
 

 

IJBFMR 3 (2015) 53-59     ISSN 2053-1842 
 

  
 

Determinants of adopting mobile internet television in 
Bangkok 

 

Sothaya Rasmidatta1*, Leela Tiangsoongnern1, Suphachet Phermphoonwatanasuk2 
and Nopporn Srivoravilai3 

 
1
DPU International College, Dhurakij Pundit University, 110/1-4 Prachachuen Road, Laksi, Bangkok 10210, Thailand. 

2
Advanced Info Service PLC, Thailand. 

3
Kasikornbank 400/22, Kasikornbank Building, 6th Floor, Phahon Yothin Avenue, Samsen Nai, Phaya Thai, Bangkok 

10400, Thailand. 
 

Article History  ABSTRACT 
Received 08 April, 2015 
Received in revised form 12 
May, 2015 
Accepted 18 May, 2015 
 
Keywords:  
Mobile devices,  
Internet television,  
Technology 
acceptance model. 
 
 
 
 
 
 
 
 
 
Article Type: 

Full Length Research Article 

 This study examined Thais case of how and why people adopt mobile internet 
television (TV). The study was conducted in Bangkok because of various 
demographics (race, ethnicity, gender and age) and highest mobile internet 
usage compared to other regions in Thailand. It identified the elements people 
consider important in their decision to adopt mobile internet TV. A theoretical 
framework was developed to describe adopting internet TV via mobile device. 
Existing theories and models in the field of information technology were applied 
to predict users’ intentions to employ mobile internet TV service. The constructs 
used in the research model were "perceived usefulness" and "perceived ease of 
use" based on consumers’ cognitive judgments of the service or the technology, 
from technology acceptance model. Added constructs included "perceived 
enjoyment", "perceived up to date", "audiovisual quality", "perceived mobility 
value", "perceived compatibility" as moderator variable; and "perceived benefit". 
The hypotheses of this research revealed the constructs that have strong 
impacts on mobile internet TV adoption. The results obtained indicate that 
improving perceived usefulness and perceived ease of use has on influence on 
customer's adoption of mobile internet TV. The improvement should focus on 
perceived ease of use, perceived enjoyment, audiovisual quality, and perceived 
mobility value; since they were found to be the significant determinants in the 
prediction of perceived benefits for the adoption of mobile internet TV service. 

©2015 BluePen Journals Ltd. All rights reserved 

 
 
INTRODUCTION 
 
The major driver for the adoption of mobile internet 
television (TV) is the evolution of mobile technologies. 4G 
mobile technology is able to provide very high data 
speeds. The main difference between 4G and previous 
standards is a dramatic increase in data transfer speeds 
supporting mobile data services (ITU, 2014). 4G LTE 
(Fourth Generation of Long Term Evolution) will improve 
data speeds and network capacity by carrying data  more  
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efficiently. This is needed to meet the high expectations 
and demands customers place on mobile communication 
applications and services. With the continuous evolution 
of mobile technology, mobile phone market has 
increased, and the potential for mobile data service 
subscribers has also increased (Auter and Adams, 2004).  

In Thailand, mobile TV service has not officially started. 
Mobile TV streaming or mobile internet TV, watching 
streaming videos and television via mobile device by 
mobile network providers, is not considered the service, it 
makes revenue under mobile data service. However, full 
4G mobile  technology  is  coming  to  Thailand  in  a  few
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Figure 1. Research model for adoption of mobile internet TV. 

 
 
 
years; mobile TV broadcasting on 4G frequencies would 
attract investing considerably in mobile TV services 
between mobile operators and TV broadcasters. Thus; 
the findings of the study are expected to offer how 
individual characteristics affect and influence the 
intentions of potential mobile TV service users. The study 
will be useful for mobile operators, mobile phone 
manufacturers, and potential TV broadcaster on mobile 
device to employ more innovative ideas for attracting 
mobile TV service consumers.  

