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Enhanced TV as Brand Extension: TV Viewers’ Perception of Enhanced TV Features and TV Commerce on Broadcast Networks’ Web Sites

Interactive TV and enhanced TV features on the Web have received enormous attention from the TV industry as the future direction of TV technology development (Kontzer 2001).  Indeed, more than 78 per cent of U.S. Web users have visited a TV web site within the past year (Schlosberg 2000). Enhanced TV includes all the features of the Internet that can improve or enhance the viewing experience of TV viewers. Television programmers believe that enhanced TV can build viewer loyalty; and for cable networks, enhanced TV can increase subscriber retention and attract new subscribers (Fahey 2000; Griffin 1996).


There are four major types of enhanced TV features that enable the interaction between a TV station/network and its viewers on the Web (Hurst 2000): 1) Fan-based features, 2) game-based features, 3) information-based features, and 4) programming-based features. Fan-based features aim at building better relationships with the fans of a show by providing opportunities of learning more about and/or connecting with the show and stars. For example, by using chat rooms or other sharing features, a TV network can facilitate the creation of a fan community for its programs/stars in the programs. Game-based features enable users to participate or simulate a contestant’s experience on a game show, such as the ‘Millionaire Game’ featured on ABC’s highly successful ‘Who wants to be a millionaire’ web site (Gruenwedel 2000). Information-based features are online functions that bestow supplemental, personalisable news/sports/weather information. Programming-based features are the online systems that either facilitate a viewer’s programming selection process or deliver selected web-based programs to the viewer. 


TV commerce is a new concept of additional revenue source for television companies other than advertising. Television companies hope to transform itself to a retailer and their viewers to become buyers and purchase products featured in their programs (Fitzgerald 2000; McKay 2000).  There are two types of merchandise available for TV commerce: fan-based items and non fan-based items.  Fan-based items are items relating to the network/station or its shows and stars.  Examples are memorabilia of the network and products used in the TV program.  Non fan-based items are essentially products of the advertisers of the TV station or networks.  The industry has a high expectation on the future of TV commerce and on the utilities of enhanced TV features in boosting brand values and as a platform for conducting TV commerce. Nevertheless, whether the premise of these expectations is valid is unknown. In other words, we need to examine the theories of web site experience and interactivity and study the question whether exposures to enhanced TV features can indeed lead to increasing viewer loyalty and enhancing the equity of a TV brand. With this in mind, the present article, using an experimental design, examines TV viewers’ responses to enhanced TV features on broadcast networks’ web sites as both a marketing tool and brand extension for possible TV commerce. 

Literature Review

Brand Equity and Brand Extension


The study of branding and brand equity in the media industry is a relatively new phenomenon, even though it has been a very important marketing issue for packaged goods for more than two decades (Chan-Olmsted & Kim 2001).  Branding is the marketing strategy of giving value to the name of a product to distinguish itself from competitors and achieve a competitive differential advantage (Farquhar 1991; Keller 1993). According to the Marketing Science Institute (cf Camacho 1988, p.1), brand equity is defined as 

The set of associations and behaviours on the part of a brand’s customers, channel members and parent corporation that permits the brand to earn greater volume or greater margins than it could without the brand name and that gives the brand a strong, sustainable, and differentiated competitive advantage. 

Some common measurements of brand equity are the brand’s stock market value or asset (Farquhar, Han & Ijiri 1991) or the price premium to substitutable competitive products that the consumer is willing to pay as a result of brand differentiation (Park & Srinivasan 1994).     

              For the TV industry, brand equity translates to audience loyalty for a television brand such as a particular broadcast network and the audience polarization trend as suggested by Webster and Phalen (1997) -- Viewers become fans of a TV show or the TV network (i.e., ‘skilled audiences’ who spend more time than average viewers in learning about a show and its actors) and continue to choose programs supplied by that network (Abercromie & Longhurst 1998). Ideally, the fans of TV networks or their shows will become advocates of the shows or the network, purchasing products either advertised or used by their favourite stars in the shows, hence realizing the commercial benefits of fandom in entertainment media (Fiske 1992). 

Brand extension is the leveraging of a brand’s equity to its sister new products bearing the same brand name (Lane 2000). Its theoretical premise is based on the affect transfer of the consumers of an established brand to the new products launched under the same brand. By using the same brand name, the new products can easily receive the support and trust from the consumers. Many marketing researchers use product attribute transfer (or categorization by forming a brand family category with similar attributes under the umbrella of the same brand name) in explaining the mechanism of brand leveraging (e.g., Joiner & Loken 1998; Kim, Lavack & Smith 2001). Other researchers such as Broniarcyzk and Alba (1994) study brand extensions as an affect transfer process.  Affect is a concept comprising familiarity and likeability towards a brand. It is the special feeling toward an object, which characterizes the relationship between an object and its consumer (Grossberg 1992). Aaker and Keller (1990) found that the more complementary the new product is to the originating brand, the more likely for him or her to accept the brand extension. In this study, we subscribe to the notion that, because both brand familiarity and brand likeability are proven predictors of acceptance of brand extension (Lane & Jacobson 1995), the transfer of affect illustrates most succinctly the process in which brand extension can be successful. 

Benefits and risks of brand extensions have been widely discussed in marketing literature. Some of the major benefits presented were the carryover of brand benefits across products and markets, cost saving in a new product launch, and the consolidation of a brand’s position in the industry through extension of the product line with stronger customer and distributor loyalty (Mahajan, Rao & Srivastava 1993). There are also risks involved in brand extension. The main concern is the damage to the established brand if the new products are not perceived as congruent in quality or image to the brand name (Milberg & Lawson 1991). The extended brand may cannibalize the established brand if it is seen as a substitute or a competitor to the core brand (Roedder-John, Loken & Joiner 1998). Note that brand extension is a privilege only for established and well-liked brands that have acquired high brand equity (Lane & Jacobson 1995).         

