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ABSTRACT 

 

Internet Protocol Television (IPTV) is a new technology for providing television 

service in Thailand. The aim of this research is to investigate how perceived product 

competence, perceived product differentiation and perceived service quality affect 

consumers’ purchasing intentions. A comprehensive literature review indicates that 

higher perceived product competence, perceived product differentiation and perceived 

service quality will increase the tendency of consumers to subscribe to IPTV. 

 

According to the literature review and exploratory research, this study proposes that 

perceived product competence, perceived product differentiation and perceived 

service quality have a significant effect on consumers’ subscribing intentions. This 

research further proposes that these independent variables may be studied for other 

relevant research. In this study, the researcher proposes three hypotheses for empirical 

testing. 
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This research was conducted with both qualitative and quantitative approaches to 

explore and test the effects of perceived product competence, perceived product 

differentiation and perceived service quality on consumers’ subscribing intentions for 

IPTV in Thailand. In the first stage of data collection, a qualitative method was used 

by conducting in-depth interviews to find supporting information for the research 

variables derived from the literature review. This study then used a quantitative 

method by employing a questionnaire as a survey research instrument. For the survey, 

data were collected from 233 respondents. The section on measurement items and 

scale design contains details about the pre-test and translation-back-translation. 

 

Statistical testing indicates that a positive and significant relationship exists between 

perceived product competence and consumers’ subscribing intentions. In conclusion, 

this research offers the following theoretical implications: 1) the research results 

support a positive and significant relationship between perceived product competence 

and consumers’ subscribing intentions for IPTV; 2) the findings extend the existing 

literature by being the first study that investigates the role of perceived product 

competence on consumers’ purchase intentions for IPTV service; 3) the research 

provides a model that enhances the explanatory power of the relationship between 

perceived product competence and consumers’ subscribing intentions; and 4) the 

research provides managerial implications for IPTV operators to consider as they 

develop marketing strategies that would help increase subscription rates. 

 

This research also offers several recommendations regarding future studies as follows: 

1) future research examining perceived product competence on consumers’ 

subscribing intentions could focus on wider fields of IPTV to present different reasons 
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and patterns; and 2) the relationship between consumers’ perceptions and consumers’ 

purchasing intentions needs to be further investigated to provide additional 

information by researching relevant topics or employing different research scopes. 
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CHAPTER 1 

INTRODUCTION 

 

1.1 Introduction and Problem Statement 

Internet protocol television, or IPTV, is a new technology by which consumers can 

watch TV programs through the internet and transfer data by server. It differs from 

TV viewing via traditional antenna and cable television formats. IPTV provides 

functions that differ from other traditional services, e.g., video on demand (a system 

that allows users to select and watch content when they choose to, rather than having 

to consume media at a specific broadcast time), and time shifting  (replaying TV 

programs that were broadcast hours or days earlier). Referring to the market in 

Thailand, IPTV is unknown to many customers; therefore, the researcher would like 

to discover the factors associated with customers’ purchase intentions in Thailand. 

 

Hyeong and Mi (2011) define IPTV service as a new technology television service 

delivered to subscribers by using a broadband internet connection. “IPTV is a method 

of distributing television content over an internet protocol which allows a more 

customized and interactive user experience” (Shin, 2006; Shin, 2007). 

 

Subscribers of IPTV can watch TV content through an information appliance device 

(a “set top box”) that has a high-speed broadband connection to the internet. The 

device displays content on a television screen or other display device (Martinsson, 

2006).  A subscriber can watch TV content on other platforms via the same IPTV 

service account without a set top box etc. on a PC, tablet or mobile phone. According 

to the TechNavio market research report (2013) forecast that, global IPTV market 

http://en.wikipedia.org/wiki/Cable_television
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revenue will grow at a CAGR of 20.32 percent over the period 2014-2019. By 

subscriber base, the global IPTV market is expected to grow at a CAGR of 8.95 

percent over the forecast period. IPTV has tremendous market potential that comes 

from consumer behavioral changes and rapid technological developments in today’s 

world. 

 

With respect to the literature review, the researcher found relevant variables 

associated with consumers’ purchase intention. The independent variables include 

perceived product competence, perceived product differentiation and perceived 

service quality. As a result, these consumer perceptions can be observed and 

investigated. 

 

According to the report from Dataxis South East Asia (2013), in 2012 Thailand had 

21 million households, of which 97% had television. This number shows a big market 

for IPTV operators. With fast-developing internet technology, according to the 

Truehits.net (2013), the number of internet users in Thailand had reached 23,846,315, 

by June 2013, thus showing the potential development of IPTV services. 

 

According to the CASBAA report (2011) which is for digital multichannel TV 

content, platforms, advertising and video delivery across a variety of geographic 

markets throughout the Asia-Pacific region, the Thai TV market continues to grow 

with more diversity in terms of content, operators, delivery methods and packages. 

Facing fierce competition in the TV market, all major TV providers battle for 

subscribers: both to retain existing subscribers and to attract new customers. A new 

technology such as IPTV has more advantages than traditional technology like cable 
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TV and satellite TV service, but in the current market of Thailand, cable and satellite 

TV still have more market share than IPTV service. 

 

Therefore, this research proposes to study how perceived product competence, 

perceived product differentiation, and perceived service quality affect consumers’ 

subscribing intentions. Subscribing intention will be defined as the extent to which an 

individual will actually consider subscribing to an IPTV service in Thailand. The 

findings from this research contribute to the existing literature regarding consumers’ 

purchase intentions and the behavioral intentions of practitioners in providing a 

perspective into the marketing strategy development to increase subscriptions for 

IPTV in Thailand. 

 

1.2 Research Problem 

As stated in the previous section, IPTV as a new technology has failed to raise the 

subscribing intentions of consumers to an optimal level (Shin, 2006; Shin, 2007). 

Product competence is described as a state whereby behavior, cognition and feeling 

are in synchrony (Leat, 1993). Perceived product differentiation is a consumer’s 

ability to distinguish a product or service from others (Wendell, 1956). Sukwadi 

(2006) pointed out that perceived product quality can be used as a predictor of 

purchase intention.  This study’s purpose is to investigate the relationship between 

customers’ subscribing intentions for IPTV in Thailand market and their perceived 

product competence, perceived product differentiation and perceived service quality 

as well as the significance of these factors.  
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It is noted that the researcher has work experience in this industry and has made 

observations regarding consumer intentions in the IPTV sector. Through observation 

the researcher found that perceived product competence, perceived product 

differentiation and perceived service quality are possibly related to consumers’ 

purchasing behavior. This research will provide recommendations after adopting both 

qualitative and quantitative methods to collect data from IPTV companies in Thailand 

to improve their product or service. 

 

1.3 Research Objectives 

1) To investigate the characteristics and dimensions of product competence, 

product differentiation and service quality in consumers’ perceptions. 

2) To study the relationships between consumers’ subscribing intentions and 

their perceived product competence, perceived product differentiation, and perceived 

service quality. 

 

1.4 Research Question 

How do perceived product competence, perceived product differentiation and 

perceived service quality affect consumers’ subscribing intentions for IPTV in 

Thailand? 

 

1.5 Operational Definition 

Perceived Product Competence 

Consumers have realized or understand the state or quality of product being 

adequately or well-qualified/ability (adapted from Hughes, Galbraith, &White, 2011). 
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Attractive Content 

A TV program’s quality that causes an interest or desire in someone, and builds on an 

attractive offer to persuade a consumer to subscribe to an ongoing service (Grazer, 

1995). 

Ease of Use 

Ease of use is related to the amount of effort that users expend on executing and/or 

accomplishing particular tasks (Jones & Teevan, 2007). 

Usefulness 

The degree to which a person believes that using a product would enhance 

performance (adapted from Fred, 1989). 

New Technology 

It is the creating, modification, usage, and knowledge of tools, machines, techniques, 

crafts, systems, and methods of organization in order to solve a problem, improve 

upon a pre-existing solution to a problem, achieve a goal, handle an applied 

input/output relation or perform a specific function (Liddell & Scott, 1980). 

 

Perceived Product Differentiation 

A consumer realizes or understands how to distinguish a product or service from 

others (Chamberlin, 1965). 

Product Features 

Product features are major decision variables used by marketers to influence the 

purchase intentions of potential customers (Chang & Wildt, 1994). 

Product Design 

This is a significant relationship or a real impact on consumers’ purchase intentions 

(Best, 2006; Robert, 2006). 

https://www.google.co.th/search?hl=th&tbm=bks&tbm=bks&q=inauthor:%22Jaime+Teevan%22&sa=X&ei=QIC5Uo_0CsXtiAe_nIG4Cg&ved=0CEgQ9AgwAw
http://en.wikipedia.org/wiki/Henry_George_Liddell
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Perceived Service Quality  

The customer comprehends the relative inferiority/superiority of the company and its 

service (adapted from Bitner & Hubbert, 1994). 

Tangibles Quality 

This is the appearance of physical facilities, equipment, personal, and communication 

materials (adapted from Sukwadi, Yang, & Liu, 2011). 

Reliability Quality 

This is the ability to perform the promised service dependably and accurately (adapted 

from Sukwadi, Yang, & Liu, 2011). 

Responsiveness Quality 

This refers to the willingness to help customers and provide prompt service (adapted 

from Sukwadi, Yang, & Liu, 2011). 

Assurance Quality 

This refers to the knowledge and courtesy of employees and their ability to convey 

trust and confidence (adapted from Sukwadi, Yang, & Liu, 2011). 

Empathy Quality 

This is defined as the care and individualized attention to customers provided by a 

firm (adapted from Sukwadi, Yang, & Liu, 2011). 

 

Subscribing Intention  

The likelihood of a consumer to pay for a particular product or service resulting from 

the interaction of his or her attitude toward it and perceptions of it. 
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Purchase Intention 

The definition of purchase intention is a consumer having a purpose to buy a product 

or use a service (adapted from Rizwan, Quayyum, Qudeer, & Javed, 2014). 

 

IPTV (Internet Protocol Television) 

IPTV service is defined as a new technology to deliver television service to 

subscribers through a broadband internet connection (Hyeong & Mi, 2011).  

 

1.6 Scope of Research 

This research used both qualitative and quantitative research approaches to conduct an 

empirical study. 

. 

1.7 Research Results 

1) The results of this research support H1: perceived product competence has a 

positive association with consumers’ subscribing intentions for IPTV in Thailand. 

However, the results did not support H2: perceived product differentiation has a 

positive association with consumers’ subscribing intentions for IPTV in Thailand, and 

did not support H3: perceived service quality has a positive association with 

consumers’ subscribing intentions for IPTV in Thailand. Therefore, this study proves 

that perceived product competence has a positive association with consumers’ 

subscribing intentions for IPTV in Thailand. 

2) An IPTV service operator can improve and increase subscription rates by 

employing this research. 

3) Other researchers can use this study’s results as a reference and to conduct 

further studies. 
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CHAPTER 2 

LITERATURE REVIEW 

 

2.1 Introduction 

This chapter presents the literature review on perceived product competence, 

perceived product differentiation, perceived service quality, subscribing intention and 

the relationship between them. At the same time, the independent and dependent 

variables on perceived product competence, perceive product differentiation, 

perceived service quality, and subscribing intention are also provided to explain the 

reasons why these variables are proposed in the conceptual framework. The 

conceptual framework and research hypotheses are summarized at the end of this 

chapter. 

 

2.2 Purchase Intention (Subscribing Intention) 

Purchase intention is frequently measured and used by marketing managers as an 

input for decisions about new and existing products and services (Morwitz, 2014). 