The target respondents of the study are mobile internet 
users in Bangkok since Bangkok is the capital and the 
most populous city of Thailand. The city has a population 
of over 8 million, or 12.6% of the country's population. 
Moreover, the city has gained in popularity for work from 
provincial Thais such as Northern, Southern and 
Northeastern Provinces. Also, a large number of 
Bangkok's daytime population commutes from sur-
rounding provinces in the Bangkok Metropolitan Region, 
the total population of which is over 14 million (National 
Statistics Office, 2012). Bangkok is considered a 
cosmopolitan city. Several ethnic communities were 
formed by immigrants and forced settlers. Therefore; this 
city has various demographics in race, ethnicity, gender, 
and  age  as   well   as   highest   mobile   internet   usage 

compared to other regions in Thailand (The national 
broadcasting and Telecommunications commission, 
2012).  

This research studied user adoption in using mobile 
internet TV in Bangkok by adapting technology 
acceptance model (TAM) (Davis, 1989). Also, it was 
aimed at investigating if the effect of competing construct 
and perceived enjoyment can override perceived 
usefulness; and the effect of perceived compatibility on 
adoption rate. 

 

 
METHODOLOGY 

 
Research model and hypotheses 

 
User acceptance of technologies has received much 
attention from previous researchers, and there are varied 
theoretical frameworks that analyzed the individual’s 
acceptance of technologies. To find out what the effects 
in adoption for people that use mobile internet TV are, the 
extension of TAM based on the literature review was 
used to make in-depth understanding in this specific 
adoption.  The  model  consists   of   eight   main   factors  
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affecting the adoption (Figure 1). Specifically, this study 
examined the effect of perceived compatibility as a 
moderator variable. The following research hypotheses 
were generated and tested to see the effect of each 
constructs: 
 
H1a: Perceived enjoyment has a positive effect on 

perceived benefit. 
H2a: Up to date has a positive effect on perceived 

benefit. 
H3a: Perceived usefulness has a positive effect on 

perceived benefit. 
H4a: Audiovisual quality has a positive effect on 

perceived benefit. 
H5a: Perceived mobility value has a positive effect on 

perceived benefit. 
H6a: Perceived ease of use has a positive effect on 

perceived benefit. 
H7a: Perceived compatibility has an effect on the 

relationship between perceived benefit and adoption 
intention. 
H8a: Perceived benefit has a positive effect on perceived 

adoption. 
 
The relationship between intention and behavior is based 
on the assumption that human beings attempt to make 
rational decisions based on the information available to 
them. Thus, a person's behavioral intention to perform (or 
not to perform) a behavior is the immediate determinant 
of that person's actual behavior. Based on the intention–
behavior relationship, the research argues that behavioral 
intention or more specifically intention to adopt mobile 
internet TV, is a predictor of a consumer's actual 
behavior. 
 
 
Sample and questionnaire 
 
The target respondents are mobile internet users in 
Bangkok because of various demographics (race, 
ethnicity, gender and age) and highest mobile internet 
usage compared to other regions in Thailand (The 
National Broadcasting and Telecommunications 
Commission, 2012). The questionnaires was divided by 
the ratio of market share each mobile network operators 
owns. It was 44% of all were AIS (Advanced Info Service 
Public Company Limited) subscribers, 30% of all were 
DTAC (Total Access Communication Public Company 
Limited) subscribers, 24% of all were true move 
subscribers and the rest 2% were Hutch/CAT (CAT 
Telecom Public Company Limited) subscribers (The 
National Broadcasting and Telecommunications 
Commission, 2013). A total of 400 respondents were 
selected from various cellular subscribers. This step  was  

 
 
 
 
taken in order to distribute the right amount of question-
naire to the right subscriber and get the maximum 
effective responses. The questionnaires were sent to 
mobile operators’ representatives. Respondents were 
made to fill out the questionnaires in front of those 
representatives. The names and identity of the 
respondents are kept confidential; however the relevant 
information are presented. 