Studies have shown that broadcast executives have yet to see their presence on the Web as a kind of brand extension. Chan-Olmsted and Kim (2001) found that only about one-third of TV station general managers thought of the Internet as a tool for branding. Most local TV stations’ web sites were used to provide news and community services/information (Chan-Olmsted & Park 2000; Kiernam & Levy 1999). We believe that it is essential for a national broadcast network to treat its web site(s) from a brand extension perspective because it uses the same brand name (e.g., NBC.com and ABC.com), it offers in-depth information about selected network programs that are not typically available to the off-line TV audience, it often includes materials that are related but different from a broadcast network’s TV products (e.g., customized news segments, program bloopers, etc.), and, by featuring online links about a network’s products (programming), it encourages the audience to be more involved with a network’s programs through another medium. Such cross-medium (product) usage is a characteristic of brand extension where users consume the same company’s products in different formats.

Similar risks of brand extension also apply to a broadcast network’s web site. As for all new products, the web site may not be acceptable to the audience if its content is considered inferior or irrelevant to the viewers. The costs of product failures apply to the networks as well. If a network’s web site is not used or badly-received by its viewers, and the network continues to supply such a failing product, it will not only waste the resources of the network but also possibly turn away prospective viewers who become disinterested of a network and/or its programs based on their experiences at the network site. 

Interactivity and the Web visit experience

One of the most significant values that the Internet adds to conventional television is its capacity for interactive activities. Such a characteristic is essential in the process of brand extension for TV networks as ‘interactivity’ often leads to higher brand involvement and provides more opportunities for differentiation.   Interactivity is a crucial concept in the study of the Web and new media (Rafaeli & Sudweeks 1997).  Indeed, maximizing interactivity of one’s web site is viewed as an ‘immutable law’ of Internet branding (Ries & Ries 2000). Several attempts have been made in defining what interactivity is and how it may enhance the communication between the web site creator and its visitors (e.g., McMillan & Downes 1998; Newhagen, Cordes &  Levy 1995). Studies have shown that newspaper web sites (Massey & Levy, 1999) and business web sites (Ha & James 1998) received low scores in most dimensions of interactivity.  The five-dimensional nature of interactivity proposed by Ha and James (1998) provides a useful framework for analysing the interactivity of a web site and measuring a user’s online experience. The five dimensions they proposed were 1) playfulness, 2) choice, 3) connectedness, 4) information collection, and 5) reciprocal communication. 

Apart from interactivity, one of the most common descriptions of an optimal Web visit experience is the ‘flow’, a term coined by Csikszentmihalyi (1990). Webster, Trevino and Ryan (1993) suggested ‘control’, ‘attention focus’, ‘curiosity’, ‘intrinsic interest,’ as the four components of flow. Based on their conceptualization of ‘flow’, Nel et al.’s (1999) study of web site users further illustrated the ability of the Web medium to absorb the audience and create a sense of empowerment for the audience. Perse (2001) also noted that the multi-media capability of the Web made it much more powerful in capturing and priming audience’s schema than the traditional media. Under the assumption that a viewer’s positive web visit experience, as measured by his or her perceived ‘interactivity’ and ‘flow’ of that web site, is fundamental to any successful brand extension efforts by a TV network, we will investigate the factor of interactivity and flow in the context of web visits and review the validity of the importance of interactivity to the broadcasters’ web sites.

Passive and Active Audience

Another useful perspective to analyse the consumption of enhanced TV features on web sites is the possible change in an audience’s role in engaging a TV product (program). Neuendorf (2001) and Baldwin, McVoy and Steinfeld (1996) discussed the changing concept of ‘audience’ in the new media age. Instead of being just passive recipients of whatever the networks show them, TV viewers can now become actively involved in a show by effortlessly email feedback to the network, check background information, look for in-depth stories about a news report or program. They can participate in a show by playing along with the contestants in a game show or looking up the statistics and scores of individual players or teams when watching a sports event.  Perse (2001) also suggested that because the extra mental efforts required in browsing web sites, effects of the web sites will be shaped by the individual’s expectations of the site content, rather than TV’s definition of parameters for audiences. Along the same line, cultivation theorists such as Shanahan and Morgan (1999) believe that new media are able to exert more influence on their users. It is plausible that by engaging the audience of a TV network with its web site, which offers more interactivity and content personalization, the network’s online presence can actually make the network brand more interesting and compelling to the audience.     

Online Experience

Web usage and previous online shopping experience may affect the usage of enhanced TV features.  Most prior studies of web site usage experience reported differences between experienced and novice web users in their online experience (Pastore 2001b). The general consensus is that when a web user is able to master the various features available on their Web browsers and know how to find information they want from the Web, they are more likely to report satisfaction in their Web site navigation and find online shopping much easier than those who are novice to the Web. Apart from Web usage experience, online shopping experience may also determine visitors’ web site experience and interest in TV commerce.  Many studies of 

e-commerce report the dissatisfaction of many shoppers in their online experience (Pastore 2001a; CyberAtlas 2001).  Such unpleasant experience will hamper the interest in doing future online shopping. As the thrust of TV commerce is the use of TV network’s sites to sell products, it should be seen by consumers as part of the online shopping experience.   

Hypotheses

As broadcast networks may use their web sites as a marketing tool and brand extension, enhanced TV features discussed earlier should contribute to the building and maintaining of viewers for a broadcast network brand. Accordingly, the first two hypotheses of this study will examine whether enhanced TV features are effective in improving the brand equity of broadcast networks as a result of brand extension. Four measures of the effects of brand extensions on the Web will be measured: a) complementarity to the TV network, b) perceived quality of the programs, c) brand image of the network, d) increase in watching programs of the network. 
Branding Effect of Enhanced TV on the Network 

H1a: Subjects who were exposed to a TV network’s web site would be more likely to 

         perceive that the web site is complementary to the network.
H1b: Subjects who were exposed to a TV network’s web site would perceive higher quality of the programs on that network than those who were not exposed to a TV network’s web site. 