Therefore, the researcher has adopted a literature review of purchase intention to refer 

to subscribing intention. Purchase intention is an important concept in marketing. The 

definition of purchase intention (adapted from Rizwan, Quayyum, Qudeer, & Javed, 

2014) is a consumer’s purpose to buy a product or use a service. Purchase intention 

refers to a plan to purchase an exact good or service in the future. As stated by 

Tsiotsou (2006): “Purchase intention data can assist managers in their marketing 

decision related to product demand.” Purchase intention is a measure of readiness to 

buy a product that has also been set as a probability that a consumer will buy a 

product or service (Rizwan, Quayyum, Qudeer, & Javed, 2014). Much literature has 
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discussed purchase intention. Sewall (1978) uses purchase intention to segment a 

market for a proposed new product (Taylor & Baker, 1994). 

 

Purchase intentions are frequently measured and used by marketing managers as an 

input for decisions about new and existing products and services (Morwitz, 2014). 

Consumer purchase intention is one of the main concepts studied in marketing 

(Tsiotsou, 2006). The willingness of a customer to buy a certain product or service is 

known as purchase intention. Purchase intention is a dependent variable that depends 

on several factors. This research proposes to discover the factors associated with 

purchase intention. 

 

In their research, Rizwan, Quayyum, Qudeer, & Javed (2014) stated that purchase 

intention is a measure of readiness to buy a product, and it has been set as a 

probability. According to Dodds (2002), purchase intention comes into deliberation 

when a customer is most likely attempting to purchase some product or service. 

Purchase intention may affect the chances of a buyer to purchase a producer: the 

larger the buyer intent, the larger the probability of the buyer to purchase a good 

(Dodds 2002; Schiffman & Kanuk, 2000). Factors that affect subscribing intention 

consist of price, content, product brand, ease of use and usefulness. (Hyeong & Mi, 

2011). 

 

2.3 Perceived Product Competence (PPC) 

“Competence” generally means the ability to do something successfully or efficiently, 

while “perceive” generally means to realize or understand something. The definition 

of perceived product competence is adapted from Hughes, Galbraith and White 
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(2011). Consumers have realized or understand the state or quality of a product as 

being adequate or well qualified/able. 

 

Product competence is described as a state whereby behavior, cognition and feeling 

are in synchrony (Leat, 1993, Shin, 2007). Consumers who accept a product’s abilities 

generally form favorable perceptions of new products with preferable features, and 

consumers prefer such products in terms of both purchase preference and actual 

behavior when the benefits of these features outweigh the costs (Leat, 1993; 

Carpenter & Nakamoto, 1989; Alpert & Kamins, 1995). According to the relevant 

research, of the many variables that may influence consumers’ purchase intentions, 

four of them are especially important. Therefore, product competence can be 

composed by attractive content, ease of use, usefulness and new technology. 

 

People tend to purchase or not purchase a product to the extent they believe it will 

bring greater satisfaction to their lives. We refer to this variable as perceived 

usefulness, which is an important argument to support the tenet that perceived product 

competence is associated with a consumer’s decision (Adams, Nelson, & Todd, 

1992). With the development of internet technology, traditional TV can no longer 

meet consumers’ needs. New technology such as IPTV can bring consumers new 

experiences, and appealing TV programs are a major attraction motivating consumers 

to use this new service (Hyeong & Mi, 2011). 

 

Jones and Teevan (2011) define ease of use as related to the amount of effort that 

users expend executing and/or accomplishing particular tasks. Perceived ease of use is 

hypothesized to be the fundamental determinants of user acceptance of information 
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technology (Adams, Nelson, & Todd, 1992). Perceived ease of use is a significant 

determinate of a consumer’s intention to use a product (Yulihasri, Islam, & Daud, 

2011). Perceived ease of use is “the degree to which a person believes that using a 

particular product would be free of effort.” A person may allocate effort to the various 

activities for which he or she is responsible (Radner & Rothschild, 1975). All else 

being equal, we claim a product perceived to be easier to use than another is more 

likely to be accepted by users. 

 

A product high in perceived usefulness, in turn, is one for which a user believes in the 

existence of a positive use-performance relationship. The definition of perceived 

usefulness is “the degree to which a person believes that using a particular system 

would enhance his or her job performance” (Fred, 1989). The theory of Technology 

Acceptance Model, which was developed by Fred (1989), points out that, usefulness 

is relevant to the attitude of the consumer. 

 

At the same time, Yulihasri, Islam and Daud (2011) found that perceived usefulness is 

a major determinant of people’s intension to use a product. The Technology 

Acceptance Model states that ease of use and usefulness can determine the individual 

intention and behavior to use a technology (Adams, Nelson, & Todd, 1992). As IPTV 

is a new technology, its unique features will affect consumers’ subscribing intentions. 

In the competitive Thai market, all operators want a piece of the pie. From the 

literature review, perceived product competence is revealed to be associated with 

consumer purchase behavior. 
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With the growing levels of competition across industries, technological competence is 

increasingly viewed as crucial for businesses to maintain their long-term competitive 

advantage (Kwaku, Slater, & Olson, 2005; Garcia, Calantone, & Levine, 2003; Li & 

Calantone, 1998; Nelson, 1991). Technological competences urge firms to acquire, 

develop and use technology to achieve competitive advantage and to stay close to 

their customers (McEvily, Eisenhardt, & Prescott, 2004). Such competences are 

intangible and interaction-based, and so are usually difficult for competitors to trade, 

imitate or duplicate (Coombs & Bierly, 2006; Day, 1994; Nelson, 1991). 

 

For now, the effect of technological competence on firms’ performance has been 

studied primarily in the technology management literature. These studies have 

consistently showed that technological competences spur the best performance (e.g., 

Coombs & Bierly, 2006; Adams, Nelson, & Todd, 1992; McEvily, Eisenhardt, & 

Prescott, 2004; Pisano, 1994; Zahra, 1996; Song, Droge, Hanvanich, & Calantone, 

2005). In other words, firms with superior technological competences tend to be more 

innovative and thus develop better product performance (McEvily, Eisenhardt, & 

Prescott, 2004). 

 

There are many theoretical arguments about how competences can affect competitive 

advantage and performance improvement. However, most of the research examining 

the relationships between perceived product competence and consumers’ purchase 

intentions has only considered the independent effects of perceived competence on 

the product. After reviewing the relevant literature, the following hypotheses for 

perceived product competence were constructed: 
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H1: Perceived product competence has a positive association with consumers’ 

subscribing intentions for IPTV in Thailand. 

 

The next section will provide the definitions of perceived product differentiation 

(PPD), which is one of the major constructs of this research, and also a discussion 

with respect to this construct. 

 

2.4 Perceived Product Differentiation (PPD) 

The concept of product differentiation has been discussed in much literature. In his 

theory of monopolistic competition, Chamberlin (1965) defines product 

differentiation simply as distinguishing the goods or services of one seller from those 

of another on any basis that is important to the buyer and leads to a preference.  

Chamberlin also recognized that differences in buyer preferences result in a set of 

different demand curves, and stated that there seems to be no particular reason why 

the demand curve would change when a product is differentiated. However, 

Chamberlin had recognized that the demand curve would move to the right and 

therefore become less price elastic when the differentiated product more precisely 

satisfied consumer needs. 

 

Baumol (1967) makes an interesting contribution toward the development of what 

might be called a theory of product differentiation. In brief, Baumol’s research posits 

that given a certain number of substitute product characteristics, the optimal strategy 

for a firm introducing a new product into a market of rival goods would not be to 

differentiate it as much as possible from any rival product, but on the contrary, to 
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furnish this product with a combination of characteristics similar to those of some 

other product or products already in the market. 

 

Porter (1979) argued that product differentiation depends on both physical product 

characteristics and other elements of the marketing mix. The researcher recognized 

that product differentiation can be based on perceived as well as actual physical and 

nonphysical product differences. Porter also adhered to the traditional operational 

definition of product differentiation as the degree of cross-price inelasticity with 

respect to competing brands. In a demand equation, this cross-inelasticity is 

represented by a demand function for the firm’s offering that is relatively unaffected 

by changes in the prices of competing brands. 

 

Samuelson (1976) acknowledged that product differentiation can be a genuine 

response to differing consumer needs, but Samuelson clearly believed that most 

product differentiation is “artificial.” Samuelson also repeated Galbraith’s (1967) 

assertion that this is achieved by advertising that “distorts” consumer demand. 

 

The more new products that are introduced to an existing rival product, the greater 

(within certain limits) the demand for that new product, since it will be regarded as a 

close substitute for a rival product, and therefore can capture a substantial part of that 

particular rival product’s demand, a gain which is only partly offset by forgoing 

demand for other, more dissimilar rival products. 

 

Therefore, product differentiation is the process of distinguishing a product or service 

from others in order to make it more attractive to a particular target market. This 
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involves differentiating it from competitors’ products as well as a firm’s own 

products. At the same time, product differentiation describes how a supplier may be 

able to charge a greater amount for a product than perfect competition would allow. In 

addition, product differentiation is also an attempt to shift or change the slope of the 

demand curve for the market offering of an individual supplier. Perceived product 

differentiation is a consumer’s realization and ability to distinguish a product or 

service from others (Wendell, 1956). Moreover, Milne (1992) points out that product 

differentiation influences market power and affects the interpretation of market share 

data. How firms decide which attributes to keep as common and which to differentiate 

is significant for their product differentiation (Ramdas, Zhylyevskyy, Moore, 2010), 

as seen in the great wealth that Apple’s unique technology has brought to the 

company.  

 

Compared with cable and satellite TV service in Thailand, IPTV service provides 

various features, e.g., time-shifting, multiple screen viewing and video on demand. 

These special features can persuade consumers to subscribe to IPTV service. 

(Simpson & Greenfield, 2009) In the technology pars, IPTV can provide two-way 

communication technology to meet consumers’ requirement. 

 

In addition, IPTV service can reduce installation issues for consumers. Kotler and 

Keller (2006) state that resource endowments allow firms to be different, which 

reduces competition and makes it possible to reach new market segments. Therefore, 

differentiation is the process of distinguishing the differences of a product or offering 

from others, thus making it more attractive to a particular target market. 
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Companies often introduce new product features to differentiate their brands and gain 

a competitive advantage (Nowlis, Dhar, & Simonson, 2010). Kotler and Keller (2006) 

also points out that product differentiation is the process of describing the differences 

between products or services, with a resulting list of differences. This is done in order 

to demonstrate the unique aspects of a firm’s product and create a sense of value. 

Similarly, the research of Sharp and Dawes (2001) indicates that product 

differentiation lowers the sensitivity of customers in a given segment to other (non-

price) features of a product. 

 

Product features is major decision variable used by marketers to influence the 

purchase intentions of potential customers (Chang & Wildet, 1994). Karbala and 

Wandebori (2012) examined product design in their research and revealed a Pearson 

correlation value of 0.192, which indicates that product design has a very strong 

relationship with a consumer’s purchase intention. Product design has a significant 

relationship or a real impact on a consumer’s purchase intention. Referring to IPTV 

service, product design is a key element of IPTV assurance (Best, 2006; Robert, 

2006). An effective IPTV service design allows customers to identify the highest 

service quality and assures it is provided (Hyeong & Mi, 2011, Kim & Sugaya, 2006). 

 

Based on the previous research, two dimensions can be inferred in perceiving product 

differentiation: product features and product design. In summary, this research 

proposes to investigate the relationship between perceived product differentiation and 

a consumer’s purchase intention. The hypothesis is as follows: 

 

H2: Perceived product differentiation has a positive association with consumers’ 

subscribing intentions for IPTV in Thailand. 
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The definitions of perceived service quality (PSQ), which is one of the major 

constructs of this research, will be described in the next section and discussed with 

respect to this construct. 

 

2.5 Perceived Service Quality (PSQ) 

Service quality has been a frequently studied topic in the service marketing literature. 

Efforts to understand and identify service quality have been undertaken during the 

past three decades. A topic of particular interest in service quality research is the issue 

of measurement. 