The questionnaire was divided into two parts: In the 
first part, there were eight questions which represented a 
respondent’s personal information; and in the second 
part, there were 37 questions which was strictly 
discussed by the author and professors and represented 
the concept of each construct. The questionnaire was 
translated in the corresponding languages so that 
respondents tend to become more comfortable in 
providing information. Participants were asked to 
evaluate statement by using a Likert five point scale 
ranging from “totally agree” to “totally disagree”. 
 
 
Statistical analyses 
 
In order to validate the research, the constructs of the 
questionnaire were checked for adequacy. The study 
focused on internal consistency reliability as it is more 
applicable than the others. Internal consistency reliability 
can be practically measured by calculating a statistics 
known as Cronbach’s Coefficient Alpha. The widely-
accepted social science cut-off is that, alpha should be 
0.70 or higher which shows the dependence of variables 
on each other (Santos, 1999). 

A test of discriminant validity (Chi-square difference 
test) was also used to constrain the correlation parameter 
between the factors at 1.0. Thereafter, a Chi-square 
difference test on Chi-square values from the constrained 
and unconstrained models were then employed. If the 
difference of the models is all statistically significant, two 
constructs have discriminant validity. To evaluate model 
fit, nine indicators were examined: Chi-square statistic, 
Goodness-of-Fit Index (GFI), Adjusted Goodness-of-Fit 
Index (AGFI), Normal Fit Index (NFI), Incremental Fit 
Index (IFI), Comparative Fit Index (CFI), Root Mean 
Square Residuals (RMR) and Root Mean Square Error of 
Approximation (RMSEA). 
 
 
RESULTS 
 
Measurement model 
 
The results obtained show that the alphas of all factors 
exceeded 0.70 (Table 1). Also, all constructs checked by 
their measures show the values of the construct loading 
above 0.9 and only few instances show a value of above 
0.8. Based on their factor loading, it can be deduced  that
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Table 1. Reliability analysis by customer perception. 
 

Customer perception Number of items Cronbach’s coefficient (α) 

Perceived enjoyment 5 0.9563 

Perceived up to date 4 0.9617 

Perceived usefulness 4 0.9411 

Audiovisual quality 4 0.9429 

Perceived mobility value 4 0.9372 

Perceived ease of use 5 0.9414 

Perceived benefit 4 0.9198 

Perceived compatibility 4 0.9428 

Adoption intention 3 0.9264 

 
 
 

Table 2. Overall model fit indices. 
 

Indices Criteria Statistical values 

Chi-square Index P≥0.05 0.054 

CMIN/DF P≥0.90 1.102 

Goodness-of-Fit Index P≥0.90 0.931 

Adjusted Goodness-of-Fit Index P≥0.90 0.906 

Normal Fit Index P≥0.90 0.970 

Incremental Fit Index P≥0.90 0.997 

Comparative Fit Index P≥0.90 0.997 

Root Mean Square Residuals P<0.05 0.024 

Root Mean Square Error of Approximation P<0.05 0.016 

 
 
 
the measures supposed to be related to each other; are 
actually related in reality.  

The changes in Chi-square between the 36 pairs of 
unconstrained and constrained models were all 
statistically significant (with the constrained models 
always having poorer fit than the unconstrained models); 
therefore, discriminant validity was confirmed. Chi-square 
also indicated a significant result with P=0.054 which 
shows that the data fits the model well. Moreover, when 
considering the indices of the specified group at 0.90, it 
was found that all of the indices which are GFI, AGFI, 
NFI, IFI and CFI were above the criteria (Hu and Bentler, 
1999; Schumacker and Lomax, 2010). Regarding the 
index criteria of RMR and RMSEA specified below 0.05, 
the indices of RMR and RMSEA also passed the criteria 
(Hu and Bentler, 1999). Moreover, the CMIN/DF Index 
has a value of 1.102 which approaches the value of “1”. 
Therefore, it can be concluded that the model fits the 
data well as shown in Table 2.  
 