H1c: Subjects who were exposed to a TV network’s web site would have more positive associations of the network brand than those who were not exposed to the network’s web sites.
H1d:  Subjects who were exposed to a TV network’s web site would watch more programs on the network in the future.
Effects of Enhanced TV on TV commerce

The second set of hypotheses deals with the relationship between an audience’s enhanced TV awareness and interest in TV commerce. If industry executives and analysts are correct in their optimistic views on TV commerce, then viewers who are more aware of the enhanced TV features are more likely to show an interest in TV commerce. As fandom can be the prime factor in the success of TV commerce, TV commerce items that will interest the viewers should be fan-based merchandise.

H2a: Subjects who were more aware of the enhanced TV features shown on a TV network’s site would more likely purchase TV commerce items than those who were less aware of the enhanced TV features.

H2b: Subjects who were more aware of enhanced TV features would show more interest  

        in fan-based TV commerce items than those who were less aware of enhanced TV 

        features.
Fandom and Awareness of Enhanced TV features types

As one of the goals of enhanced TV features is to increase the involvement of an audience with a TV show or network, the conversion of viewers to fans should be an important indicator of success. As fandom is crucial to the development of network brand loyalty, accordingly, we proposed that, among the four major types of enhanced TV features, fan-based features would be more likely to be noticed by visitors than other enhanced TV features. The third set of hypotheses test the importance of fandom in the recognition of enhanced TV features.    

H3a:  Subjects in treatment groups would be more likely to recognise fan-based enhanced 

           TV features than other enhanced TV features.

H3b:  Subjects who recognised more fan-based enhanced TV features would give higher quality rating of the network than those who recognised fewer fan-based features.
Effects of Web Experience and Online Shopping Experience on TV Commerce
 
As with all new products, web site usage may present some technological challenges to TV viewers who are not very experienced online users. In other words, a viewer’s prior Web experience can facilitate the navigation and identification of the enhanced features. Two hypotheses were proposed to examine whether such web experience has any effect on the awareness of enhanced TV features and rating of the web site and whether online shopping experience facilitates an interest in TV commerce. 

H4a:  Subjects with more Web experience would rate the network’s web site better and be more aware of its enhanced TV features than subjects with less Web experience.

H4b:  Subjects with more positive online shopping experience would more likely to show interest in TV commerce than subjects with less positive online shopping experience.

Effects of Enhanced TV and Interactivity Rating 
The last set of hypotheses investigates the relationship between the effectiveness of enhanced TV in creating interaction with visitors and the benefits of interactivity to the web site visit experience. As enhanced TV features are designed to improve the experience of a viewer through his/her interaction with the web site, interactivity is crucial to the viewer’s web site visit experience. Furthermore, higher interactivity should translate to better ratings on the quality of the web site by its viewers. 

H5a. Enhanced TV features facilitate the perception of interactivity. 

H5b. Higher interactivity scores lead to better TV web site rating.
Method

Design

Experimental design was chosen as the research method because it allows causal inference on web sites exposure’s effects on the interest in TV commerce and network brand perception.   By controlling the sites that subjects actually visit, the study can show the effect of the exposure on their attitudes and behavioural intent. The Solomon’s four group experimental design was employed with two treatment and two control groups (See Table 1).  The main advantage of the Solomon’s four group design is that it can rule out any effects of prior exposure on the brand equity and other effects measurement. It is considered as the most rigorous experimental design (Sumser 2001). The predictor variable is the exposure to the network’s web site and its enhanced TV features. The effects to be studied include their awareness of enhanced TV features, perception of TV brands, and interest in TV commerce. Two control groups, one with prior TV web site usage experience and one without, were asked to receive the placebo of visiting the CollegeNet.com web site, which provides admission and financial aid information and online books/music shopping for college students. The treatment groups, either with prior TV web site usage experience or without, were asked to visit their most frequently watched TV network’s web site. There are two reasons for asking them to visit only their most-frequently watched network’s web site. First, it is not feasible to ask participants to visit all the broadcast networks web sites and answer specific questions on each web site. Second, if enhanced TV is used to increase viewer loyalty, it is more likely for viewers who have watched the network to use its web site or the enhanced TV features on the web site. 

[Insert Table 1 about here]

Procedures

The experiment was conducted in two waves. The first wave of the study was to collect from subjects basic demographic, web experience, TV web site usage, and their TV network viewership information for group assignment. Based on the first wave information, the subjects were randomly assigned to either control or test group. Subjects were given written instruction on visiting a specific web site with the exact URL for the network site (i.e., their most frequently watched network). They were instructed to visit the web sites as long as they wish because the time they spent on the web sites somewhat reflects their interest in the web site. In addition, the absence of time constraint resembles more the real-life Web surfing experience. Afterwards, subjects were asked to answer a questionnaire on their web visit experience containing the effects measures. About 18 per cent of the initial participants failed to participate in the second phase of the study. The total number of subjects participated in both phases was 252. 

Subjects were recruited from two large introductory courses and two senior level media courses from two state universities in the United States.  One is located in the South and the other in the Midwest.  Students received extra credit for participating in the study.  All groups were equivalent in web experience, online shopping experience, and basic demographics.

Measures

Brand equity and brand extension attributes

The measurement of brand equity is a simplified scale based on Ha’s (1996) and Yoo and Donthu’s (2001) consumer-based brand equity scale. It focused on brand loyalty (i.e., spending more time watching programs on the same network), brand association, perceived quality of the web site and the network’s programs. For brand association, subjects were asked to write three words that came to their mind for every major broadcast TV network (ABC, CBS, NBC and FOX). These words were then coded to positive, neutral (usually program genre categories), and negative association. Examples of positive association include ‘funny’, ‘interesting’. Examples of neutral association are ‘football’, ‘news’. Examples of negative association include ‘boring’, ‘old-fashioned’. If both positive and negative association words were present, then they would be counted as ‘neutral’. Each network was then coded on a three-point scale from positive, neutral to negative.

  Attributes for brand extension acceptance were measured with a five-point Likert scale based on Aaker and Keller’s (1990) three major brand extension fit attributes : 1) the degree to which web site complements the network’s TV programs, 2) the substitutability of the web site to the network’s programs, and 3) the perceived ease of conversion from a TV network’s content to its web site’s content. In addition, subjects were asked if they saw the web site as an Internet brand for the TV network and whether the web site’s content is of the same quality as the network’s TV programs. A list of all measures are presented in Table 2.