 

Service quality (SERVQUAL) was first defined by Parasuraman, Zeithaml and Berry 

(1985). Five key dimensions in SERVQUAL have been defined by Sukwadi, Yang, 

Liu (2011) as follows: 1) Tangibles quality: The appearance of physical facilities, 

equipment, personnel, and communication materials; 2) Reliability quality: The 

ability to perform the promised service dependably and accurately; 3) Responsiveness 

quality: The willingness to help customers and provide prompt service; 4) Assurance 

quality: The knowledge and courtesy of employees and their ability to convey trust 

and confidence; and 5) Empathy quality: Care and individualized attention to its 

customers provided by the firm. 

 

Service quality is an important area to academicians because of its relevancy to 

service companies; therefore, many researchers have tried to develop various models 

to measure it (Eshghi, Sanjit, & Ganguli, 2008; Douglas & Connor, 2003). This is 

why as services are intangible in nature, evaluating the customer’s perception of 

quality can be done through the interaction with the personnel offering services (Magi 
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& Julander, 1996). From their suggestion, interaction between consumer and service 

provider is very important when measuring service quality because through that 

interaction, the service provider can easily understand the consumer better and 

precisely identify what consumer wants. 

 

Sureshchandar, Rajendran and Anantharaman (2002) state that “The veritable gains of 

a quality revolution come only from customer delight, which again to a very great 

extent depends on the customer’s perceptions of overall service quality.” This is why 

it is imperative to understand how consumers perceive service quality and how these 

perceptions could affect their repurchase behavior because through this way 

organizations can identify whether or not gaps exist and take corrective actions to 

improve upon their activities. In this way, organizations can implement appropriate 

quality service which could result in customer satisfaction.  

 

Service quality is an important area for practitioners because it’s the most critical 

factor in the search for providing superior service quality and achieving customer 

satisfaction (Douglas & Connor, 2003; Saravanan & Rao, 2007). Researchers have 

proven that providing good service quality to customers retains them, attracts new 

ones, enhances corporate image, brings positive word-of-mouth recommendations and 

above all guarantees survival and profitability (Negi, 2009; Ladhari, 2009). Various 

models have been developed to measure service quality, such as employing attitude-

based measures or disconfirmation models. It is very important to measure service 

quality because it allows for comparisons before and after changes, identifies quality-

related problems, and helps in developing clear standards for service delivery. 
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Other researchers have developed alternative theories and models to the SERVQUAL 

theory. One new theory, SERVPERF, was developed by Cronin and Taylor (1992) 

and uses the performance approach method to measure service quality based on a 

customer’s overall feeling towards service. This model is good to measure service 

quality, but it does not provide information on how customers prefer service to be in 

order for service providers to make improvements. Teas (1993) developed the 

Evaluated Performance model, which measures the gap between perceived 

performance and the ideal amount of a dimension of service quality, rather than the 

customer’s expectation. This was proposed to solve some of the criticism of previous 

models (Gronroos, 1984; Parasuraman, Zeithaml and Berry, 1985; Parasuraman, 

Zeithaml and Berry, 1988). Parasuraman, Zeithaml and Berry (1985) developed a 

model of service quality after carrying out a study of four service settings: retail 

banking, credit card services, repair and maintenance of electrical appliances, and 

long-distance telephone services. 

 

The SERVQUAL model represents service quality as the discrepancy between a 

customer’s expectations of a service offering and the customer’s perceptions of the 

service received Parasuraman, Zeithaml and Berry (1985). This makes it an attitude 

measure. What this model strives to measure exactly is the consumer perception of 

service quality, which depends on the size of the gap between expected and perceived 

service, and which in turn depends on the gaps under the control of the service 

provider, such as delivery of service and marketing (Parasuraman, Zeithaml and 

Berry, 1985). This measurement of service quality is based on both on how consumer 

evaluates the service delivery process and the outcome of the service (Parasuraman, 

Zeithaml and Berry, 1985). Good service quality is considered as one that meets or 



20 
 

exceeds a consumer’s expectation of the service (Parasuraman, Zeithaml and Berry, 

1985). 

 

The construct of service quality as conceptualized in the service marketing literature 

centers on perceived quality, which is defined as a consumer’s judgment about an 

entity’s overall excellence or superiority (Zeithaml, 1987). Though the SERVQUAL 

instrument has been widely used, it has been subject to criticism (Asubonteng, 

McCleary, & Swan, 1996; Buttle, 1996). Criticisms include the use of different 

scores, dimensionality, applicability and the lack of validity of the model, especially 

with respect to the dependence or independence of the five main variables (Carman, 

1990; Cronin & Taylor, 1992). The criticism of note to this study is the point that 

SERVQUAL focuses only on the service delivery process and does not address the 

service encounter outcomes (Gronroos, 1990; Mangold & Babakus, 1991). 

 

It is interesting to note that the developers of SERVQUAL initially suggested that 

service quality consists of functional (process) and technical (outcome) dimensions 

(Parasuraman, Zeithaml and Berry, 1985). However, the SERVQUAL instrument 

does not include any measure of the technical quality dimension. Essentially, 

technical quality has been neglected in an effort to study and measure service quality. 

 

This research focuses on the marketing area of SERVQUAL theory. Pitt, Watson and 

Kavan (1995) suggested SERVQUAL was an appropriate instrument for measuring 

the information system service quality. Hyeong and Mi (2011) state that IPTV service 

quality is dependent on the customer’s subjective assessments, and is created through 

interaction with human service providers. Service quality is an achievement in 



21 
 

customer service; it is reflected in each service encounter. In general, customers 

compare perceived service with expected service. 

 

Parasuraman, Zeithaml and Berry (1988) define perceived service quality as the 

“global judgment, or attitude, relating to the superiority of the service.” Carmen 

(1990) posits that whatever the industry, service quality is the main point of all firms. 

Customer perceived service quality can be defined as a global judgment or attitude 

relating to the superiority of a service relative to competing offerings (Parasuraman, 

Zeithaml and Berry, 1988). 

 

Numerous researchers have sought to uncover the global service attributes that 

contribute most significantly to relevant quality assessments (Parasuraman, Zeithaml 

and Berry, 1985). Among them, the work of Parasuraman, Zeithaml and Berry, (1985) 

has been regarded as most prominent, for it revealed 10 dimensions, including ease of 

use, signal of service, and content quality (such as video and audio). Zeithaml, 

Parsuraman and Berry (1996) pointed out that different service quality will influence 

different behavioral intentions of consumers. Therefore, new products such as IPTV 

service with its unique features may improve the service quality and increase a 

consumer’s purchase intention. 

 

Numerous researchers have used SERVQUAL to measure consumer satisfaction. 

However, only some literature has discussed the relationship between SERVQUAL 

and a consumer’s purchase intention. There have been contradictory findings on the 

relationship between perceived quality and purchase intention in previous research. A 

number of researchers have found a direct relationship between perceived quality and 
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purchase intentions (Carman, 1990; Boulding, Kalra, Staelin, & Zeithaml, 1993; 

Zeithaml, Parsuraman & Berry, 1996 ; Tsiotsou, 2006), whereas some others have 

argued for an indirect relation mediated by satisfaction (Cronin & Taylor, 1992; 

Sweeny, Soutar, & Johnson, 1999). 

 

With the suggestion that the “perceived service quality model” replace the product 

features of a physical product in the consumption of services, Gronroos (1982) 

identified two service quality dimensions: the technical aspect (“what” service is 

provided) and the functional aspect (“how” the service is provided). Customers 

perceive what they receive as the outcome of the process in which the resources are 

used, i.e., the technical or outcome quality of the process. However, it is often more 

important that customers perceive how the process itself functions, i.e., the functional 

or process quality dimension. 

 

For some services, the “what” (or technical quality) might be difficult to evaluate. For 

example, in health care the service providers’ technical competence, as well as the 

immediate results from treatments, may be difficult for a patient to evaluate. Lacking 

an ability to assess technical quality, consumers rely on other measures of quality 

attributes associated with the process (the “how”) of health care delivery. For health 

care service, consumers would likely rely on attributes such as reliability and empathy 

to assess quality. The operational definition of perceived product service in the 

research is adapted from Bitner and Hubbert (1994) and defined as how the customer 

comprehends the relative inferiority or superiority of the company and its service. 
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Tsiotsou (2006) mentioned that perceived quality has been defined as the consumer’s 

judgment about a product’s overall excellence or superiority. Zeithaml (1987) defines 

perceived product quality as a global assessment characterized by high abstraction 

and refers to a specific consumption setting. Rao and Monroe (1989) have argued that 

price is one of most important extrinsic cues of product quality. Rust and Oliver 

(1994) considered perceived quality to be a specific concept based on product and 

service features. Tsiotsou (2006) pointed out that perceived product quality can be 

used as a predictor of purchase intention, as confirmed by previous research such as 

the positive direct effect of perceived quality on purchase intention (Zeithaml, 

Parsuraman & Berry, 1996). 

 

According to the relationship between perceived product service quality and a 

consumer’s purchase intention as mentioned above, it can be deduced that when the 

degree of product service is high, the level of a consumer’s purchase intention 

increases.  Hence, if IPTV service operators identify product service quality as a key 

factor of company profitability, then it is possible to use perceived service quality as 

an independent factor that raises consumer purchase intention. Therefore, H3 

hypotheses are proposed as follows: 

 

H3: Perceived product service quality has a positive association with consumers’ 

subscribing intentions for IPTV in Thailand. 

 

The next section will provide the definitions of purchase intention (PI), which is one 

of the major constructs of this research, and will also discuss PI, with respect to this 

construct. 
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2.6 Conceptual Framework 

The conceptual framework was developed by the literature review and exploratory 

research whereby the independent variables in this research are perceived product 

competence, perceived product differentiation and perceived service quality. (The 

dimensions of perceived product competence are attractive content, ease of use, 

usefulness and new technology; the dimensions of perceived product differentiation 

are product features, product design, product price and product quality; and the 

dimensions of perceived product service quality are tangibles quality, reliability 

quality, responsiveness quality, assurance quality, empathy quality) and the dependent 

variable is the consumer’s subscribing intention (purchase intention). The conceptual 

framework is presented in Figure 1. 
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Figure 1. Conceptual framework of perceived product competence, perceived product differentiation and perceived service quality to consumers’ 

purchase intentions.

Perceived Service 

Quality 

Perceived Product 

Differentiation 

Consumer  

Perceived Product 

Competence 

Consumer  

Product Features 

Product Design 

Tangibles Quality 

Reliability Quality  

Responsiveness Quality 

Assurance Quality  

Empathy Quality 

Attractive Content 

Ease of Use 

Usefulness 

New Technology  

Consumers  

Subscribing 

Intention 

for IPTV 



26 
 

2.7 Summary of Hypotheses 

H1: Perceived product competence has a positive association with consumers’ 

subscribing intentions for IPTV in Thailand. 

 

H2: Perceived product differentiation has a positive association with consumers’ 

subscribing intentions for IPTV in Thailand. 

 

H3: Perceived product service quality has a positive association with consumers’ 

subscribing intentions for IPTV in Thailand. 

 

2.8 Chapter Summary 

This chapter cites comprehensive literature which supports the independent variables 

and dependent variable, such as perceived product competence, perceived product 

differentiation and perceived service quality and consumers’ subscribing intentions 

for IPTV in Thailand, as well as provides the relevant dimensions of each variable. 
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CHAPTER 3 

RESEARCH METHODOLOGY 

 

3.1 Introduction 

This chapter discusses the research design, target population and sample size, 

sampling and data collection procedures, measures, measurement items and scale 

design, development of the measurement scale, and data analysis. Firstly, the 

researcher provides a broad view of the research design which was conducted by 

qualitative and quantitative research approaches. Secondly, the criteria of target 

population in this research is explained. Next, how the qualitative methods are 

relevant to the sample size and sampling is discussed. Finally, how the quantitative 

method relevant to the sample size and sampling is explained. 

