
worker in the frequent watched programs on portal tv and the satisfaction of gratification 
needs. It has a theoretical implication through extending the uses and gratification theory on 
Malaysian audience. Thus, this study contributes to the novelty for uses and gratifications 
theory by adding that the differences in ethnicity does influence the working adults on their 
media comsumption to gratify the needs. Furthermore, the study lends empirical support to 
the relationship between variables of the theory and the usage of portal TV by working adults. 
In the context of TV station or organisation, audience satisfaction is very significant in an 
organization. It will determine the organization efficiency, effectiveness and productivity. An 
organization with the highly satisfied audience are more focused, creative at work, care about 
the organization, put greater effort to meet its objectives, feel motivated and will do the best 
for the organization. 

 
Practically, this research is significant with the current development context. In the 
advancement of digital world today, organizations is competing each other in order to sustain 
their position and also in maintaining their corporate reputation. It is important for the 
organization to ensure that their productivity is well observed. In order to achieve this, it 
involves audience satisfaction. Nevertheless, this study is limited in the nature of its design as 
the cross sectional survey approach which was used did not allow for causal inferences to be 
made from the population over a long period of time. Thus, it is recommended that a 
longitudinal design which could measure the media consumption patterns among working 
adults from different ethnic over a long period of time needs to be carried out for future 
research. 
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