[Insert Table 2 about here]

Web experience and Online Shopping Experience   

Web experience is the average of a nine-item battery of web site features usage: 

1) clicking on a banner ad on a web site, 2) downloading programs or plug-ins, 3) online shopping, 4) registration as members, 5) participation in prize-winning contests, 6) request information or feedback, 7) respond to surveys on the web site, 8) revisit the same site, 9) discuss or recommend a web site to a friend. The more web site features a subject has used, the higher his/her web experience score is. Online shopping experience was measured using a ten-point Likert scale on the satisfaction of seven online shopping attributes among those who had shopped on the Web. These online shopping attributes have been frequently used in online shopping satisfaction studies such as: 1) quality of customer service, 2) convenience, 3) easy to use, 4) on-time delivery, 

5) choice of products, 6) product information, and 7) money-saving (Pastore 2001a).  For details of the actual wording of the questions and operationalization of each variable, please refer to the Appendix for the full questionnaire administered to the subjects prior to and after exposure to the web sites.

Results

There was no significant difference in time spent on the web site between the control and the treatment groups. The average time spent on a broadcast network’s web site is 12.4 minutes, while the average time spent on the control web site is 12 minutes.  Nevertheless, those who have visited their most frequently watched broadcast networks’ web sites prior to the experiment reported slightly higher amount of time spent on visiting the web sites (mean=14 minutes). The median Web usage frequency among the four groups is six times per week.

Cross-promotion on TV was the most frequently mentioned source of awareness for a network’s web site according to the subjects who visited the network’s site prior to the study (42 per cent). Search engines or directories (25 per cent) and word of mouth recommendation (20 per cent) were other important sources that led the subjects to the network sites. Interestingly, no subject was made aware of a network’s web site by print media, either in the form of advertisements or web site reviews. 

Enhanced TV and Brand Equity of the Network

Analysis of Variance (ANOVA) was used to compare the differences between the treatment and the control groups. Hypothesis 1 anticipated a positive effect of a network’s web site presence and its enhanced TV features on the brand equity of the network. Subjects in the treatment group, especially those with prior exposure to the network’s web site, exhibited the strongest agreement with the statement that ‘the network’s web site complements the broadcast version of the network’s programs’ (mean=4.1/5, F=9.74, p < 0.01).  Hence the data supported H1a that suggested subjects who were exposed to a TV network’s web site would be more likely to perceive that the web site is complementary to the network, indicating viewers’ acceptance of the network’s brand extension to the Web. A summary of the hypotheses testing results is listed in Table 3. 

[Insert Table 3 about here]

Subjects in the treatment group who have visited the networks’ web sites prior to the study were significantly more likely to agree to the notion that web sites are an Internet brand of the broadcast networks (mean=2.89/5, F=3.99, p < 0.01). Both subjects in control and treatment groups disagreed that the programming content on a network’s web site can substitute for its broadcast version of the program (mean=1.97/5), reaffirming the findings of Ferguson and Perse (2000). Moreover, subjects in the treatment groups did not think the web site’s content is as good as the TV program (mean=2.5/5, F=3.06, p < 0.01), reaffirming the complementary, not competitive, nature of the web site to the TV shows.   Nevertheless, exposure to a network’s web site did not improve an audience’s perceived quality of the programs on the network. All four groups thought highly of their most-frequently watched networks. No significant difference was found on the quality ratings of the networks after the experiment (overall mean=85/100, F=0.58, n.s.). Thus hypothesis H1b, which suggested that subjects who were exposed to a TV network’s web site would perceive higher quality of the programs on that network than those who were not exposed to a TV network’s web site, was not supported.

We also found that subjects’ network associations closely correspond to the signature programs and brand image of each network. For example, subjects quite frequently mentioned ‘(Monday Night) Football’ and the ‘Millionaire’ show for ABC. CBS is ‘news’ and ‘old (audience)’ ‘old-fashion’, ‘David Letterman’ and ‘Survivor’.  NBC is ‘funny’, ‘Friends’, ‘peacock’, and ‘NBA Basketball’. Fox is ‘young’ and ‘Simpsons’. NBC scored highest in positive association (mean=2.64/3) among college students. CBS scored lowest in positive association (mean=1.83/3). As for brand association, exposure to each of the four major networks’ web sites has no significant effect on the four major networks’ brand associations. Thus H1c, which stated that subjects who were exposed to a TV network’s web site would have more positive associations of the network brand than those who were not exposed to the network’s web sites, was not supported.

The last sub-hypothesis on the impact of enhanced TV to the network’s brand equity stated that subjects who were exposed to a TV network’s web site would watch more programs on the network in the future. This hypothesis was not fully supported. While there were significant differences among the four groups, the group that scored the highest with this proposition was the control group who had prior exposure to the web sites. The score of the treatment group with prior web site exposure and the score of the control group without prior web site exposure was almost the same. This indicates that such exposures have little impact on the future consumption of programs on the specified networks.

In addition, we also found that subjects with prior exposure to the networks’ web sites showed much stronger loyalty and interest in the web sites than those who did not have prior exposure. When asked if they will visit the same web sites in the coming month, subjects with prior exposure reported higher scores in agreement than the subjects without prior exposure (F=5.12, 

p < 0.01). 
Enhanced TV and TV Commerce

Subjects in the treatment groups noticed quite a number of enhanced TV features on the networks’ web sites. On average they recognized seven features on the web sites, with program preview as the most commonly recognized feature (Table 4). However, awareness of enhanced TV features bears no significant relationship with the subjects’ interest in TV commerce (F=1.29, n.s.). Therefore H2a, which suggested that subjects who were more aware of the enhanced TV features shown on a TV network’s site would more likely purchase TV commerce items than those who were less aware of the enhanced TV features, was rejected.  Subjects across all groups showed little experience and interest in purchasing products prior to visiting the websites of broadcast networks (Table 5).  Prior to visiting the web sites, only 4 per cent of subjects bought memorabilia of a broadcast network, 14 per cent bought memorabilia of a particular TV show/star, 8 per cent bought products used in particular show, 17 per cent bought products that have been advertised in TV shows or on web sites. Similarly low numbers of subjects were interested in buying memorabilia of broadcast networks/TV shows/stars after they visited the network sites (Table 5). H2b, which proposed that subjects who were more aware of enhanced TV features would show more interest in fan-based TV commerce items than those who were less aware of enhanced TV features, was rejected. Nevertheless, after exposure to the network’s web sites, almost 13 per cent more subjects indicated that they were interested in buying products that have been advertised in the network shows or on the web sites.