 

Afterwards, the measurement of the independent and dependent variables are 

provided in this research. This chapter will discuss measurement items and the scale 

of design method, which includes translation-back-translation. At last, data analysis is 

explained for both qualitative and quantitative sections. Lastly, using multiple 

regression to analyze the relationships of measurement items in the conceptual model, 

plans to assess validity and reliability for all measures are addressed in the chapter. 

 

3.2 Research Design 

This research was conducted by both qualitative and quantitative methods. Given that 

IPTV is a new service in the Thai market, there are some issues related to product 

knowledge and consumers’ experiences; therefore, at first suitable qualitative research 

as defined by the literature review was adopted to examine IPTV service in 
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Thailand’s market so as to gather more evidence to support the research variables, and 

to gather more information about the reasons Thai consumers have been willing to 

subscribe to IPTV service. Then, the questionnaire items were designed to ensure that 

each item was suited to query aspects of IPTV service. The qualitative research was 

comprised of in-depth interviews by using a semi-structured approach to collect data. 

Content analysis was applied to analyze the qualitative data. 

 

In the second phase, qualitative research results were used to verify the conceptual 

framework and research hypotheses regarding the relationship between perceived 

product competence, perceived product differentiation, perceived service quality and 

consumers’ subscribing intention, including the dimensions of independent and 

dependent variables. The survey approach was applied to residents in Bangkok, 

Thailand. 

 

3.3 Target Population 

The target population was a group of people who could define the research question in 

terms of the crucial characteristics of the population (Zikmund, Barry, Carr, & 

Griffin, 2013). In this research, the target population was consumers who use internet 

service to watch TV and who live in Thailand. In particular, the customers had to be 

in the age group of 18-60 years old. Given that this age group typically has a regular 

income, these consumers have a higher interest in subscribing to IPTV service than 

other age groups. 
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3.4 Qualitative Method 

Qualitative research is primary exploratory research. It is used to gain opinions and 

motivations. It provides insights into a problem or helps to develop ideas or 

hypotheses for potential quantitative research. Since the business of IPTV service in 

Thailand is new, the researcher adopted quantitative research to collect more 

information to analyze. As mentioned in the research design, this research aims to 

uncover the evidence for research variables that originate from the earlier literature. 

This research also expects to investigate the purchase intentions of consumers to learn 

more about purchase intention as a characteristic of IPTV service that affects 

consumers’ willingness to subscribe to the service. The sample size and sampling are 

explained as followed: 

 

3.4.1 Sample Size 

Sandelowski (1995) discovered that a sample size of 10 may be judged adequate for 

certain kinds of homogeneous or critical case sampling. In this research, 10 

interviewees were selected for an in-depth interview based on her research. 

 

3.4.2 Sampling 

This research employed snowball sampling to obtain the targeted 10 interviewees 

since relatively few people in Thailand have knowledge of IPTV. Atkinson and Flint, 

(2001) has used snowball sampling in marketing to find hidden populations. The 

questions used to focus on possible factors to improve consumers’ subscribing 

intentions include items such as, “What factor do you think may increase consumers’ 

subscribing intentions for IPTV in Thailand?” The researcher collected the data from 

semi-structured questionnaires if the interviewees provided new factors relevant to the 
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research objective, such as “What are the main reasons consumers will have 

subscribing intention for IPTV service in Thailand?” 

 

After the interviewees answered the questions, the researcher gave them time to add 

comments and suggestions relevant to this section. The advantage of this step was to 

provide more opportunities to get more ideas, when then lent itself to asking more 

complex questions and getting more specific responses (Creswell, 2007). 

 

3.5 Quantitative Method 

 

3.5.1 Sample Size 

Yamane (1973) recommends a formula to calculate the sample size as shown below: 

  
 

       
           (1) 

n = Sample size 

N = Popular size 

e
2
 = Sampling error 

Therefore, the sample size was calculated according to the recommendation as 

follows: 

n = 4,176,175 / [1 + 4,176,175 (0.05)
2
] 

n = 399.9617 

 

With N = 4,176,175 and e = 5% (at least 95% confidence level), the sample size is 

400. Given the sample size, the researcher would conduct the survey questionnaire by 

using a snowball sampling approach through a self-completion method. The 

questionnaire design would follow the research framework. 
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Based on research of Yurdugal (2008) and Omair (2014), the required minimum n = 

100 would be adequate for an unbiased estimator of coefficient alpha. Gorsuch (1983) 

and Kline (1979) also recommend using a sample size of at least 100 for testing; the 

researcher proposed to collect 400 samples for this research. 

 

3.5.2 Sampling 

To make a representative sampling, online questionnaires were distributed to 

respondents through an online survey website. In order to narrow down the target 

population for this research, the online questionnaire began with a screening question: 

“Do you use internet service to watch TV”? The questionnaire contained five 

sections. The first section consisted of 16 questions (single-choice questions) about 

perceived product competence of the consumer. All items were measured on five-

level likert scales ranging from (1) strongly disagree to (5) strongly agree. 

 

The second section included 8 survey questions associated with product 

differentiation. All items were measured on five-level likert scales ranging from (1) 

strongly disagree to (5) strongly agree. 

 

The third section includes 20 service quality questions. All items were measured on 

five-level likert scales ranging from (1) strongly disagree to (5) strongly agree. The 

fourth section included four subscribing intention questions. All items were measured 

on five-level likert scales ranging from (1) strongly disagree to (5) strongly agree. 
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The last section consisted of five demographic questions. The purpose of these 

questions was to identify the respondent’s demographic information. The questions 

included those regarding gender, age, education occupation, and monthly income. 

 

Perceived product competence (PPC) 

To measure attractive content (AC) as adapted from Shin (2006): 

PPC/AC-1. Foreign TV program received by IPTV is interesting. 

PPC/AC-2. The services and information I can get from IPTV are valuable. 

PPC/AC-3. IPTV provides the information and service that I need. 

PPC/AC-4. Interesting TV programs are very important in IPTV service. 

 

To measure perceived ease of use (PEU) as adapted from Fred (1989): 

PPC/PEU-1. Learning to operate IPTV service is easy for me. 

PPC/PEU-2. IPTV functions are easy to use. 

PPC/PEU-3. It’s easy for me to become skillful in using IPTV service. 

PPC/PEU-4. I find IPTV service easy to use. 

 

To measure perceived usefulness (PU) as adapted from the scale by Fred (1989) that 

captures the extent to which a person believes that IPTV can be used advantageously 

and provides positive expected outcomes Shin (2006) 

PPC/PU-1. Using IPTV is very useful in my daily life in general. 

PPC/PU-2. Using IPTV is helpful to improve my entertainment. 

PPC/PU-3. Using IPTV enhances my technology experience. 

PPC/PU-4. Information and services provided by IPTV are very useful. 
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To measure new technology (NT) as adapted from Weniger (2010): 

PPC/NT-1. The new technology of IPTV meets my needs. 

PPC/NT-2. I am attracted to IPTV due to its new technology. 

PPC/NT-3. I think IPTV has unique new technology to bring me new experiences. 

PPC/NT-4. IPTV’s new technology makes my life better. 

 

Perceived Product Differentiation (PPD) 

To measure product feature (PF): 

PPD/PF-1. Video on demand is important to IPTV service. 

PPD/PF-2. Time shifting (replaying of TV programs) is important to IPTV service. 

PPD/PF-3. Live television is important to IPTV service. 

PPD/PF-4. The feature of multiple screens (watching TV programs via computer, 

tablet and mobile phone) is important to IPTV service. 

 

To measure product design (PD): 

PPD/PD-1. IPTV has a modern design. 

PPD/PD-2. IPTV has portable design which is convenient to carry. 

PPD/PD-3.  The design of IPTV is convenient to connect with other storage 

appliances (e.g., USB). 

PPD/PD-4.  The design of action buttons makes them simple to operate. 

 

Perceived Service Quality (PSQ) 

To measure tangibles quality (TQ) as adapted from Parasuraman, Zeithaml and Berry 

(1985): 
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PSP/TQ-1. IPTV services have up-to-date equipment. 

PSP/TQ-2. IPTV’s physical facilities should be visually appealing. 

PSP/TQ-3. IPTV’s employees are well dressed and appear neat. 

PSP/TQ-4. IPTV has a physical appearance that keeps up with the kind of services 

provided. 

 

To measure reliability quality (RQ) as adapted from Parasuraman, Zeithaml and Berry 

(1985): 

PSP/RQ-1. When IPTV service is promised to do something by a certain time, they do 

so. 

PSP/RQ-2. When customers have problems, IPTV is sympathetic and reassuring. 

PSP/RQ-3. IPTV service is dependable. 

PSP/RQ-4. IPTV keeps accurate records. 

 

To measure responsiveness quality (RSQ) as adapted by Parasuraman, Zeithaml and 

Berry (1985): 

PSP/RSQ-1. IPTV is expected to tell customers exactly when services will be 

performed. 

PSP/RSQ-2. It is realistic for customers to expect prompt service from employees of 

IPTV service. 

PSP/RSQ-3. IPTV service employees are always willing to help customers. 

PSP/RSQ-4. It is not okay if IPTV service employees are too busy to respond to 

consumers. 
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To measure assurance quality (AQ) as adapted from Parasuraman, Zeithaml and Berry 

(1985): 

PSP/AQ-1. Customers are able to trust employees of IPTV service. 

PSP/AQ-2. Customers are able to feel safe in their transactions with IPTV. 

PSP/AQ-3. Overall, IPTV service works very well technically. 

PSP/AQ-4. IPTV employees have knowledge to answer a consumer’s question. 

 

To measure empathy quality (EQ) as adapted from Parasuraman, Zeithaml and Berry 

(1985): 

PSP/EQ-1. Employees of IPTV give customers personal attention. 

PSP/EQ-2. It is realistic to expect employees to know what the needs of their 

customers are. 

PSP/EQ-3. IPTV has its customers’ best interests at heart. 

PSP/EQ-4. IPTV is expected to have operating hours convenient for all customers. 

 

Subscribing Intention (SI) 

To measure subscribing intention (SI) by applying the scale from Ajzen and Fishbein 

(1980): 

SI-1. I plan to use IPTV services in the future. 

SI-2. It’s probable that I will use this service. 

SI-3. Compared with different TV services, I would be willing to pay for IPTV. 

SI- 4. The next time I need the content of a TV program, I will choose IPTV. 
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3.6 Variables of Research 

(1) Perceived product competence 

- Attractive Content 

- Ease of Use 

- Usefulness 

- New Technology 

 

(2) Perceived product differentiation 

- Product Features 

- Product Design 

 

(3) Perceived quality service 

- Tangibles Quality  

- Assurance Quality  

- Reliability Quality 

- Responsiveness Quality 

- Empathy Quality 

 

(4) Purchase Intention 

 

3.7 Measurement Items and Scale Design 

After all measures were adopted and adapted, the process of designing and developing 

the questionnaire comprised two steps: the first pre-test and translation-back-

translation. The details of each step are explained as follows: 

 

http://cn.bing.com/dict/clientsearch?mkt=zh-cn&setLang=match&form=BDVEHC&q=%E5%90%B8%E5%BC%95%E7%9A%84
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3.7.1 First Pre-Test 

The pre-test was conducted by using a sample of respondents who have similar 

characteristics with the final sample respondents. The sample group was aged 

between 18 and 43 years old. The purpose of pre-test was to ensure that the 

questionnaire was valid and logical (Zikmund, Barry, Carr, & Griffin, 2013). The 

researcher conducted the first pre-test at the Telephone Organization of Thailand’s 

(TOT) Chaengwattana branch. 

