Introduction

Broadcasting and legal downloading of information in the Internet presents a new frontier for broadcasters and media content producers to conquer. Anime companies have been trying new marketing strategies to combat increasing piracy that was widely noted as a key factor in depreciating profit returns. ODEX, the main distributor of anime in Singapore, started a copy-protected VOD business on their website after the clampdown on illegal anime downloaders from May to July 2007. It was one of the unprecedented events where they sent legal letters to offenders who were young teenagers, and allegedly threatened them to court with their evidence.  There was a huge online hate campaign by many anime fans on the anime blogging community. Many online fans stated that they had negative sentiments of ODEX and its product, and would not support them if ODEX was the only source for legal anime downloading. 
The reluctance of the anime fans to accept adoption of a technology due to the distributing company hence provides an excellent opportunity to study adoption of video on demand and other Internet technologies. Previous research on adoption of new technology focused on the individual, regulatory and demographic factors. The current situation in Singapore allows us to examine the societal impact toward adopting a new technology. As there are prevailing negative sentiments on ODEX from an informal straw poll on one of the most prominent Singaporean anime bloggers (www.darkmirage.com), it is worth investigation whether it would be a significant factor in determining adoption of a technology.
Anime VOD does not require a subscription, but an active purchase of the product. Hence, rather than examining income on a target group of young adults, a slightly different approach using their history of buying anime merchandise is adopted instead. We believe that the purchasing of anime merchandise might have a relationship to adopting the technology. 

In the study, it examines factors that have been affirmed by other studies such as demographics, innovativeness, attitude toward anime VOD and new technologies and their Internet use gratifications. These factors will be used along with the societal impact to investigate the willingness to adopt anime VOD. We hope to use Singapore as a context to examine various possibilities, and this paper also attempts to expand the research tradition by adding on the social impact of the distributor. The study believes that the results will have important implications to ODEX, the main licensing and distributing company in the Asian region. This study will also aid in formulating marketing campaigns for media companies who are going to engage in Internet e-commerce.
Literature review


2.1 Internet uses motivation

Uses and gratifications of the Internet on new emergent media has been well-documented by researchers and can help explain the behavior of online service adoption (Lin, 2001; Yang & Kang, 2006). Online service adoption can be a result of consumer motivations to gratify their needs associated with previous traditional media in terms of novel, entertainment, social, surveillance, personal habits and escape gratifications (Lin, 2001).
Users and gratifications theory has several basic assumptions. The underlying belief behind these assumptions is that the audience is actively involved in use of the media. Korgaonkar and Wolin (1999) argued that the interactive element of the Internet required a significant conscious attempt by the consumer. The rapid growth of the Internet also increased the use of the theory, as the web required more interaction from the user compared to other traditional media (Ruggiero, 2000).

Earlier studies of uses and gratifications gave a typology of use motivations by extending the framework of the theory to their study (Eighmey & McCord, 1998; Ferguson & Perse, 2000; Joines, Scherer, & Scheufele, 2003; Ko, Cho, & Roberts, 2005; Parker & Plank, 2000; Stafford & Stafford, 2001; Yang & Kang, 2006). For example, Stanfford and Stafford (2001) explored the motivations for consumer web use in terms of social, search, cognitive, novel and entertainment. They found that all motivations other than cognitive behavior correlated to a high affinity with the computer while novel, social and entertainment gratifications were significantly related to more frequent use of the Internet. Moreover, the adoption of a new media channel was also related to the adoption of other innovations that were similar (Atkin, Neuendorf, Jeffres, & Skalski, 2003; Jeffres & Atkin, 1996).
To validate the theoretical applicability of the uses and gratifications theory in examining online service adoption, Lin (1999) compared gratifications for television usage and online service adoption. The study found significant correlations between the two sets of audience motivations. Further studies gave evidence that Internet user’s adoption of Internet television such as video on demand were influenced by traditional gratifications from television studies such as entertainment and social gratifications (Ferguson & Perse, 2000). The entertainment gratification finding was consistent with Stephenson’s “play theory” of communication. Stephenson (1988) stated that all communication that is conducted voluntarily were motivated by entertainment, and would be constantly used as long as the user was entertained. 
Anime is considered to be fan-based entertainment and hence should correspond to motivations of television viewing such as social and entertainment gratifications (Park, 2005). Based on previous research discussed above, I argued that motivational factors of the Internet would influence their perception and adoption of anime video on demand in Singapore. Therefore, I proposed the following research question:

Research Question 1: Which Internet use motivation predicts anime fans’ intention to adopt anime VOD?
2.2 Demographics

Demographics variables of the consumer were significantly related to the adoption of interactive television (Leung & Wei, 1998; Yang & Kang, 2006). Leung and Wei (1998)’s study on the adoption of Interactive TV in Hong Kong found that male respondents who were younger, well educated with a high family income were more inclined to have a positive disposition toward Internet television compared to female respondents. It is consistent with Rogers’ (1995) research on diffusion of innovations, where he proposed that early adopters of new media tended to be younger, richer and more educated. It was expected by the author that the target audience of anime purchase was likely to be heavily skewed toward the young generation, and would be difficult to examine as a variable.
Previous studies have used general household income as a variable under demographics. However, it would be more accurate in our target sample to examine the respondent’s previous monthly spending on related anime/manga merchandise. Furthermore, Miller & Garnsey (Miller & Garnsey, 2000) criticized that there was a lack of diffusion research that took note of the purchasing power of the possible adopter due to the disparity of income in society. Therefore, I argued for the following three hypotheses:
H1: Anime fans that are male are more likely to adopt Anime VOD.
H2: Anime fans that are well educated are more likely to adopt Anime VOD.

H3: Anime fans that spend more on anime merchandise are more likely to adopt Anime VOD.

2.3 Innovativeness
Many adoption studies have determined that there was a positive relationship between an individual’s innovative behavior and his propensity to adopt new technology (LaRose & Atkin, 1996; Leung & Wei, 1998; Rogers, 1995). Hence, I formulated the following hypothesis:
H4: Anime fans that are more innovative are more likely to adopt Anime VOD.

2.4 Attitudes on anime VOD and new technologies
 
The attitude of people using the new media is also an important component to understand the intention of technology adoption. The theory of reasoned action indicated that the behavior, in this case adoption of anime VOD, was shaped by individual perceptions and attitudes as well as by social influence. Previous research on attitude found that attitude was a factor in adoption, such as Williams’s study on nine to twelve year old students adoption of microcomputers (Williams, Coulombe, & Lievrouw, 1983). In addition, Leung and Wei (1998) found that attitudes and perception toward new media and iTv was one of the predictors of adoption. 
H5: Anime fans that have a more favorable attitude toward anime VOD will have a higher intention to adopt Anime VOD.

H6: Anime fans that have a more favorable attitude toward new technologies will have a higher intention to adopt Anime VOD.

2.5 Societal impact


The social reasons that affect diffusion of innovations are often hard to investigate, and the ODEX incident presents an unique opportunity to understand societal pressure in affecting the diffusion of innovations. The ODEX fiasco caused a lot of negative feedback among the anime fans. Many bloggers from Singapore and forum readers have condemned ODEX’s actions and boycotted their products. I decided to examine the phenomena by proposing the following hypothesis.
H7: Anime fans that have a positive impression of ODEX will have a higher intention to adopt Anime VOD.
Method

3.1 Sample

The study employed an online survey that was conducted in late September 2007 among 373 Singaporean respondents. The survey was hosted at www.surveymonkey.com, an online survey software that allows users to host surveys. The link to the survey was posted on various popular anime blogs authored by Singaporeans. The respondents were an appropriate sample to study the adoption of anime downloading because they were likely to use the Internet for new anime information and discussion. The blogs also get a significant amount of visitors from Singaporean anime fans who increased the possibility of capturing the target audience that would be concerned with legal downloading.
Singapore is one of the best countries to examine the impact of legal anime downloading. Odex found that there were more than 400,000 instances of downloading in Singapore in 6. Singapore was found to have the highest level of anime downloading in the world by population (ODEX, n.d.). Hence, there is a huge economic value to understand the variables that will determine adoption of a technology and how companies can approach legal downloading. An Internet protocol (IP) check was conducted to validate to respondents to authenticate that each survey was an unique user and there are no overseas respondents. Surveys that have missing answers were also omitted from the analysis. The attrition rate was 9%, with a total of 338 complete surveys.
The sample had a mean age of 20 and a median monthly spending of 26-50 dollars on anime and manga merchandise. 63.6% of the respondents were male and more than 71.1% had more than secondary school education. This was consistent with the demographics of teenagers who used the Internet for social interaction and downloading (iDA, 2006).
3.2 Measures