[Insert Table 4 about here]

[Insert Table 5 about here]

Awareness of Enhanced TV Features


Fan-based enhanced TV features were hypothesized to be the most recognised features among all enhanced TV features. As shown in Table 4, programming-based features are as popular as fan-based features. Therefore, hypothesis 3a, which suggested that subjects in treatment groups would be more likely to recognise fan-based enhanced  TV features than other enhanced TV features, was rejected.   Fan-based enhanced TV features (such as TV stars/gossip, episode synopsis) also did not contribute to higher quality ratings of the networks among the subjects. There is no statistically significant relationship between the awareness of fan-based enhanced TV features and ratings of the networks among the treatment group subjects. Hence, H3b’s claim that subjects who recognised more fan-based enhanced TV features would give higher quality rating of the network than those who recognised fewer fan-based features was rejected.
Web Experience and Enhanced TV Awareness

Web experience did not contribute to the awareness of enhanced TV features or ratings of a broadcast network web site.  Subjects with higher web experience scores did not have higher awareness of the different enhanced TV features on a broadcast network’s web site nor did it impact the ratings of the network web sites (F=0.02, n.s.). Therefore, H4a which proposed that  subjects with more Web experience would rate the network’s web site better and be more aware of its enhanced TV features than subjects with less Web experience, was rejected. 

Online Shopping Experience and Interest in TV Commerce

When we look at the past online shopping experience and interest in TV commerce, we found no significant relationships between satisfaction in previous online shopping experience and interest in TV commerce. There is also no relationship between interest in the listed TV Commerce items and online shopping experience. The general low interest in TV commerce may account for the little variation in satisfaction of online shopping and interest in TV commerce. Thus H4b, which suggested that subjects with more positive online shopping experience would more likely to show interest in TV commerce than subjects with less positive online shopping experience, was rejected (F=0.88, n.s.>.

Interactivity and Web Site Visit Experience
The broadcast networks’ web sites scored higher in overall rating (mean=75/100) than the control College.Net web site (mean=70/100). In terms of playfulness, one of the dimensions of interactivity, the treatment group who visited the networks’ web sites, rated the web sites much higher in playfulness than their control group counterparts (F=8.14, p <0.001). But the groups did not see much difference in the choice and number of links provided to visitors. (Fchoice=1.36, n.s., Flink=2.24, n.s.). They also did not find the web sites used a lot of tools to collect information about them (mean=2.4/5, F=0.515, n.s.). They all did not show much interest in submitting comments or feedback to those web sites (mean=1.4/5, F=1.23, n.s.).

The subjects did show some characteristics of the ‘flow’ experience suggested by Nel et al. (1999). They gave high scores to both the broadcast network and CollegeNet web sites in ‘giving them control’ (mean=3.9/5). Nevertheless, the treatment group subjects who visited the networks’ web sites were more aware of the distractions than the control groups (F=7.60, p < 0.01). They disagreed that they were totally absorbed in what they were doing (mean=2.4/5, F=0.63, n.s.). They also disagreed that the sites they visited incited their curiosity (mean=2.8/5, F=1.09, n.s.). There were significant differences in rating the fun of exploring the sites. As expected, those in treatment groups were much more likely than the control groups to agree that it was fun to explore the sites because the control group’s web site is an information-based web site (F=4.33, 

p <0.01). Those with prior web site exposure enjoyed their experience the most, probably due to the familiarity and knowledge they have already acquired about the web sites. Treatment groups also reported selective exposure behaviour in exploring the networks’ web sites. Both those with and without prior exposure to the web sites agreed that they explored only their favourite programs/TV stars on the web sites (mean=3.5/5).  

A regression analysis was conducted to predict interactivity perception from the awareness of enhanced TV features. Enhanced TV facilitates the perception of interactivity among subjects. Subjects who have higher awareness of enhanced TV were more likely to give the site higher ratings on the five dimensions of interactivity (F=9.23, p < 0.01), especially in the connectedness dimension (r=.344, p < 0.01). But the awareness of enhanced TV features only explains 7 per cent of the variation in interactivity scores (Adjusted R2=0.07). The three most prominent enhanced TV features that contribute to the perception of interactivity are background information of news and public affairs programs (beta= .17), information about TV stars and gossip (beta= .19) and program preview (beta=.10). Thus H5a, which suggested that awareness of enhanced TV features facilitates the perception of interactivity, was accepted.  Interactivity scores help predict the ratings of the web sites (F=25.86, p < 0.01>.  Subjects’ interactivity scores explain 38 per cent of the variance of the ratings of the web sites (adjusted R2=0.38, p < 0.01). H5b that purported higher interactivity leads to a better TV web site’s rating was supported.  

Discussion and Managerial Implications

This study examines the viewers’ response to enhanced TV features as a TV network’s brand extension on the Web and the features’ potential in generating interest in TV commerce. Results of the experiment present a challenging picture for the future of TV commerce and illustrate the limitations of enhanced TV in building brand equity for broadcast networks. As discussed earlier, a network’s web site may serve not only as a marketing tool for building the network brand but also as a brand extension with content and enhanced TV features of its own. However, this study found that even though subjects accepted the network’s brand extension on the Web, their ratings of the network’s programs have little to do with their ratings of the network’s web sites or their awareness of the enhanced TV features on the web sites. Despite the increase in the percentage of subjects planning to buy TV commerce items after exposure to the web sites, it was mainly for the advertised products, not fan-based merchandise supplied by the network. The general low interest and experience in TV commerce shown by the subjects is an important warning sign for TV managers planning to use their web sites as a platform to conduct 

e-commerce. Nevertheless, we have observed a relatively significant increase in subjects’ interests in advertisers’ products after they visited the network web sites, which suggests a potential for a TV Commerce system that models after the more traditional home shopping TV networks with a collection of merchandises irrelevant of the network brand/products.