 
Single group analysis 
 
Structural  equation  modeling  (SEM)  was  performed  to  

examine the proposed model and test H1 to H6 and H8. 
SEM was preferred over regression analysis because it 
allows examination of the relationship between indepen-
dent variables simultaneously (Hair et al., 2009). The 
study was done by conducting multiple regression 
analysis. The entire sample was analyzed as a single 
group.  

The relationships of perceived enjoyment, perceived up 
to date, perceived audiovisual quality and perceived 
benefit are significant at 0.05 (α=0.05) (Table 3). From 
the critical ratio, the perceived enjoyment had the most 
effect on perceived benefit. Moreover, the relationship 
between perceived benefit and adoption intention is 
significant at 0.001 (α=0.001). 
 
 
Multiple group analyses 
 
Multi-group analyses were conducted with Chi-square 
difference tests in order to examine H7, the moderating 
effects of perceived compatibility on the relationship 
between perceived benefit and adoption intention. This 
second phase of the analysis was comprised of the 
components  of  hypothesis  7  where   the   sample   was
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Table 3. Unstandardized regression weights of casual model. 
 

Exogenous 
 

Endogenous Critical ratio P 

Usefulness --> Benefit -0.890 0.373 

Enjoyment --> Benefit 6.792 <0.001 

Up-to-date --> Benefit 0.274 0.784 

Mobility --> Benefit 4.259 <0.001 

Audiovisual --> Benefit 4.393 <0.001 

Ease-of-Use --> Benefit 2.007 0.045 

Benefit --> Adoption 12.487 <0.001 

 
 

 
Table 4. Simultaneous analysis for the low and high perceived compatibility. 
 

Model χ
2
 df Comparative fit index Δχ

2
 Δdf 

Low compatibility only 1035 473 0.9 
  

High compatibility only 1009 473 0.93 
  

Unconstrained model 2044 946 0.92 
  

Constrained model 2044 947 0.92 0.67 1 

 
 

 

divided into two groups in order to perform a multiple 
group analysis. The two groups were divided based on a 
median split of the perceived compatibility score. The 
perceived compatibility score ranged from 1 to 5. The 
median value for this population was 2.97. This resulted 
to 163 participants being classified in the Lower-Identifier 
group and 237 participants being classified in the Higher- 
Identifier group. Prior to conducting analysis, the fit of the 
model was assessed within each sub-group (Byrne, 
2001). If the Tucker Lewis index (TLI) and CFI values 
were close to 0.90, the model was deemed as having 
good fit. A simultaneous group procedure was then 
conducted to determine whether the path from perceived 
benefit to adoption intention varied across the low and 
high perceived compatibility groups. The change in Chi-
square between the baseline and subsequent models 
was evaluated whether it is statistically significant. In the 
first procedure, the path is free to vary. This model serves 
as the baseline model. In the second procedure, the path 
is constrained to be equal. If the change in Chi-square is 
statistically significant, it is concluded that the path 
coefficient between perceived benefit and adoption 
intention varied across the compatibility groups – and that 
perceived compatibility thus moderates the relationship 
between perceived benefit and adoption intention.  

The findings reveal that the proposed structural model 
fits both groups. As shown in Table 4, the change in Chi-
square from the baseline model to the constrained model 
was not statistically significant (χ

2
(1)=3.84, p<0.05; 

Δχ
2
(1)=0.67, p=0.975). Therefore, the path coefficient 

from perceived benefit to adoption intention did not differ 
significantly across compatibility groups. Thus, H7a was 

not accepted. Perceived  compatibility  did  not  moderate 

the relationship between perceived benefit and adoption 
intention. 
 