The survey asked anime fans about five aspects of anime VOD and characteristics of the anime fans. Cronbach’s alpha is administered to estimate the internal consistency of the multi-item scales used in the study. A reliable instrument for a preliminary research required a Cronbach’s alpha of at least 0.7. All composites after conducting a reliability test, were found to be above 0.7.
Dependable variable
The dependent variable of the study was the likelihood to adopt anime VOD. A likeid scale of 1 to 5 is used, with 1 being very unlikely, and 5 meaning very likely, on the likelihood to use anime VOD if the service were to be reasonably priced.
Table 1

Factor analysis for online uses and gratifications motivations

	
	Factor loading

	Variables
	1
	2
	3
	4

	Entertainment
	
	
	
	

	   Because it relaxes me
	
	
	.805
	

	   Because it’s enjoyable
	
	
	.821
	

	   Because it allows me to unwind
	
	
	.828
	

	   Because it entertains me
	
	
	.689
	

	Habit
	
	
	
	

	   I feel restless if I do not the Internet
	
	
	
	.784

	   I make a habit of using the Internet
	
	
	
	.825

	   Because it gives me something to occupy my time
	
	
	
	.603

	Social/Learn
	
	
	
	

	   So I can chat with my friends
	
	.681
	
	

	   So I can feel less lonely
	
	.616
	
	

	   So I can make new friends
	
	.824
	
	

	   Because it helps me learn about myself
	
	.744
	
	

	   Because it helps me learn about others
	
	.735
	
	

	Escape
	
	
	
	

	   So I can forget about what happens at work
	.747
	
	
	

	   So I can forget about what happens at home
	.865
	
	
	

	   So I can forget about what happens at school
	.836
	
	
	

	   So I can get away from the rest of the family or others
	.824
	
	
	

	   So I can get away from what I’m doing
	.760
	
	
	

	
	
	
	
	

	Variance (%)
	32.5
	14.2
	11.7
	7.0

	Eigenvalue
	5.533
	2.409
	1.980
	1.191


Internet uses and gratifications
Internet uses and gratifications were measured on 17 statements. A principal factor analysis using varimax rotation was conducted and 4 final factors (social/learn, habit, entertainment, escape) were extracted (see Table 1). A likeid scale of 1 to 5 was used, with 1 being strongly disagree, and 5 meaning strongly agree. The statements were adopted from previous research conducting Internet users’ motivations to use the Internet (Joines, Scherer, & Scheufele, 2003; Yang & Kang, 2006). The Cronbach’s alpha for the four factors ranged from .80 to .89.

As a precaution before a multiple regression analysis, Yang and Kang (2006) argued that a multicolliearity test should be conducted to examine the variance inflation factor. No variables exceeded the threshold of 5 in VIF values. As a result, the initial analysis indicated that multicollinearity was not a problem for the regression model that was conducted.

Demographics

The first part of the survey measured the demographic characteristics of the respondents. The variables in this component included gender (male = 1, female = 0), age, their average monthly spending in anime/manga merchandise (0 to 150 dollars) and their highest educational level attained.

Innovativeness
Innovativeness was defined as the likelihood that an individual was relatively faster to adopt a technology than others (Leung & Wei, 1998). Innovativeness was measured indirectly by the number of digital products and services that the respondent used or own. These included DVD player, Satellite television, PDA/Blackberry, personal computer, pay-per-view, handphone, answering machine/voicemail, karaoke stereo systems, mp3/mp4 player and online purchasing. The total number of new media technologies or services owned or used was then aggregated into an index that represented the innovativeness of the respondent. An index of 1 meant the least innovative while 10 defined the most innovative.