Our findings also illustrate the important ‘supporting’ role of these network sites. While a broadcast network’s web site is unable to induce audiences to watch more programs on that network or increase their quality rating of its programs, exposures to the network site do increase the time the audience is involved with the network brand through the Web visit experience and contribute to the perception that the material on the web site complements the network’s TV products. The facts that cross promotion on TV was found to be the most effective pointer to a network’s web site and the more familiar an audience with a network site, the more time he/she would spend on the site again reinforce the tremendous opportunities for the broadcasters in utilizing their websites for creative activities to improve their brand images. While a good web site may not compensate for mediocre programs, it would certainly add value to the programs that have already been well received and thus nurture the loyalty of its audience. Furthermore, as the subjects both with and without prior web site exposure agreed that they explored only their favourite programs/TV stars on the web sites, we see a clear ‘selective exposure behaviour’ exhibited by the users of these web sites, demonstrating certain reinforcement and supplemental functions of the sites. The finding again suggests the potential of a network site to enhance the loyalty of a typical audience (i.e., turn an average viewer to a fan), but not to convince a non-viewer to become a viewer.

The strong predictive power of interactivity to the web site ratings reinforces the need to maximize interactivity on these web sites. As playfulness is the strongest predictor of interactivity ratings, and broadcast networks are an important source of entertainment for the viewers, network web site designers must strive to develop features that enhances the playfulness of the web site. Note that ‘playfulness’ is not limited to game-based features, but also other enhanced TV features that may be programming-based or fan-based that allow visitors to enjoy the content while having a strong sense of control.

Limitations and Suggestions for Further Research

This study shows how the most web-savvy group in the U.S. (college students) use their most frequently-watched broadcast TV networks’ web sites. These students cannot represent the general public who has more diverse interests and life experiences, which can affect their web usage. Furthermore, the subjects probably have different TV usage patterns so their interest in enhanced TV may differ from the broadcast TV fans who are more likely to utilize the enhanced TV features to enhance their TV viewing experience. As most of the subjects have free access to the Internet through the universities they attended, their online behaviour may be somewhat different from other paid users. A study of a representative sample of general home Internet users can verify if the findings of this study are applicable to the general public. This is especially important for executives who need to determine whether the low interest in TV commerce shown in this study is limited to this population.  


Further research may be conducted to actually assess the network executives’ perceptions of enhanced TV as brand extension, including the benefits and risks of each enhanced TV feature. We believe that because of the universal geographical coverage of the Web, it is a very efficient branding avenue for the broadcast networks. However, the willingness of the executives to invest in enhanced TV features on their web sites will depend on their perceptions of the potential profitability of such investments. If TV commerce is not the way to go, then other sources of revenues must be developed to justify the cost of maintaining an attractive web site that actually contributes to the growth of its broadcast network.   


Finally, as with most experiments, this study can only examine the short-term effect of enhanced TV features on a network brand. As TV viewing and web site usage is a habitual behaviour, effects of enhanced TV may be cumulative and requires a longitudinal tracking to understand the relationship between a TV network’s web presence and the audience.  Maximizing the benefits of the convergence of television and the computer will continue to be a challenging task to media managers and researchers. 

Table 1
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Solomon’s Four Group Experiment Design of this Study




Prior Exposure    Network web site exposure        Post Exposure Test

Group 1 (treatment) N=57

Yes

Yes



Yes

Group 2 (control) N=65

Yes

No



Yes

Group 3 (treatment) N=69

No

Yes



Yes

Group 4 (control) N=61

No

No



Yes


Table 2

Independent Variables and Dependent Variables of the Study

	Independent Variables
	Dependent variables (Wave II)

	Exposure to the network web sites (stimulus/treatment)
	A. Brand extension effects

1. Brand extension acceptance (complimentary to the TV programs) Q.14a

2.  Perceived quality of the network brand (network) Q.13 

3.  Image (association) of the network brand Q.12

4. Increased usage of the network Q.14g

B. Interactivity Perception Q.8a-e

C. Flow Experience Q8g-r

	Web experience (statistically controlled)

Q.11, Wave I
	Awareness of Enhanced TV features

Q.7 

	Satisfaction in online shopping (statistically controlled)

Q.9b, Wave I
	Interest in TV Commerce

Q.10-11a


Table 3

Summary of Hypotheses Test Statistics* 


                                                                      


df           F     
 Eta     
 p


H1a   Exposure facilitates complementary perception           3,243       9.74        
0.33
<0.01

H1b   Exposure improves perceived quality of programs      3,243        0.58        0.08      
n.s.  

H1c   Exposure increases positive association  

          ABC




            3,31
0.31       0.17        n.s.


          CBS




            3,17         0.02       0.06        n.s.


          FOX




            3,72         0.61       0.16        n.s.

          NBC
   
                         

            3.76         0.75       0.11        n.s.

H1d   Exposure increases viewing time in future
            3,197       1.87       0.16       
n.s.

H2a   More aware of enhanced TV more likely to purchase   1,111       0.04       0.02        n.s.       
    H2b   More aware of enhanced TV more interest in 
            1,48
0.002    0.007       n.s. 
              

         fan-based items      



H3a   Fan-based features more likely to be recognized*                          N/A                       

H3b   Fan-based features improve rating of the network        1,111        0.57       0.07        n.s.

H4a   More web experience, more aware of enhanced TV     1,113        0.02       0.14        n.s.