 
DISCUSSION 
 
The findings indicate that the main factors affecting the 
adoption rate of mobile internet TV are perceived 
mobility, audiovisual quality, perceived enjoyment, 
perceived ease of use and perceived benefits that the 
user gets after using the technology. The hypothesis 
H1a, H4a, H5a, H6a and H8a are supported. The 

enjoyment derived from using the TV is therefore one of 
the driving forces in the acquisition of the new services. 
The respondents indicated that mobile internet TV is able 
to provide them with fun, enjoyment, make them feel 
good and enables them to eliminate any form of 
boredom. Therefore, the programs aired on mobile 
internet TV need to be more appealing to attract more 
viewers while the services provided also need to be of 
high quality to enable easy access. It was also found that 
other researchers also found enjoyment to be a 
determinant in the perceived benefits in the acquisition of 
mobile services. The previous studies show a positive 
relationship between enjoyment and positive attitude 
towards adopting web service (Moon and Kim, 2001; Van 
der Heijden, 2003). Moreover; researchers have found 
out that enjoyment is one of the key factors affecting the 
adoption of new technology (Bruner and Kumar, 2005; 
Davis et al., 1992). 

Another motivating factor for the adoption of mobile 
internet TV services is the mobility aspects. The study 
shows that mobility have significant positive impact of the  



 

 

 
 
 
 
perceived benefits. This is beneficial as most of the users 
can access television services anywhere anytime 
(Holden, 2008). This is important as the clients may want 
access to an ongoing live event. The results of mobile 
internet TV survey indicate that it is necessary to have a 
strong mobility and coverage so as to enable access to 
the services with ease. Perceived mobility is one of the 
outstanding issues affecting the perceived benefit of 
mobile internet TV. 

Another factor is perceived quality of the sound and 
images displayed on the mobile internet TV. The 
audiovisual quality of the mobile internet TV is one of the 
most important aspects that are deemed to affect the 
adoption of mobile TV. The audio and the visual streams 
must be presented to the customer in the most appealing 
way to ensure that they are satisfied with the services 
(Johan, 2007). This calls for the mobile phone company 
to promote technological development as well as 
innovations geared towards improving the current mobile 
internet TV systems. In order for consumers to perceive 
benefits from audio and visual streaming, it must be 
presented in the most optimal fashion. The development 
of this service should be coupled with advancement of 
speed among the mobile end devices which should 
especially receive and transmit information faster (Auter 
and Adams, 2004).  

The other factor examined is perceived ease of use. 
From the data, there is evidence to show that it had 
impact on the perceived benefits. This can be attributed 
to the development of new end user devices and 
streaming TV technology that are user friendly and the 
ability to develop more user friendly interfaces that 
enable mobile internet TV users to access the TV without 
complications. When users feel complexity of the service, 
they feel frustrated and this results to ease of use. Users 
who have difficulty in learning on mobile device for 
getting service or information will not see that service 
beneficial to them (Kumiko, 2010). From the study, it is 
observed that perceived ease of use reflects on the 
perceived benefits and consequently the adoption rate of 
the mobile internet TV. The finding of this research 
supports what previous research has shown. Some of the 
research work carried out indicates that perceived ease 
of use has a link on the perceived benefits and the 
adoption rate (Yang and Yoo, 2004).  

The last factor affecting the adoption rate of mobile 
internet TV is the perceived benefits. The perceived 
benefits are evaluated based on the service ability to 
save time, save money and complete tasks on time. It is 
quite obvious that the perceived benefit of any technology 
is the driving force towards the user adopting the 
technology. The mobile internet TV users must be certain 
of the benefits they can achieve by using the product. If 
users deem a product to save time and also other 
resources, users will be motivated to use the service 
(Nysveen  et  al.,  2005).  From   the   finding,   the   main  
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measures affecting the perceived benefits were the ability 
of the customer to save time. This is very beneficial as 
the users can check pertinent information faster and 
conveniently at any location. Another perceived benefit is 
the ability to finish certain task within a short time. In such 
cases, the user can just log and access information quite 
fast as compared to using the traditional television set 
(Johan, 2007). Another perceived benefit is ability to save 
money. If the use of mobile technology enables 
customers to save money as compared to the use of 
ordinary television, then this will result to increased 
benefits and adoption intention.  