Attitude toward anime VOD and technologies
Respondents were then quizzed on their attitude toward anime VOD and new technologies. Their attitude was measured by four statements adapted from Leung & Wei (1998) on a likeid scale of 1 to 5, with 1 being strongly disagree, and 5 meaning strongly agree. The first two questions, “are you a modern person who updates yourself on new communications technologies” and “whether they enjoy trying out new communication technologies and like to introduce them to friends”, were aggregated to a scale under attitude toward new technologies (Cronbach’s alpha = .81).  The next two questions, “are you interested to have a trial period of anime VOD in Singapore” and “Do you think that having anime VOD will change your lifestyle?” were combined to form an attitude toward anime VOD (Cronbach’s alpha = .74)
Attitude toward ODEX

Attitude toward ODEX was defined as the perception of ODEX and its products by anime fans. An attitude toward ODEX was formed with the four questions below. These included (1) Do you agree on ODEX’s legal proceedings against illegal anime downloaders?, (2) I think that ODEX’s products have good quality, (3) I think that ODEX’s reputation is good and (4) I think that I will support ODEX’s products in the future. Cronbach’s alpha was calculated at .79.
3.3 Procedure
A hierarchical regression was conducted to examine the relative significance of demographics, attitude toward ODEX, attitude toward anime VOD, innovativeness and internet uses and gratifications toward the adoption of anime VOD.
Results
A majority of the respondents (81.2%) were interested to adopt anime VOD if it was reasonably priced. More interestingly, the study showed that there was a prevalence of negative sentiment toward ODEX among the anime fans in Singapore. All four questions elicited a negative response. On their propensity to buy ODEX’s products, 65.7% of the respondents answered that they would be unlikely to support ODEX. More than three quarters of the respondents of the respondents disagreed with the legal proceedings of illegal anime downloaders and felt that ODEX’s products lacked quality. Almost all respondents (98.5%) felt that ODEX’s reputation was bad or neutral. 
The first research question examined which uses and gratifications of the respondents influenced the likelihood to adopt anime VOD. All the five gratifications altogether did not add any variance in predicting the intention to adopt anime VOD. Out of the five gratifications, only escapism was mildly significant (β=-1.115, t=-2.132, p<.05). Social, entertainment, learning and habit gratifications were not significant predictors of adopting intention. The negative sign in β in escapism factor suggested that 
Table 2
Results of hierarchical regression treating the likelihood to adopt anime VOD if it is reasonably priced as the dependable variable (n = 338)
	
	Likelihood to adopt anime VOD

	Predictor Variables
	Beta
	∆R2

	Block 1: Uses and gratifications
	
	

	   Entertainment
	.061
	

	   Social/Learn
	.005
	

	   Habit
	-.008
	

	   Escape
	-.1211
	.000

	Block 2: Demographics
	
	

	   Age
	-.021
	

	   Purchasing power
	.1462
	

	   Education attainment
	.021
	

	   Gender
	.002
	.005

	Block 3: Inventiveness
	
	

	   Inventiveness
	.033
	.009

	Block 4: Attitude toward new technologies and anime VOD
	
	

	   Attitude toward new technologies
	.011
	

	   Attitude toward anime VOD
	.3943
	.173

	Block 5: Attitude toward ODEX
	
	

	   Attitude
	.1422
	.188


Statistical significance of results as follows: 1 p< .05, 2 p < .01, 3 p < .001
people who did not use the Internet for escapism reasons were more likely to adopt anime VOD.  Hence, research question 1 had little support.

H1, H2 and H3 used demographic factors to examine whether they would be correlated to the likelihood to adopt anime VOD. All demographic variables accounted for 0.5% of the variance in the respondents’ likelihood to adopt anime VOD. Age and gender were not significant factors, but purchasing power was a positive indicator of adoption (β=.149, t=2.659, p<.01). Hence, H1 and H2 were rejected, but H3 was supported. H4 proposed that inventiveness will be a predictor in determining adoption of VOD. However, inventiveness is insignificant, and hence H4 receives little support. Inventiveness added 0.4% of the total variance explained.

