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Electronic Media industry in Bangladesh is considered the most competitive industry of Bangladesh. The industry has reached to almost of its mature stage. And the companies in the field are facing a tough fight while expanding. Therefore, a survey was carried to gather information based on the customers liking and disliking by the use of SPSS software.

1.1) Origin of the Report

This report entitled ‘Survey Report on ‘Electronic Media’ in Bangladesh’ is a requirement for the completion of the course Marketing Research. The main purpose of this report is to exchange and relate theoretical knowledge with real life situation. Under the instruction and guidance of the course instructor Mr Shamsad Ahmed, we have taken the initiative to prepare this report with much precision and by being completely unbiased.
1.2) Objective
The general objective of this report is to provide an overview of the different aspects relating to Electronic Media Industry by surveying the customers. Beside the general objective, the report can be categorized into main objective and specific objective. The objectives behind this report are given below:

1.2.1) Main Objective:
The main objective of this report is to provide detailed information on Electronic Media Industry in Bangladesh from customers’ view point by analyzing the survey data with the help of SPSS software.

1.2.2) Specific Objectives:
The specific objectives underlying this report are listed below:

· To have a clear understanding about the SPSS software.

· To realize the importance of different factors associated with TV Programs.

· To realize the importance of different Technological factor. 

· To analyze the respondents demographic profile. 

· To define the position of Electronic Media (Channels).

· To identify the customers preference through program. 

· Fulfill the requirements of our course “Marketing Research”.

· Gather experience and knowledge of doing a professional report

1.3) Source of Information
To meet the objective of this report collection of relevant, accurate, standardized and needful information was required. In bringing this report to existence we have collected data from both primary and secondary sources. Special consideration was given so that chances of biasness could not arise. The sources used were:

1.3.1) Primary Sources
Primary data is defined as data which originates as a result of that particular investigation. The primary data related to Electronic Media Industry in Bangladesh have strictly collected from the television viewers by the method of survey that we conducted. Structured both close and open-ended questions were constructed as the main link in getting the primary data.

1.3.2) Secondary Sources
Secondary research refers to the use and further analysis of data collected for another purpose. As secondary sources, we have referred different books of Marketing Research. We also took the help of internet when needed.

1.4) Scope of the Report

The report consists of the proper real life survey study of existing television viewers of Bangladesh. This report can be used as a secondary source for the Electronic Media based companies, but the information and data presented cannot be rationally or ethically be used under a different company’s name.

1.5)  Limitations
· The respondents do not reveal real information for some particular questions.

· The questionnaires were too lengthy.

· Such mistakes identified by the respondents from the questionnaires.

· A good number of open-ended questions were included in the questionnaires. 

· It was irritating for the respondents to rank 27 programs according to their choice.   

· First time ever we are using the SPSS software.

· The respondents hid their personal information.

· The virus problem in the computer lab.

2.


2.1 Research Design

The design of the research that we carried to explore the television viewer’s opinion was conclusive to large extent. The research was formal and structured. It is based on large, representative sample, and the data obtained from the research will be used for Managerial decision making.

2.2 Sampling Design

The size of the sample for the research was 500 respondents. The procedure adopted for sampling was Non Probabilistic Quota Sampling

The quota was formed based on occupations. The numbers of respondents was restricted by 10 categories of occupations.

2.3 Instruments 

The basic instruments used for the research were:

· SPSS software

· Structured both Open & Close Ended Questionnaire

· Computer

· MS Words

· MS Excel

· Printer

2.4 Data Analysis Method

For analyzing the data, we used SPSS software. The questionnaire consisted of twenty-three open and close-ended questions. The questions were formed with the purpose of providing descriptive information regarding the television program. The data analyzed provided the information regarding the program type preference, program preference, factor preference, ranking of the channel, Frequency preference, and demographic profile of the respondents.

The factors for influencing the watching of a channel were analyzed by factor reductions. This was done to separate the factors in two groups based on similarities in meaning.

The demographic profile of the respondents was used to formulate three clusters. The clusters were differentiated by the characteristics like sex, family income, family members and gender.

3.

FINDINGS

3.1 Gender Analysis

Quick Cluster


Initial Cluster Centers

	 
	Cluster

	 
	1
	2

	g
	1
	2



Iteration History(a)

	Iteration
	Change in Cluster Centers

	 
	1
	2

	1
	.000
	.000


A Convergence achieved due to no or small change in cluster centers. The maximum absolute coordinate change for any center is .000. The current iteration is 1. The minimum distance between initial centers is 1.000.


Final Cluster Centers

	 
	Cluster

	 
	1
	2

	g
	1
	2



ANOVA

	 
	Cluster
	Error
	F
	Sig.

	 
	Mean Square
	df
	Mean Square
	df
	 
	 

	g
	108.072
	1
	.000
	498
	.
	.


The F tests should be used only for descriptive purposes because the clusters have been chosen to maximize the differences among cases in different clusters. The observed significance levels are not corrected for this and thus cannot be interpreted as tests of the hypothesis that the cluster means are equal.