 

The fifteen selected respondents of the pre-test had gone to TOT to pay their bills. 

The respondents were asked for their feedback regarding the questionnaire with such 

questions as: “Do you think about the question is easy understand and clear?”, “How 

about the length of the questionnaire?” and “Do you have any questions about filling 

out the questionnaire?” Following the gathering of their comments, some questions 

were rewritten using simpler language. 

 

3.7.2 Translation-Back-Translation 

The purpose of this process is to check the translation from English into Thai. 

Although the researcher developed the questionnaire from international journals, the 

questionnaire’s focus was on consumers in Thailand; therefore, this research required 

the translation-back-translation method to solve this issue. This technique is the 

process of translating a questionnaire from its initial language to another language, 

and then having it translated back into the original language (Zikmund, Barry, Carr, & 

Griffin, 2013). 
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This method employed a four-step process. Firstly, an adopted or adapted 

questionnaire in English was created based on the relevant literature review. 

Secondly, the questionnaire was translated into a Thai version. Thirdly, an English 

translator translated the Thai version back into an English version. Lastly, the original 

English and back-translated English versions of the questionnaire were compared to 

verify the consistency of both questionnaires. 

 

As a result, the back translation of the Thai version into English is most similar to the 

original version. Because translation allows for some wording adjustments, this 

method presents a translation of questionnaires that is most consistent. 

The two translation experts were Mr. Sornnaphat Thirarojjanasuwan, who has worked 

for the Language Institute of Ramkhamhaeng University, and Dr. Eakpong 

Tungsrisanguan, who has expert English (graduate of Chulalongkorn University, as 

demonstrated by passing scores from English qualification exams, i.e., TOEFL and 

CU-TEP). 

 

3.8 Data Analysis 

The data were analyzed with software. Firstly, the researcher will summarize a sample 

by descriptive analysis to explain the main features of a collection of information 

(Neuman, 2000), and after that use a percentage frequency to express the relative 

frequency of survey responses and other data. Lastly, a Pearson correlation and 

multiple regressions for data analysis will be employed. 

 

 

 

http://en.wikipedia.org/wiki/Information
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3.9 Chapter Summary 

The research methodology was discussed in this chapter, with a focus on the methods 

used to investigate consumers’ subscribing intentions for IPTV service. This chapter 

presented the research design and discussed the target population in the beginning, the 

use of both qualitative and quantitative methods, the qualitative method’s 

employment of an in-depth interview with 10 TV industry experts and employees 

with experience and knowledge on IPTV services, and the examination of in-depth 

interview data by content analysis. For the quantitative method, the researcher 

collected 400 questionnaire samples through an online survey. The researcher created 

an online questionnaire on a survey website and shared the web link with respondents, 

and 233 valid questionnaires were analyzed. The measure design and development 

presented at the end of this chapter included the first pre-test and translation-back-

translation. 
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CHAPTER 4 

RESEARCH RESULTS 

 

4.1 Introduction 

This chapter presents the research results for both qualitative and quantitative studies. 

The qualitative section presents descriptions of the quality research and in-depth 

interview results. The quantitative section describes and discusses the research 

findings in terms of data collection, the profit of survey samples and IPTV service 

characteristics. Then this research screens the collected data and conducted analysis 

by multiple regressions. 

 

4.2 Qualitative Research 

The purpose of qualitative research was to check if the constructs derived from the 

literature review were suitable for the IPTV service context and to add more 

information about the reasons why consumers have subscribing intentions for IPTV 

service. The results are presented below. 

 

4.2.1 Description of Qualitative Research 

This research data were collected in September 2014 by pursuing in-depth interviews 

using a sound recorder and transcriptions. As the researcher mentioned in chapter 3, 

the sampling method employed was the snowball sample. 

 

The profiles of 10 interviewees are presented in table 4.1. The interviewees were 

working or had been working in the TV industry, with experience and knowledge of 

IPTV service. From the results of the in-depth interviews, it’s pointed out that the 
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factors of technology, customer experience, and good infrastructure of the internet 

affect the service quality that is associated with consumers’ subscribing intentions for 

IPTV in Thailand. 

 

Table 4.1 Interviewee profiles 

Respondent Working years in TV industry Relevant Information 

A 20 Working for TV Industry 

B 15 Working for TV Industry 

C 12 Working for TV Industry 

D 4 Working for TV Industry 

E 3 Working for TV Industry 

F 3 Working for TV Industry 

G 2 Working for TV Industry 

H 2 Working for TV Industry 

I 2 Working for TV Industry 

J 2 Working for TV Industry 

Source: Developed for this research by in-depth interviews 

 

4.2.2 In-depth Interview Results 

This section presents in-depth interview results, including the interpretation of 

research variables, sub-themes and quotations of each respondent’s views of 

consumers’ subscribing intentions for IPTV service in Thailand, as seen below. 

 

4.2.2.1 Perceived Product Competence 

Seven interviewees mentioned that consumers’ subscribing intention for IPTV 

depended on the new technology and its ease of use. If the product is very complex 

and people need to take a long time to learn how to use it, most customers will not 

choose to purchase that product. Therefore, the perceived product competence was 

associated with consumers’ subscribing intentions for IPTV service. The sub-themes 

and interview responses are presented in table 4.2. 
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Table 4.2 Interpretation toward perceived product competence. 

Sub-themes Quotations from interviewees’ responses 

Technology: Interviewee A, J: “I think technology is major factor to attract consumer to use the service”. 

Content: Interviewee E, F: “I think new technology is the point which can catch a consumer’s heart.” 

Ease of Use: Interviewee D: “Good TV content must be the main factor for consumers to make a decision.” 

 Interviewee C, G: “People prefer the product which is easy to use.”  

 

4.2.2.2 Perceived Product Differentiation 

Six interviewees mentioned that a consumer’s subscribing intention may be associated 

with the feature and design of IPTV. The sub-themes and interview responses are 

presented in table 4.3. 

 

Table 4.3 Interpretation toward perceived product differentiation 

Sub-themes Quotations from interviewees’ responses 

Multiple screen: Interviewee A, H: “Time shift is a unique feature of IPTV.” 

Time Shift: Interviewee E, F: “The multiple screen features are very convenient.”  

VOD: Interviewee B: “People would like to pay for VOD, which they want to watch.” 

Design: Interviewee I: “Consumers are willing to purchase a product which has good design.”  

 

4.2.2.3 Perceived Service Quality 

Four interviewees indicated factors relevant with perceived service quality. The sub-

themes and interview responses are presented in table 4.4. 

 

Table 4.4 Interpretation toward perceived service quality 
Sub-themes Quotations from interviewees’ responses 

Internet infrastructure: 
 

Reliability: 

Interviewee E, F, I: “The internet infrastructure will impact a consumer’s purchase intention.” 
 

Interviewee I: “Reliability is the most important thing to consumers.” 

 

4.3 Quantitative Research 

The section presents the results of data collection from an empirical survey and 

hypotheses testing regarding the relationship between perceived product competence, 

perceived product differentiation and perceived service quality on consumers’ 

subscribing intentions for IPTV in Thailand. 

 

4.3.1 Descriptive Research Findings 

The following sections present the results of data collection, the profiles of survey 

samples and consumers’ subscribing intentions as seen below. 
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4.3.1.1 Data Collection Results 

The total number of questionnaires is 400. As this questionnaire was collected online, 

the respondents needed to fill out all questions before submitting the questionnaire. 

Therefore the response rate was 100%. However, the use of a screening question 

about the use of the internet to watch TV reduced the number of valid responses from 

400 to 233, or 58 percent. 

 

4.3.1.2 The Profiles of Survey Samples 

Table 4.5 presents the demographic data form the information shown on the table: 

Gender: Male (57.9%), Female (42.1%); Age: 28-37 years old (48.5%), 38-47 years 

old (25.3%), 48-57 years old (12%), 18-27 years old  (11.6%), 58-60 years old  

(2.6%); Highest Education: College (64.8%), High School (21.5%), Graduate School 

(7.7%), Elementary School or lower (6%); Occupation: Office employee (51.1%), 

Business owner (33.5%), Government employee (7.7%), Student (6%), Other (1.7%); 

and Monthly Income: 30,001-40,000 baht (36.9%), 20,001-30,000 baht (36.1%), 

10,001-20,000 baht (21.4%), Less than 10,000 baht (5.6%). 
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Table 4.5 Demographic of survey respondents 

               Category            Percentage 

 Gender Male 57.9 

  Female 42.1 

 Age 18-27 years old 11.6 

  28-37 years old 48.5 

  38-47 years old 25.3 

  48-57 years old 12 

  58-60 years old 2.6 

 Highest Education Elementary School or lower 6 

  High School 21.5 

  College 64.8 

  Graduate School 7.7 

 Occupation Student 6 

  Government employee 7.7 

  Office employee 51.1 

  Business owner 33.5 

  Other 1.7 

 Monthly Income Less than 10,000 baht 5.6 

  10,001-20,000 baht 21.4 

  20,001-30,000 baht 36.1 

  30,001-40,000 baht 36.9 

 Total  100.0 

 

4.3.2 Data Screening 

After the data collection, the researcher distributed 400 questionnaires. However, the 

valid questionnaires totaled 233, or 58 percent. According to Baruch and Holtom 

(2008), the average response rate is 52.7 percent. Given that different industries and 

respondents present different respond rates, and that this study’s 58 percent rate is 

close to the average, its percentage is considered valid for this research. 

   

4.3.3 Dependent and Independent Variables 

 

Perceived Product Competence: 

Table 4.6 presents all dimensions, questions and respondents’ answers of perceived 

product competence. 
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Table 4.6: Descriptive results of perceived product competence  

Items Mean SD. Level of Agreement 

Attractive Content    

Foreign TV program received by IPTV is interesting. 2.94 0.872 Neutral 

The services and information I can get from IPTV are valuable. 3.15 0.857 Neutral 

IPTV provides the information and service that I need. 3.67 0.68 Agree 

Interesting TV programs are very important in IPTV service. 3.22 0.696 Neutral 

Ease of Use    

Learning to operate IPTV service is easy for me. 3.29 0.942 Neutral 

IPTV functions are easy to use. 2.96 0.973 Neutral 

It is easy for me to become skillful in using IPTV service. 2.97 0.883 Neutral 

I find IPTV service easy to use. 2.79 1.119 Neutral 

Usefulness    

Using IPTV is very useful in my daily life in general. 2.97 1.015 Neutral 

Using IPTV is helpful in improving my entertainment. 2.88 1.171 Neutral 

Using IPTV enhances my technology experience. 3.05 1.074 Neutral 

Information and services provided by IPTV are very useful. 2.37 1.107 Disagree 

New Technology    

The new technology of IPTV meets my needs. 2.36 1.196 Disagree 

I am attracted to IPTV due to its new technology. 3.3 1.069 Neutral 

I think IPTV has unique new technology that brings me new experiences. 3.13 0.853 Neutral 

IPTV’s new technology makes my life better. 3.06 0.898 Neutral 

 

Attractive content means interesting TV programs, valuable service, and required 

information. Each item’s Mean and SD are derived from agreement with the 

following statement: “IPTV provides the information and service that I need.” (Mean 

= 3.67, SD 0.68), interviewees’ level of agreement is agree; “Interesting TV programs 

is very important in IPTV service.” (Mean = 3.22, SD 0.696), interviewees’ level of 

agreement is Neutral; “The services and information I can get from IPTV are 

valuable. (Mean = 3.15, SD 0.857), interviewees’ level of agreement is neutral; “The 

foreign TV programs received by IPTV are interesting.” (Mean = 2.94, SD 0.872), 

interviewees’ level of agreement is neutral. Thus, based on the data collected, this 

research found that the content of IPTV in the samples’ perception in terms of 

attractiveness was rated as low. 