H5 and H6 hypothesized that the better the attitude toward new technologies and anime VOD, the more likely they will adopt anime VOD. The block explained the largest amount of total variance, explaining 16.5% of the variance. Attitude toward anime VOD was found to be an effective predictor of adoption intention (β=.394, t=7.490, p<.001) and was a positive indicator. However, respondents’ attitude toward new technologies was not a predictor of anime VOD as the scale was insignificant. This result seemed to note that the attitude toward general new technologies was not related to adoption, but their attitude toward the specific technology was important.
On the last hypothesis, it predicts that anime fans that have a better impression of ODEX would be more likely to adopt anime VOD. H7 is supported (β=.142, t=2.612, p<.01). This block explained 1.5% of the total variance. The positive β suggested that the more people had a bad impression of ODEX due to its quality of its products or its actions, the more likely they would not be interested in adopting anime VOD. In total, the five blocks explained 18.8% of the variance (see Table 2).

Discussion
The findings indicate that most uses and gratifications motivations were not a predictor for adoption of use. In this study, there is only weak evidence that escapism might be a significant negative predictor of adoption intention. Moreover, other motivation variables were not significant even at the .10 level and the block did not predict any level of variance. The lack of predicating effects differed from previous research that found significant results with entertainment and social motivations (Joines, Scherer, & Scheufele, 2003; Lin, 1999). 
The lack of innovativeness as a significant factor is very surprising. The study’s results contradict with most diffusion studies that found a significant relationship with innovativeness (Leung & Wei, 1998). It is interesting to note that innovativeness was not a key predictor of adoption. One of the possible reasons could be the variables used. The new media technologies used in the study was from studies in the early 2000s and might be obsolete in the fast growing information age. Further studies might require a newer examination on the new media technologies among a younger and skewed sample due to their tech-savvy behavior. 
The problem with the measure of innovativeness was partially alleviated by the question on their attitude toward new technologies and it was found to be insignificant. This seemed to present a situation where general gauges of innovativeness might no longer be an effective examination of new media. Future studies might attempt to adopt more specific scales to the technology in order to examine the different effects between general new media and the technology involved.
Anime spending for merchandise was the only demographics in the block that yielded a significant relationship. As anime is primarily a leisure activity that requires a bit of monetary spending for avid anime fans, spending in anime VOD is also more likely. The insignificance of age was perhaps the result of the skewed population, with limited variance within the age gap to see considerable differences as explained earlier. Education was also a non-factor but previous literature do not lend strong support to education as a prominent factor as there were mostly weak evidence (Lin, 2001). 
The strongest relationship in the study was between the attitude toward anime VOD and the intention to adopt anime VOD. The pattern of the findings resembles Leung and Wei (1998), who found that attitude was a key indicator in terms of adoption behavior. More specifically, general expectations in the involvement of a technology were an important variable in predicting adoption behavior. A more rigorous scale on the expectations of new technologies should be implemented in future studies.
As expected, the social climate revolving around anime VOD was a factor in determining the intention to adopt anime VOD. The results of the ODEX questions showed that negative sentiments or expectations of a product could affect adoption even if it could be a legal source for anime fans. The association of legal anime downloads and ODEX seemed to be strong as anime fans did not seem to separate the purchasing of anime VOD with the distributor which was ODEX. It seemed clear that the negative public relations caused by the legal letters to fans created a spiraling effect in terms of adoption. 
Conclusion and Limitations

There are several limitations of the study. The weaknesses of web-based surveys have been well documented. Due to the inability to generate a true random sample on the demographics of the online community, the lack of generalization is an issue. As the author did not have any control whether the self-reported survey was answered accurately, there is no guarantee that the demographic variables and response are completely reliable. 
Self-selection bias is also another major limitation in web-based surveys and this might cause systematic bias over the selection to participate in the survey. Moreover, the demographics of the research had an over representation of students and males, which made it more appropriate for future research that examined the adoption intention of young teenagers. However, this criticism might be overemphasized as the digital divide still exists and an over-representation in a web-based survey was expected (Joines, Scherer, & Scheufele, 2003).
In spite of these limitations, the study has contributed to the understanding of how the societal impact that is ongoing could affect the likelihood of adoption. The attitude toward ODEX was found to be significant as a predictor, and it would be an interesting variable for future research to examine in terms of the social impact caused by events that were related to the technology. The current study showed that the negative public relation of a company that would be distributing the product was highly related to the intention to adopt. Future studies should explore cultural factors or impact of news regarding adoption of new media. The findings in the study might have implications on the models that attempt to explain factors such as innovativeness influencing adoption of new media technologies.
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