From the regressions all the other hypothesis, H2a, 

H3a and H7a are all rejected. This means that the 

adoption rate of mobile internet TV in Bangkok is not 
greatly influenced by usefulness of the service, ability to 
receive information on time and the quality of using the 
service as well as perceived compatibility.  

From the research finding, it can be concluded that 
perceived usefulness of the service does not affect the 
perceived benefit of the services since the great influence 
of perceived enjoyment, as the competing construct, 
overrides the influence of perceived usefulness to 
perceived benefit. The research findings indicate that 
perceived usefulness does not have a positive reflect on 
the perceived benefits. The content being aired on the 
mobile internet TV plays a significant role in determining 
the user’s perception of usefulness. The provided service 
must meet the user’s perception personalization and offer 
rich content. Programs offered by the service providers 
must provide the users with rich content that should be 
segmented based on user preferences and locations, so 
the viewers will get benefit from the content (Albers and 
Kim, 2000). Since all these activities are mostly leisure 
and do not improve one’s performance directly 
(Kaasinen, 2007), users will not get benefit from the 
content in accessing mobile internet TV. Therefore users 
would view mobile internet TV as a means of leisure 
activity rather than a means of improving one's 
performance.  

In terms of the ability to receive up to date information, 
perceived up to date does not have reflection on the 
perceived benefits. Most mobile internet TV users access 
the services for a short time (Kaasinen, 2005). Hence, its 
perceived use in getting up to date information all the 
time is not possible. In other words, it is not instrumental 
for users in receiving up-to-date information. In order to 
obtain up to date information, the service providers must 
provide news at the right time. This can be attributed to 
the fact that most of the respondents on mobile internet 
TV only access it for a short time and also use it to kill 
time or eliminate boredom. In this regard, the hypothesis 
that perceived up to date was rejected. The research 
findings prove that compatibility is not a main issue 
affecting the adoption rate of mobile internet TV since the  
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strength of the relationship between perceived benefit 
and adoption intention is very strong until the effect of 
perceived compatibility becomes no effect. Moreover, 
other effects on adoption intention have more effect than 
perceived compatibility.  

The current research indicate that mobile internet TV 
utilization in Bangkok is affected by the perceived 
mobility, audiovisual quality, ease of use, enjoyment and 
benefits derived from using the services. 
 
 
Conclusion 
 
In this study, a detailed analysis of the factors affecting 
the use of mobile TV in Bangkok was carried out. It was 
clear that the perceived benefits of the service greatly 
affected the use of mobile internet TV.  

The research findings indicate that the main factors that 
affect the perceived benefits are perceived enjoyment, 
audiovisual quality, perceived mobility, perceived ease of 
use and perceived benefits. Based on the research 
findings, these factors influence the adoption intention in 
a positive way. That is, an increase in any of the 
aforementioned factors will directly result in increased 
adoption rate. From the research carried out, most of the 
respondents use mobile internet TV for a short period of 
time for entertainment and leisure. This is why mobile 
internet TV is common among the students and workers 
in companies.  

The technology acceptance model of the adaptation of 
mobile internet TV in Bangkok can be said to be 
influenced by the user enjoyment, audiovisual quality, 
perceived ease of use, perceived benefits and the 
mobility issues. Mobile services users should dwell on 
these factors as they significantly influence the adoption 
rate of mobile internet TV. The mobile internet TV service 
providers need to provide products that increase 
enjoyment, reduce access cost, reduce the time taken to 
perform a given task and also increase and improve their 
coverage area so as to ensure increased mobility.  

The trend of Bangkokians in using mobile internet, data 
streaming, is increasing significantly every year. The 
usage is highest compared to other regions in Thailand. 
This is a great opportunity to develop mobile data service 
to serve those activities like mobile TV for enhancing the 
market value and comfortable in adopting services for the 
customer and preparing for mobile TV service provided 
by potential TV broadcasters on mobile device when 4G 
mobile technology present in Thailand. 
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