H4b   More positive online shopping experience, higher       1,142        0.88    
0.08        n.s.


          interest in TV commerce

H5a   Enhanced TV facilitates interactivity perception          1,108
 9.23      0.28
<0.01

H5b   Higher interactivity scores better web site rating          1,218        25.86     0.33       <0.01


*Univariate mean comparison results shown in Table 4. 

Table 4

Enhanced TV Features Noticed by Treatment Groupsa

With Prior Exposure (n=51)       No Prior Exposure (n=63)        Total (n=116) 
Fan-based features

Episode Synopsis


67.4%


60.3%

 
62.3%

TV Star/Gossip


66.7%                

52.4%

 
58.8%

Chatroom


37.3%


31.3% 
              
34.2%

Video Clip Archive*

41.2%


14.3%

 
26.3%
List of upcoming guests

25.5%


20.6%

 
22.8%

Mean









41.4%

Game-based features

Quiz/Trivia/FAQ*

35.3%


15.9%

 
24.6%

Sweepstakes


13.7%


22.2%


18.4%
Play-along/Games

13.7%


11.1%

 
12.3%

Mean









18.4%

Programming-based features

Program Preview


77.8%


63.5%

 
70.2%

TV Schedule


60.8%


63.5%

 
62.3%

Original Programs for Web 

   Site Only*


15.7%


33.3%

 
25.4%
Simulcast 

  
  9.9%


 7.9%

   
  8.8%  

Mean









41.8%

Information-based features

Background 


41.2%


42.9%

 
42.2%

News/Weather Update

31.4%


19.0%


24.6%


Third Party/External Link

25.5%


19.0%

 
21.9%

Statistics/Scores


13.7%


  7.9%

 
10.5%

Transcripts


  3.9%


11.1%

 
  7.9%

Mean









21.4%

Other/Feedback/TV Commerce features

Polls/Surveys*


49.0%


28.6%

 
37.7%
E-mail link to webmaster*

47.1%


28.7%

 
36.8%
Purchase form/shopping cart  
18.0%


14.3%

 
15.9%

Bloopers


  5.9% 


  3.2%

   
  4.4%
Other

 

  3.9%


11.1%

 
  7.9%

Mean









20.4%


a Only groups who were assigned to visit network web sites were asked about the enhanced TV features.  Cases with missing data were not counted in the sample n.

*Significant difference at p < 0.05 level

Table 5

Audiences’ Interest in TV Commerce (n=252)


                                             

Pre-Exposure      Post-Exposure    Difference
Fan-based Items

Memorabilia of a broadcast network               
  4%                3.4%  
      -0.6%

Memorabilia of a TV show/star


14%              15.0%
    +1.0%

Products used in a particular show

  
  8%              13.8%               +5.8%

Non Fan-Based Items

Products that have been advertised in the show

  on TV or on the web site                  

17%              29.9%    
   +12.9%
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Appendix

Wave I Questionnaire (Before exposure to the assigned web site)

This survey is a research project to obtain your opinion on TV networks’ web sites.  By participating in this project, you will earn extra credit for this course.  This survey consists of two waves.  Your participation is needed for both waves.  The first wave is some basic information about you.  The second wave will ask you to write your evaluation on TV networks’ web sites. 

Please check the box next to the answer that best describes your attitude, experience, or information about you. ANSWER ALL QUESTIONS unless you are asked to skip that question in the questionnaire. For open-ended questions such as ______ hours, write the number of hours on the blank space provided.

Example:  What is your gender: ( Male  ( Female

Your Name: _________________________

       1. Which broadcast network do you watch most often?

(  ABC           ( UPN

(  CBS            ( WB

(  NBC           ( PAX 
(  FOX           ( PBS
2.  How many hours on average in total per week did you watch your most often watched network?

_________ hours total/week 

3.  Did you use the World Wide Web in the past 3 months?
( No (please skip to Q. 10)

( Yes 

4.  How much time do you use the World Wide Web on average per week?

________  hours total/week (if less than one hour such as 30 minutes, please write 0.5)

5.  Have you visited any of the web sites of the following network in the past 3 months

       (Check ALL that apply)
(  ABC           ( UPN

(  CBS            ( WB

(  NBC           ( PAX 

(  FOX           ( PBS

6.  Do you own a computer with Internet access at home?

( No

( Yes
7.  Have you ever done any of the following during your visit to a web site (check all that apply):
( Clicked on a banner advertisement on the web site

( Downloaded a program/music file/ or plug-in

( Shopped anything from a web site

( Registered as a member or visitor of the site

( Participated in sweepstakes or other prize-winning contests

( Requested information in the feedback, contact or comment section

( Responded to a survey questionnaire other than visitor registration

( Revisited the same site

( Discussed or recommended a web site to a friend

8. Did you buy anything from the Web?

( No  (Skip to Q.10)

( Yes (continue)

9a.  If yes, What products did you buy from the Web? (check all that apply)
( Computer hardware software

( Music/videos/books (self-use)

( Clothing

( Travel services including airline ticket

( Electronics or major appliances

( Office supplies or stationery

( Gift/Flowers

( Other (please state) _____________________

9b.  In general, how would you rate your online shopping experience on the following attributes?      10 indicates you are very satisfied,  1 indicates you are very dissatisfied

( Quality of customer service

( Convenience (time-saving)

( Easy to use

( On-time delivery                         

( Choice of product

( Product information

( Money-saving

11. Please evaluate your proficiency in using the World Wide Web and the Internet.  Put a check  next to the statement that describes you. Check all that apply to you. You can leave the list blank if you don’t use the Internet at all.
( a. I know how to create web pages with Web authoring tools such as MS Front Page

( b. I know the HTML language

( c. I know how to download programs and images  from web sites 

( d. I know how to use features such as bookmark and history to retrieve web site information

( e. I know how to use search engines to find information I need 

( f.  I know how to open a web page 

( g. I know how to use the FTP (file transfer protocol)

( h. I know how to use Telnet

( i.  I subscribe to Newsgroup/Usenet

( j.  I subscribe to a Listserv mailing list

( k. I have participated in an online chat room.