 

Ease of use means the product function is easy to use and understand. Each item’s 

Mean and SD are as follows: “Learning to operate IPTV service is easy for me.” 

(Mean = 3.29, SD 0.942), interviewees’ level of agreement is neutral; “It is easy for 
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me to become skillful in using IPTV service.” (Mean = 2.97, SD 0.883), interviewees’ 

level of agreement is neutral; “IPTV functions are easy to use.” (Mean = 2.96, SD 

0.973), interviewees’ level of agreement is neutral; “I find IPTV service easy to use.”  

(Mean = 2.79, SD 1.119), interviewees’ level of agreement is neutral. Thus, based on 

the data collected, this research found that the ease of use of IPTV in the samples’ 

perception was highly attractive. 

 

Usefulness means the product has much utility. Each item’s Mean and SD are as 

follows: “Using IPTV is to enhance my technology experience.” (Mean = 3.05, SD 

1.074), interviewees’ level of agreement is neutral; “Using IPTV is very useful in my 

daily life in general.” (Mean = 2.97, SD 0.883), interviewees’ level of agreement is 

neutral; “Using IPTV is helpful to improve my entertainment.” (Mean = 2.88, SD 

1.171), interviewees’ level of agreement is neutral; “Information and services 

provided by IPTV are very useful.” (Mean = 2.37, SD 1.107), interviewees’ level of 

agreement is disagree. Thus, based on the data collected, this research found that the 

usefulness of IPTV in the samples’ perception in terms of attractiveness was rated as 

low. 

 

New technology means the product provides new technology to customers. Each 

item’s Mean and SD are as follows: “I am attracted to IPTV due to its new 

technology.” (Mean = 3.3, SD 1.069), interviewees’ level of agreement is neutral; “I 

think IPTV is unique, new technology that can bring me new experiences.” (Mean = 

3.13, SD 0.853), interviewees’ level of agreement is neutral; “IPTV’s new technology 

makes my life better.” (Mean = 3.06, SD 0.898), interviewees’ level of agreement is 

neutral; “The new technology of IPTV meets my needs.” (Mean = 2.36, SD 1.196), 
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interviewees’ level of agreement is disagree. Thus, based on the data collected, this 

research found that the new technology of IPTV in the samples’ perception in terms 

of attractiveness was rated as low. 

 

Perceived Product Differentiation: 

Table 4.7 presents all the dimensions, questions and respondents’ answers of 

perceived product differentiation. 

 

Table 4.7: Descriptive results of perceived product differentiation 

Items Mean SD. Level of Agreement 

Product Features    

Video on demand is important to IPTV service. 3.18 0.909 Neutral 

Time shifting (replaying TV programs) is important to IPTV service. 2.74 1.092 Neutral 

Live television is important to IPTV service. 3.49 0.761 Agree 

The feature of multiple screens (watching TV programs via computer, tablet 

and mobile phone) is important to IPTV service. 

3.56 0.775 Agree 

Product Design    

IPTV has a modern design. 3.58 0.763 Agree 

IPTV has a portable design which is convenient to carry. 3.64 0.792 Agree 

The design of IPTV is convenient for connecting to other storage appliances 

(e.g., USB). 

3.71 0.755 Agree 

The design of action buttons makes them simple to operate. 3.7 0.744 Agree 

 

Product features means the function of a product. Each item’s Mean and SD are as 

follows: “The feature of multiple screens (watching TV programs via computer, tablet 

and mobile phone) is important to IPTV service.” (Mean = 3.56, SD 0.775), 

interviewees’ level of agreement is agree; “Live television is important to IPTV 

service.” (Mean = 3.49, SD 0.761), interviewees’ level of agreement is agree; “Video 

on demand is important to IPTV service.” (Mean = 3.18, SD 0.909), interviewees’ 

level of agreement is neutral; “Time shifting (replaying TV programs) is important to 

IPTV service.” (Mean = 2.74, SD 1.092), interviewees’ level of agreement is neutral. 

Thus, based on the data collected, this research found that the product features of 

IPTV in the samples’ perception in terms of attractiveness were rated as low. 
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Product design means product shape and design. Each item’s Mean and SD are as 

follows: “The design of IPTV is convenient to connect with other storage appliances 

(e.g., USB).” (Mean = 3.71, SD 0.755), interviewees’ level of agreement is agree; 

“The design of action buttons makes them simple to operate.” (Mean = 3.7, SD 

0.744), interviewees’ level of agreement is agree; “IPTV has a portable design which 

is convenient to carry.” (Mean = 3.64, SD 0.792), interviewees’ level of agreement is 

agree; “IPTV has a modern design.” (Mean = 3.58, SD 0.763), interviewees’ level of 

agreement is agree. Thus, based on the data collected, this research found that the 

product design of IPTV in the samples’ perception in terms of attractiveness was rated 

as low. 

 

Perceived Service Quality: 

Table 4.8 presents all the dimensions, questions and respondents’ answers of 

perceived service quality. 
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Table 4.8: Descriptive results of perceived service quality 

Items Mean      SD. Level of Agreement 

Tangibles Quality    

IPTV services have up-to-date equipment. 3.61 0.77 Agree 

IPTV’s physical facilities should be visually appealing. 3.55 0.84 Agree 

IPTV’s employees are well-dressed and appear neat. 3.47 0.689 Agree 

IPTV must have a physical appearance that keeps up with the kind of services 

provided.  

3.48 0.777 Agree 

Reliability Quality    

When IPTV service promises to do something by a certain time, they do so. 3.48 0.766 Agree 

When customers have problems, IPTV is sympathetic and reassuring. 3.48 0.794 Agree 

IPTV service is dependable. 3.48 0.783 Agree 

IPTV needs to keep accurate records. 3.45 0.712 Agree 

Responsiveness Quality    

IPTV is expected to tell customers exactly when services will be performed. 3.48 0.794 Agree 

It is realistic for customers to expect prompt service from employees of IPTV 

service. 

3.51 0.732 Agree 

IPTV service employees are always willing to help customers. 3.45 0.73 Agree 

It is not okay if IPTV service employees are too busy to respond to consumers. 3.49 0.761 Agree 

Assurance Quality    

Customers are able to trust employees of IPTV service. 3.57 0.71 Agree 

Customers are able to feel safe in their transactions with IPTV. 3.75 0.792 Agree 

Overall, IPTV service works very well technically. 3.73 0.826 Agree 

IPTV employees have knowledge to answer a consumer’s question. 3.76 0.818 Agree 

Empathy Quality    

Employees of IPTV give customers personal attention. 3.74 0.823 Agree 

It is realistic to expect employees to know what the needs of their customers are. 3.83 0.807 Agree 

IPTV has its customers’ best interests at heart. 3.78 0.771 Agree 

IPTV is expected to have operating hours convenient for all customers. 3.54 0.676 Agree 

 

Tangibles quality means the physical quality such as up-to-date equipment, well-

dressed employees, and maintaining good service. Each item’s Mean and SD are as 

follows: “IPTV services have up-to-date equipment.” (Mean = 3.61, SD 0.77), 

interviewees’ level of agreement is agree; “IPTV’s physical facilities should be 

visually appealing.” (Mean = 3.55, SD 0.84), interviewees’ level of agreement is 

agree; “IPTV must have a physical appearance that keeps up with the kind of services 

provided.” (Mean = 3.48, SD 0.777), interviewees’ level of agreement is agree; 

“IPTV's employees are well dressed and appear neat.” (Mean = 3.47, SD 0.689), 

interviewees’ level of agreement is agree. Thus, based on the data collected, this 

research found that the tangibles quality of IPTV in the samples’ perception in terms 

of attractiveness was rated as low. 
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Reliability quality means the quality of service promise and dependability. Each 

item’s Mean and SD are as follows: “When IPTV service promises to do something 

by a certain time, they do so.” (Mean = 3.48, SD 0.766), interviewees’ level of 

agreement is agree; “When customers have problems; IPTV is sympathetic and 

reassuring.” (Mean = 3.48, SD 0.794), interviewees’ level of agreement is agree; 

“IPTV service is dependable.” (Mean = 3.48, SD 0.783), interviewees’ level of 

agreement is agree; “IPTV needs to keep its records accurately.” (Mean = 3.45, SD 

0.712) , interviewees’ level of agreement is agree. Thus, based on the data collected, 

this research found that the reliability quality of IPTV in the samples’ perception in 

terms of attractiveness was rated as low. 

 

Responsiveness means the quality of being responsible. Each item’s Mean and SD are 

as follows: “It is realistic for customers to expect prompt service from employees of 

IPTV service.” (Mean = 3.51, SD 0.732), interviewees’ level of agreement is agree; 

“It is not okay if IPTV service employees are too busy to respond to consumers.” 

(Mean = 3.49, SD 0.761), interviewees’ level of agreement is agree; “IPTV is 

expected to tell customers exactly when services will be performed.” (Mean = 3.4, SD 

0.794), interviewees’ level of agreement is agree; “IPTV service employees are 

always willing to help customers.” (Mean = 3.45, SD 0.73), interviewees’ level of 

agreement is agree. Thus, based on the data collected, this research found that the 

responsiveness quality of IPTV in the samples’ perception in terms of attractiveness 

was rated as low. 

 

 



51 
 

Assurance quality means the quality of guarantee to customers. Each item’s Mean and 

SD are as follows: “IPTV employees have knowledge to answer a consumer's 

question.” (Mean = 3.76, SD 0.818), interviewees’ level of agreement is agree; 

“Customers are able to feel safe in their transactions with IPTV.” (Mean = 3.75, SD 

0.792), interviewees’ level of agreement is agree; “Overall, IPTV service works very 

well technically.” (Mean = 3.73, 0.826), interviewees’ level of agreement is agree; 

“Customers are able to trust employees of IPTV service.” (Mean = 3.57, SD 0.71), 

interviewees’ level of agreement is agree. Thus, based on the data collected, this 

research found that the assurance quality of IPTV in the samples’ perception in terms 

of attractiveness was rated as low. 

 

Empathy quality means the quality of being able to understand customers. Each 

item’s Mean and SD are as follows: “It is realistic to expect employees to know what 

the needs of their customers are.” (Mean = 3.83, SD 0.807), interviewees’ level of 

agreement is agree; “IPTV has its customers’ best interests at heart.” (Mean = 3.78, 

SD 0.771), interviewees’ level of agreement is agree; “Employees of IPTV give 

customers personal attention.” (Mean = 3.74, SD 0.823), interviewees’ level of 

agreement is agree; “IPTV is expected to have operating hours convenient for all 

customers.” (Mean = 3.54, SD 0.676), interviewees’ level of agreement is agree. 

Thus, based on the data collected, this research found that the empathy quality of 

IPTV in the samples’ perception in terms of attractiveness was rated as low. 

 

Consumers’ Subscribing Intention for IPTV in Thailand: 

Table 4.9 presents all dimensions, questions and respondents’ answers of consumers’ 

subscribing intention for IPTV. 
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Table 4.9 Descriptive results of consumers’ subscribing intentions for IPTV in 

Thailand 

Items    Mean      SD.  Level of  Agreement 

I plan to use IPTV service in the future. 4.27 0.786 Strongly Agree 

It’s probable that I will use this service. 4.27 0.784 Strongly Agree 

Compared with different TV services, I would be willing to pay for IPTV. 4.24 0.727 Strongly Agree 

The next time I need the services of TV programming, I will choose IPTV. 4.22 0.736 Strongly Agree 

 

Consumers’ subscribing intentions for IPTV means the IPTV service purchase 

intentions of customers. Each item’s Mean and SD are as follows: “I plan to use 

IPTV service in the future.” (Mean = 4.27, SD 0.786), interviewees’ level of 

agreement is strongly agree; “It’s probable that I will use this service.” (Mean = 

4.27, SD 0.784), interviewees’ level of agreement is strongly agree; “Compared with 

different TV services, I would be willing to pay for IPTV.” (Mean = 4.24, SD 0.727), 

interviewees’ level of agreement is strongly agree; “The next time I need the 

services of TV programming, I will choose IPTV.” (Mean = 4.22, SD 0.736), 

interviewees’ level of agreement is strongly agree. Thus, based on the data collected, 

this research found that, consumers’ subscribing intentions for IPTV in the samples’ 

perception in terms of attractiveness was rated as low. 