( l. I have another e-mail account on the web in addition to my university e-mail account

12. What is your gender:  

( Male ( Female

13.  Your Class Standing:  

( Freshman

( Sophomore

( Junior

( Senior

14.  Major: (check more than one only if you have double majors) 

( Telecommunications 

( Other (Please state) _____________________ 

( No Major/Undecided 

15.  What is your birth year?

     19__ __

16.  What is your ethnic origin?

( Caucasians

( African-Americans

( Asian-Pacific Islanders: 

      Circle One: Arabian, Chinese, Indian, Japanese, Korean, Vietnamese,  Other Asian 

( Hispanics

( Native Indians

( Mixed: (please specify the ethnic origins of parents) _______________ 

Wave II Questionnaire (After exposure to the assigned web site)

Please check the box next to the answer that best describes your attitude, experience, or information about you. ANSWER ALL QUESTIONS unless you are asked to skip that question in the questionnaire. For open-ended questions such as ______ minutes, write the number of hours on the blank space provided.

Example:  What is your gender: (Male

                                     (Female

Your Name: ________________________

1. Did you visit your assigned TV network’s web site as per the instruction given to you last week?
(  No (please skip to Q. 11b)

(  Yes 


2. When did you visit the web site?

Date:  ________________

Time: ________________

3. How long did you spend on that web site?

_____ minutes 

4. Before this assigned visit, how many times did you visit the same web site in the past six months?

_______  times (write 0 if you have never been to the web site prior to this assignment)

5. If you have visited the assigned web site prior to this study, how did you find out the web site of the network for the first time?

( Word-of-mouth recommendation

( Promotion of the web site on TV

( Search engines or directories

( Web site reviews in magazines or newspapers

( Print advertisements of the web sit

( Other (please state) ________________

( Did not visit the web site prior to this study

6. *Did you notice any of the following features when visited the site 

(Check ALL that apply)?
(Background for news/documentary/public affairs programs

(Chatroom or message boards

(E-mail link to the network’s viewer service department/webmaster 

(Info about stars/gossip 

(program preview

(episode synopsis

(bloopers

(Play-along/games 

(TV guide/schedule 

(Simulcast (live broadcast of the show on the Web)

(News/Weather Update 

(List of upcoming guest for talk shows, magazine shows

(Polls/surveys 

(Outside third party/external links 

(Original programming (TV program) for the web site only 

(Quiz/Trivia/Questions and Answers/Frequently asked questions

(Statistics/Scores   

(Transcript of the TV program

(Purchase form/Shopping cart

(Video clip archive 

(Sweepstakes 

(Other: Please state: ________________

7. *Which item of the web site listed above attracted you most ?

_____________

(  None

9. How did you rate your experience on the web site.  Rate 5 if you strongly agree to the statement.  Rate 1 if strongly disagree to the statement:
( a. I feel the site is playful:  I have fun and enjoyed the time spending there

( b. The site gives me a lot of choice 

( c. There are sufficient number of internal links about the network and its programs 

( d. There are sufficient number of related outbound third-party links outside the network 

    and its programs

( e. There are many devices on the site to collect information about me.

( f. I will submit my comments to the network/webmaster or participate in chat rooms of 

    the web site in future

( g. When I explored the site, I felt in control.

( h. I felt I had no control while interacting with the site

( i. The web site allowed me to control the interaction

( j. When I explored the site, I was aware of distractions

( k. When I explored the site I thought about other things

( l. When I explored the site I was totally absorbed in what I was doing

( m. Visiting the site excited my curiosity

( n. Interacting with the site made me curious and want to learn more

( o. The site aroused my imagination

( p. I felt bored visit the site

( q. The site was interesting

( r. It was fun to explore the site

( s. I only explored my favorite programs/TV stars on the web site.

9a.   If you are to give a score to the web site you just visited from 0 to 100, with 100 

      being the best.  What score will you give to this web site?

_______

10.  Do you think you will buy things featured on the web site in the future?

( No (Skip to Q.12)

( Yes (continue)

( Did not see anything available for purchase on the web site (continue)

11. What kind of things do you think you will buy? (Check all that apply)
(Memorabilia of the network

(Memorabilia of a particular show/TV star

(Products used in a particular show

(Products that have been advertised in the show on TV or on the web site

11a.  How much money do you think you may spend for any of the above items in a 

         year?

$___________

11b.  Before you visited this web site, have you bought any of the following 

         items? (Check all that apply)

(Memorabilia of the network

(Memorabilia of a particular show/TV star

(Products used in a particular show

(Products that have been advertised in the show on TV or on the web site

12. Write down three words that comes to your mind when you think of the   

     ABC/NBC/CBS/FOX networks:  (Example: cool, fun, old-fashioned…)
ABC :  _________      _____________    ____________

NBC :  _________      _____________    ____________

CBS :  _________      _____________    ____________

FOX : _________      _____________    ____________

13. On a scale of 0 to 100, with 100 is being the highest quality. How would you rate 

       the quality of the programs shown in your most-often watched network?

________

14.  Please indicate your agreement to the following statement based on your beliefs.  

       5 means that you strongly agree.  1 means that you strongly disagree.

(a. The network's web site complements the broadcast version of the networks’ programs.

(b. The network's web site can substitute for viewing the broadcast version of the 

    network’s program.

(c. The network's web site’s content is as good as the broadcast network’s 

    programs on TV.

(d. The network's web site is the Internet brand of the broadcast network.

(e. The networks' web site is an easy conversion from the TV programs of the network.

(f. *I will visit network's web site in the coming month.

(g. *After visiting the site, I would like to watch more of the programs shown on the 

    broadcast network.

(h.*After visiting its site, I feel the network is better than what I thought before.

(i. Among all broadcast networks, the network that I'm assigned to visit is the best.

15.  TV watching habits (not related to the study reported in the article)
16. What is your most favorite TV program category (Check one only)?

( Sports

( Informational magazines

( Talk shows

( Newscasts

( Drama Series

( Soap Operas 

( Sitcoms

( Actions & Adventures

( Game Shows  

( Cartoons

( Crime and Justice

( Other (Please state) __________________
* Questions for treatment groups only
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