 

4.3.4 Hypotheses Testing 

The researcher used regression analysis to conduct the hypotheses testing as detailed 

below. 

 

4.3.4.1 Multiple Regression Analysis 

Multiple Regression analysis is a statistical process for estimating relationships 

among variables. It includes many techniques for modeling and analyzing several 

variables, when the focus is on the relationship between a dependent variable and one 

or more independent variables. The researcher uses an average number of each 

variable to run the multiple regression analysis. 
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Table 4.10 shows the regression model results. Dependent variable is subscribing 

intention; the predictors is (constant), ease of use, new technology, reliability quality, 

responsiveness quality, product features, usefulness and assurance quality. In the 

regression model results, it is describing the relationship between the predictors and 

response variable. R is 0.269 (determination power of model is 26.9%), R Square is 

0.073. Adjusted R Square is 0.044. 

 

Table 4.10 Regression model results 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression  7.460 7 0.771 2.049 0.025b 

Residual  83.145 221 0.376   
Total  91.625 232    

 R           0.269a     

 R Square  0.073     
 Adjusted R Square  0.044     

  Std. Error of the Estimate  0.65070     

a. Dependent Variable: Subscbing 

b. Predictors: (Constant), EaseUse, NewTech, ReliabQua, Responsv, ProdFea, Useful, Assuranc,  

 

In table 4.11, since a low p-value (<0.05) indicates that the researcher can reject null 

hypothesis. Therefore, in this research result, only ease of use (0.032) is statistically 

significant.  

 

Table 4.11 Coefficients 

Coefficientsa 

Model            Unstandardized Coefficients  
 

Standardized 
Coefficients 

t  p-value 

     B                Std. Error         Beta 

 

(Constant) 4.897 0.263  18.591*** 0.000 
Esyuse 0.183 0.085 0.242 2.163* 0.032 

Useful -0.106 0.094 -0.146 -1.134 0.258 

NewT -0.077 0.088 -0.094 -0.872 0.384 
Profea 0.033 0.080 -0.045 -0.411 0.682 

ReliaQ 0.058 0.116 -0.058 -0.496 0.620 

Respons 0.147 0.129 0.140 -1.133 0.258 
AssQ 0.046 0.087 0.050 0.525 0.600 

a. Dependent Variable. Subscribe, * = p value <0.05, *** = p value <0.001 
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4.3.4.2 The Results of Hypotheses Testing 

 

Table 4.12 The results of hypotheses testing 

Research Hypotheses 
Hypotheses supported 

or not supported 

H1: Perceived product competence has a positive association with consumers’ subscribing intentions for 

IPTV in Thailand. 

Supported 

H2: Perceived product differentiation has a positive association with consumers’ subscribing intentions 

for IPTV in Thailand. 

Not supported 

H3: Perceived product service quality has a positive association with consumers’ subscribing intentions 

for IPTV in Thailand. 

Not supported 

 

4.4 Chapter Summary 

This chapter presented analytical results regarding qualitative research and in-depth 

interview results showing an expected effect of all research variables on consumers’ 

subscribing intention for IPTV in Thailand. Besides that, there was other additional 

variable, from the interview result. It is internet infrastructure. For quantitative results, 

the response rate for the questionnaire was 233 out of 400, or 58 percent. With respect 

to hypotheses testing, H1 is supported; H2 and H3 are not supported. Therefore 

perceived product competence on consumers’ subscribing intentions has a significant 

relationship; perceived product differentiation on consumers’ subscribing intentions 

do not have a significant relationship; perceived service quality on consumers’ 

subscribing intentions do not have a significant relationship. 
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CHAPTER 5 

DISCUSSION AND CONCLUSIONS 

 

5.1 Introduction 

Hypotheses are discussed in this chapter; in the first section, it explains the 

relationships between perceived product competence, perceived product 

differentiation, and perceived service quality on consumers’ subscribing intentions for 

IPTV in Thailand. 

 

The theoretical and managerial implications of this research are discussed in the third 

and fourth sections. For the theoretical implications, this research provides a 

conceptual framework to enhance the explanation of customers’ subscribing 

intentions for IPTV in Thailand. In addition, the research provides managerial 

implications that could be used to increase subscribing intentions for IPTV. This 

chapter concludes by discussing the limitations of this thesis and offering 

recommendations for future research. 

 

5.2 Discussion of Hypothesis Tests 

Numerous research papers mention factors associated with consumers’ purchase and 

behavioral intentions. However, existing studies cannot fully explain the factors 

associated with the subscribing intentions for IPTV in Thailand. As described in 

chapter 1, the research purpose in this study is to investigate the effects and to show 

the significance of the relationship between perceived product competence, perceived 

product differentiation, and perceived service quality and consumers’ subscribing 

intention to new products and services in the market. The research question stated in 



56 
 

chapter 1 is: How do perceived product competence, perceived product differentiation 

and perceived service quality affect consumers’ subscribing intentions for IPTV in 

Thailand? 

 

This research proposes three independent variables, eleven dimensions of the three 

independent variables, and one dependent variable in a conceptual model. The three 

independent variables are perceived product competence, perceived product 

differentiation and perceived service quality. The relevant dimensions of perceived 

product competence are attractive content, ease of use, usefulness, and new 

technology. The relevant dimensions of perceived product differentiation are product 

feature and product design. The relevant dimensions of perceived service quality are 

tangibles quality, assurance quality, reliability quality, responsiveness quality and 

empathy quality. The dependent variable is consumers’ subscribing intention for 

IPTV in Thailand. 

 

In response to the research question, the results of this research found that perceived 

product competence statistic has a statistically significant effect on consumers’ 

subscribing intentions. 

 

5.2.1 H1: Perceived product competence has a positive association with 

consumers’ subscribing intentions for IPTV in Thailand. 

 

As expected, H1 is supported. This research found that the relationship between 

perceived product competence on consumers’ subscribing intentions is statistically 

positive and significant. The p-value of ease of use is 0.32. Only one dimension of 

perceived product competence was significant with consumers’ subscribing 
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intentions. Much literature (Coombs & Bierly, 2006; Fred, 1989; McEvily, 

Eisenhardt, & Prescott, 2004; Pisano, 1994; Zahra, 1996; Song, Droge, Hanvanich, & 

Calantone, 2005) supports this positive relationship between perceived product 

competence and consumers’ subscribing intentions. 

 

 In summary, this research on the relationship between perceived product competence 

and consumers’ subscribing is straightforward. The factor that may affect consumers’ 

subscribing intentions is ease of use. Therefore, only perceived product competence is 

significant with consumers’ subscribing intentions for IPTV. 

 

5.2.2 H2: Perceived product differentiation has a positive association with 

consumers’ subscribing intentions for IPTV in Thailand. 

 

Statistical testing did not support H2. The results presented a non-significant variable 

effect of perceived product differentiation on subscribing intentions for IPTV in 

Thailand. Previous research found statistically positive and significant positive 

relationship on perceived product differentiation and purchase intentions 

(Chamberlin, 1965; Baumol, 1967; Porter, 1976). This research investigated the effect 

of perceived product differentiation and found that it has no significant effect on the 

subscribing intention. 

 

Hence, although the consumer may perceive product differentiation, that perception 

may not convert into a subscribing intention for IPTV in Thailand. For example, when 

a consumer is attracted to a product with a new function, it does not mean the 

consumer will purchase the product. Therefore, consumers do not subscribe to IPTV 
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service in Thailand merely because of its novelty; this research does not support 

previous studies.  

 

In summary, the research finding does not support the tenet that perceived product 

differentiation has a positive association with subscribing intentions for IPTV in 

Thailand. In quantitative result of this research, the finding does not support the 

previous studies. However in qualitative result, this hypothesis is supported by 

response of interviewees. 

 

5.2.3 H3: Perceived service quality has a positive association with 

consumers’ subscribing intentions for IPTV in Thailand. 

 

Unexpectedly, H3 is not supported, since the results in this research do not present a 

positive effect between perceived service quality and subscribing intentions. This 

research found that earlier research indicates a statistically negative relationship 

between perceived service quality and subscribing intentions (Parasuraman, Zeithaml, 

& Berry, 1988; Carman, 1990; Boulding, Kalra, Staelin, & Zeithaml, 1993; Tsiotsou, 

2006). The statistical results here reveal that perceived service quality does not have a 

significant effect on subscribing intentions for IPTV; even the statistical result may 

not be consistent with the in-depth interviews. In summary, perceived service quality 

does not have a significant relationship with subscribing intentions.  

 

In summary, service quality does not have a positive association with consumers’ 

subscribing intentions for IPTV in Thailand. This finding may differ from previous 

research because the questionnaire design in this research draws from other industries. 

In quantitative result of this research, the finding does not support the previous 
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studies. However in qualitative result, this hypothesis is supported by response of 

interviewees. 

  

5.3 Theoretical Implications 

This research contributes to the theoretical knowledge of perceived product 

competence, perceived product differentiation and perceived service quality on 

consumers’ subscribing intentions for IPTV service in Thailand. Theoretical 

implications are separated into two issues as follows. 

 

Firstly, this research investigated consumers’ subscribing intentions for IPTV service 

in Thailand. As expected, the result supported H1: Perceived product competence has 

a positive association with consumers’ subscribing intentions for IPTV in Thailand. 

Ease of use is an important variable with a positive and significant relationship with 

subscribing intentions. 

   

This research is the first study to investigate perceived product competence on 

consumers’ subscribing intentions. This research contributes to the existing studies 

about subscribing intentions for IPTV services. This research contributes to the 

research of Adams, Nelson, and Todd (1992), who studied perceived ease of use for 

information technology, by expanding the scope of study to IPTV service. And this 

research also contributes to the study of perceived ease of use as a significant 

determinate of a consumer’s intention to use a product (Yulihasri, Islam, & Daud, 

2011). When consumers perceive a product as easy to use, there is a higher chance 

that the consumer has a subscribing intention for IPTV service. 
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In summary, the research results support a positive and significant relationship 

between perceived product competence and subscribing intentions for IPTV; the 

findings extend the existing literature by being the first study to investigate perceived 

product competence on consumers’ purchase intention for IPTV service in Thailand; 

the research expands on existing studies by investigating perceived product 

competence, perceived product differentiation and perceived service quality; the 

research result also showing the inconsistence of perceived product differentiation and 

perceived service quality from theory or previous research; and the research provides 

a model that enhances the explanatory power of the relationship between perceived 

product competence and subscribing intentions.  

 

5.4 Managerial Implications 

This research provides contributions to IPTV service operators in regards to perceived 

product competence on consumers’ subscribing intention for IPTV in Thailand by 

presenting an overview of subscribing intentions. The statistical results present a 

positive and significant relationship between ease of use and subscribing intentions 

for IPTV in Thailand; therefore, this suggests a marketing strategy that would help 

increase subscription rates and offers operational suggestions for raising such rates in 

three ways. 

 

Firstly, IPTV operators can attempt to raise subscription rates from product 

competence by paying more attention to improving service. The research findings 

suggest that service operators need to ensure ease of use of their products. As prior 

consumers develop product competence with IPTV, this will affect other potential 

consumers and increase subscription intentions. 
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Secondly, IPTV operators can increase subscription rates by using comments from 

existing customers as to product competence. The research findings indicate that good 

comments regarding product competence from existing, consumers will result in 

higher subscribing rates for the service. 

 

Thirdly, the research findings present that a product that is easier to use will increase 

subscription intentions. In summary, this research therefore recommends that IPTV 

operators provide service that is easy to use. 

 

5.5 Limitations 

This research has several limitations that should be addressed. First, this research 

studied perceived product competence, perceived product differentiation, and 

perceived service quality on consumers’ subscribing intentions for IPTV in Thailand. 

Given the study’s specificity, its findings may be of limited application outside the 

IPTV market. 

 

Secondly, the questionnaire design and its results shows only ease of use to be 

positively significant to subscribing intentions. Since IPTV is a new service to Thai 

consumers, most of them have no knowledge of it. In contrast, TV industry experts or 

employees have good knowledge and recommend IPTV. For the quantitative research 

method, this research used 400 questionnaires for data collection; the sampling 

method was snowball sampling. From the results of the questionnaire, the survey 

respondents who use the internet to watch TV amounted to only 233 people, or 58 

percent of the 400 respondents. The major point is related to the IPTV knowledge of 

the respondents. The respondents may not understand the instructions in the 
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questionnaire or the questions. Therefore, in future studies, the researcher should 

carefully examine the questionnaire design, especially regarding the instructions and 

wording of questions, which should be well-written, concise and easy to understand. 

 

Lastly, a minority previous literature has studied IPTV service in marketing compared 

with the available literature regarding IPTV technology. The researcher applied 

theory from literature reviews of other industries to this study. 

 

5.6 Recommendations for Future Study 

The generalizability of the findings may be limited due to the scope of this research. 

Firstly, future research could study consumer subscribing intentions in a wider field of 

the IPTV industry to present different reasons and patterns for subscribing intentions. 

Secondly, consumers’ subscribing intentions need to be further investigated to gather 

additional information concerning unresolved issues from this research, i.e., perceived 

product differentiation and perceived service quality. 

 

Previous studies and in-depth interviews in this research actually show an expected 

impact that perceived product differentiation and perceived service quality has a 

positive association with subscribing intentions. However, this research presented a 

non-significant effect of perceived product differentiation and perceived service 

quality on subscribing intentions. A new model may provide better insight into why 

this result occurred. 

 

Hence, a re-investigation of the condition of significant and non-significant effects of 

perceived product differentiation and perceived service quality on the consumer 
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subscribing intention model could be conducted. Future studies need to explore the 

role of different types of perceived product differentiation and perceived service 

quality. 

 

Thirdly, with the fast development of science and technology and the widespread use 

of the internet, people are surrounded by all kinds of electronic devices. Therefore, it 

would be interesting to apply the developed conceptual model from this research to 

studies in other countries. Such findings could contribute to the developed conceptual 

model and present differences between IPTV in the Thai market and that of other 

country markets. 

 

Fourthly, future research could study other perceptions on consumers’ subscribing 

intentions in Thailand or other countries. As mentioned earlier in this chapter, the 

differences in the findings of this research and other previous studies may possibly be 

due to the differences in demographics and markets. In addition, broader consumer 

experiences and knowledge of IPTV services are needed to increase subscription 

rates. Based on the results of the in-depth interviews, the internet infrastructure in 

Thailand needs improvement; without good internet infrastructure, IPTV service will 

be hard to develop well.  

 

Lastly, this research recommends that a future study investigate consumer perceptions 

of IPTV service in other countries, since in different markets, the factors affecting 

subscribing intention may be different. 
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 5.7 Chapter Summary 

This chapter discussed research hypotheses regarding the significant variables of 

consumers’ subscribing intentions. The research concludes that perceived product 

competence has a significant, positive association with subscribing intention for 

IPTV. It explains that other variables from previous literature are not supported by the 

statistical results. The research findings offer theoretical implications in terms of 

providing a conceptual model to enhance the explanation of the relationship of 

subscribing intentions with consumer perceptions. Furthermore, this research also 

provides beneficial implications for IPTV service operators regarding how to improve 

customer subscribing rates. 

 

This research focuses on consumers’ subscribing intentions for IPTV service in 

Thailand. Future studies could focus on other variables or other countries to present 

different reasons and patterns in consumer subscription intentions. And investigate the 

same or different factors for IPTV service. A researcher could also study consumer 

subscribing intentions in other contexts. Lastly, in order to study subscribing 

intentions, a researcher must select an appropriate scope and type of product carefully. 
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APPENDICES 1 

 

In-depth Interview Questions 

 

1. How long have you worked in the TV industry? 

 

2. Could you clarify IPTV service in Thailand, and introduce its market background? 

 

3. What factor do you think may increase consumers’ subscribing intentions for IPTV in 

Thailand? 

 

4. What are the main reasons for consumers to tend to subscribe to IPTV service in 

Thailand? 
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APPENDICES 2 

 
Survey Instrument 

 

Survey: Consumer’s Subscribing Intention for IPTV in Thailand 

 

 

 

 

 

 

 

 

1. Do you use internet service to watch TV? 

( ) Yes                 ( ) No 

 

Please indicate how much you agree or disagree with the following statements, mark (√) 

at the number below in the following scales 

Section 1.  Product Competence 

1 = Strongly Disagree     2 = Disagree     3 = Neutral     4 = Agree    5 = Strongly Agree 

 

1.1 Foreign TV program received by IPTV is interesting. 1 2 3 4 5 

Research Purposes: To discover the factors associated with consumers’ subscribing 

intentions for IPTV in Thailand. 

Definition of IPTV: Internet Protocol Television or IPTV is a new technology by 

which consumers can watch TV programs via the internet and transfer data by servers. 

It is different system from traditional antenna or cable television formats. IPTV 

provides different functions from other traditional services, e.g., video on demand (a 

system that allows users to select and watch/listen to video or audio content when they 

choose to, rather than having to watch/listen at a specific broadcast time), and time 

shifting (a function to replay a TV program that was broadcast hours or days ago). 

Aim of Survey: This survey is part of the research for the Master of Business 

Administration degree for Miss Qiuyun Lin, University of the Thai Chamber of 

Commerce. All comments will be presented in a format for educational overview only. 
 

http://en.wikipedia.org/wiki/Cable_television
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1.2 The services and information I can get from IPTV are valuable. 1 2 3 4 5 

1.3 IPTV provides the information and service that I need. 1 2 3 4 5 

1.4 Interesting TV programs are very important in IPTV service. 1 2 3 4 5 

1.5 Learning to operate IPTV service is easy for me. 1 2 3 4 5 

1.6 IPTV functions are easy to use. 1 2 3 4 5 

1.7 It is easy for me to become skillful in using IPTV service. 1 2 3 4 5 

1.8 I find IPTV service easy to use.  1 2 3 4 5 

1.9 Using IPTV is very useful in my daily life in general.  1 2 3 4 5 

1.10 Using IPTV is helpful to improve my entertainment. 1 2 3 4 5 

1.11 Using IPTV enhances my technology experience. 1 2 3 4 5 

1.12 Information and services provided by IPTV are very useful. 1 2 3 4 5 

1.13 The new technology of IPTV meets my needs. 1 2 3 4 5 

1.14 I am attracted to IPTV due to its new technology. 1 2 3 4 5 

1.15 I think IPTV has unique new technology to bring me new 

experiences. 

1 2 3 4 5 

1.16 IPTV’s new technology makes my life better. 1 2 3 4 5 

      

Section 2. Product Differentiation 

1 = Strongly Disagree     2 = Disagree     3 = Neutral     4 = Agree    5 = Strongly Agree 

 

2.1 Video on demand is important to IPTV service. 1 2 3 4 5 

2.2 Time shifting (replaying TV programs) is important to IPTV 

service. 

1 2 3 4 5 



77 
 

2.3 Live television is important to IPTV service. 1 2 3 4 5 

2.4 The feature of multiple screens (watching TV programs via 

computer, tablet and mobile phone) is important to IPTV service. 

1 2 3 4 5 

2.5 IPTV has a edesign. 1 2 3 4 5 

2.6 IPTV has a portable design which is convenient to carry. 1 2 3 4 5 

2.7 The design of IPTV is convenient for connecting to other storage 

appliances (e.g., USB ). 

1 2 3 4 5 

2.8 The design of action buttons makes them simple to operate. 1 2 3 4 5 

 

Section 3.  Service Quality 

1 = Strongly Disagree     2 = Disagree     3 = Neutral     4 = Agree    5 = Strongly Agree 

 

3.1 IPTV services have up-to-date equipment. 1 2 3 4 5 

3.2 IPTV’s physical facilities should be visually appealing. 1 2 3 4 5 

3.3 IPTV’s employees are well-dressed and appear neat. 1 2 3 4 5 

3.4 IPTV must have physical appearance that keeps up with the kind of 

services provided. 
1 2 3 4 5 

3.5 When IPTV service promises to do something by a certain time, they 

do so. 
1 2 3 4 5 

3.6 When customers have problems, IPTV is sympathetic and 

reassuring. 
1 2 3 4 5 

3.7 IPTV service is dependable. 1 2 3 4 5 

3.8 IPTV needs to keep accurate records. 1 2 3 4 5 

3.9 IPTV is expected to tell customers exactly when services will be 

performed. 
1 2 3 4 5 
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3.10 It is realistic for customers to expect prompt service from 

employees of IPTV service. 
1 2 3 4 5 

3.11 IPTV service employees are always willing to help customers. 1 2 3 4 5 

3.12 It is not okay if IPTV service employees are too busy to respond to 

consumers. 
1 2 3 4 5 

3.13 Customers are able to trust employees of IPTV service. 1 2 3 4 5 

3.14 Customers are able to feel safe in their transactions with IPTV. 1 2 3 4 5 

3.15 Overall, IPTV service works very well technically. 1 2 3 4 5 

3.16 IPTV employees have knowledge to answer consumer’s question. 1 2 3 4 5 

3.17 Employees of IPTV give customers personal attention. 1 2 3 4 5 

3.18 It is realistic to expect employees to know what the needs of their 

customers are. 1 2 3 4 5 

3.19 IPTV has its customers’ best interests at heart. 
1 2 3 4 5 

3.20 IPTV is expected to have operating hours convenient for all 

customers. 1 2 3 4 5 

 

Section 4 Consumers’ subscribing intentions for IPTV  

 

1 = Strongly Disagree     2 = Disagree     3 = Neutral     4 = Agree    5 = Strongly Agree 

 

4.1 I plan to use IPTV service in the future. 1 2 3 4 5 

4.2 It’s probable that I will use this service. 1 2 3 4 5 

4.3 Compared with different TV services, I would be willing to pay for 

IPTV. 

1 2 3 4 5 

4.4 The next time I need the services of TV programming, I will choose 

IPTV.  

1 2 3 4 5 
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Section 5. Personal Information 

 

5.1 What is your gender?                

( ) Male                                  ( ) Female                       ( ) Other, please specify________   

    

5.2 How old are you?  

( ) 18-27 years old                                                                    ( ) 28-37 years old 

( ) 38-47 years old                                                                    ( ) 48-57 years old 

( ) 58-60 years old                        

 

5.3 What’s your level of education? (Please check one) 

( ) Elementary School or lower                                                 ( ) High School  

( ) College                                                                                  ( ) Graduate School 

( ) Others, please specify _______________ 

 

5.4 What is your occupation? (Please check one) 

( ) Student                                                                                  ( ) Office Employee 

( ) Government employee                                                          ( ) Business owner 

( ) Other, Please specify ______________________ 

 

5.5 Which group describes your monthly income? 

( ) Less than 10,000 baht                                                           ( ) 10,001-20,000 baht 

( ) 20,001-30,000 baht                                                               ( ) 30,001-40,000 baht 

( ) 40,001-50,000 baht                                                               ( ) More than 50,000 baht 

 

………………………..Thank you very much for your cooperation…………………… 
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