Number of Cases in each Cluster

	Cluster
	1
	342.000

	 
	2
	158.000

	Valid
	500.000

	Missing
	.000


3.2 Occupation Analysis

Frequencies

                  
Statistics

Occupation

	N
	Valid
	500

	 
	Missing
	0

	Std. Error of Mean
	.120

	Mode
	2

	Std. Deviation
	2.694

	Range
	9

	Percentiles
	25
	2.00

	 
	50
	5.00

	 
	75
	8.00



Occupation

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	48
	9.6
	9.6
	9.6

	 
	2
	79
	15.8
	15.8
	25.4

	 
	3
	49
	9.8
	9.8
	35.2

	 
	4
	49
	9.8
	9.8
	45.0

	 
	5
	48
	9.6
	9.6
	54.6

	 
	6
	47
	9.4
	9.4
	64.0

	 
	7
	54
	10.8
	10.8
	74.8

	 
	8
	67
	13.4
	13.4
	88.2

	 
	9
	49
	9.8
	9.8
	98.0

	 
	10
	10
	2.0
	2.0
	100.0

	 
	Total
	500
	100.0
	100.0
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The total respondents comprised of 79 students, 48 homemakers, 54 businesspersons, 67-government jobholder, 49 private jobholder, 47 jobless, 10 retired persons, 49 garments workers, 48 other workers and 49 house workers. This different number of respondents under each occupation explains the difference in the number of male and female respondents.

3.3 Cluster Analysis

The SPSS software is a very handy tool to define various clusters of respondents based on the demographic data. These clusters are treated as market segments and are very essential for the marketers to develop the marketing mix and advertising programs.


Initial Cluster Centers

	 
	Cluster

	 
	1
	2

	Gender 
	1
	2

	Age 
	3
	4

	Education 
	1
	4

	Occupation 
	5
	1

	Family Member 
	1
	3

	Monthly family income
	1500
	3000000


In this analysis, the software was asked to formulate three clusters. The above table shows the canters of three different clusters produced by SPSS based on the provided demographic profiles of the respondents. The demographic information consisted of Gender, Age, Occupation, Family Income and Family members.

Each cluster is formed based on the respective centre.


Iteration History (a)

	Iteration
	Change in Cluster Centers

	 
	1
	2

	1
	29065.000
	.000

	2
	.000
	.000


A Convergence achieved due to no or small change in cluster centers. The maximum absolute coordinate change for any center is .000. The current iteration is 2. The minimum distance between initial centers is 2998500.000.

Final Cluster Centers

	 
	Cluster

	 
	1
	2

	gender
	1
	2

	age
	5
	4

	education
	6
	4

	Occupation 
	5
	1

	Family member  
	3
	3

	Month family income
	30565
	3000000


Due to variance in the cluster centers, some changes occurred in the cluster centers and the final picture of the cluster centre are shown above.


Number of Cases in each Cluster

	Cluster
	1
	460.000

	 
	2
	1.000

	Valid
	461.000

	Missing
	39.000


Total number of respondents who belonged to cluster 1 are 460 persons.

1 respondent belonged to the cluster 2

One of the values was unavailable due to the missing of any value of any respondents.

  3.4 Channel Preference


BANGLA VISION
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	25
	5.0
	5.8
	5.8

	 
	2
	43
	8.6
	10.0
	15.9

	 
	3
	56
	11.2
	13.1
	28.9

	 
	4
	62
	12.4
	14.5
	43.4

	 
	5
	65
	13.0
	15.2
	58.5

	 
	6
	54
	10.8
	12.6
	71.1

	 
	7
	33
	6.6
	7.7
	78.8

	 
	8
	44
	8.8
	10.3
	89.0

	 
	9
	34
	6.8
	7.9
	97.0

	 
	10
	13
	2.6
	3.0
	100.0

	 
	Total
	429
	85.8
	100.0
	 

	Missing
	System
	71
	14.2
	 
	 

	Total
	500
	100.0
	 
	 



BTV
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	31
	6.2
	7.1
	7.1

	 
	2
	24
	4.8
	5.5
	12.6

	 
	3
	14
	2.8
	3.2
	15.8

	 
	4
	36
	7.2
	8.2
	24.0

	 
	5
	31
	6.2
	7.1
	31.1

	 
	6
	26
	5.2
	5.9
	37.0

	 
	7
	29
	5.8
	6.6
	43.6

	 
	8
	33
	6.6
	7.5
	51.1

	 
	9
	64
	12.8
	14.6
	65.8

	 
	10
	150
	30.0
	34.2
	100.0

	 
	Total
	438
	87.6
	100.0
	 

	Missing
	System
	62
	12.4
	 
	 

	Total
	500
	100.0
	 
	 



ATN

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	98
	19.6
	21.7
	21.7

	 
	2
	93
	18.6
	20.6
	42.3

	 
	3
	88
	17.6
	19.5
	61.7

	 
	4
	62
	12.4
	13.7
	75.4

	 
	5
	42
	8.4
	9.3
	84.7

	 
	6
	30
	6.0
	6.6
	91.4

	 
	7
	17
	3.4
	3.8
	95.1

	 
	8
	8
	1.6
	1.8
	96.9

	 
	9
	9
	1.8
	2.0
	98.9

	 
	10
	5
	1.0
	1.1
	100.0

	 
	Total
	452
	90.4
	100.0
	 

	Missing
	System
	48
	9.6
	 
	 

	Total
	500
	100.0
	 
	 



CHANNEL i
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	126
	25.2
	27.5
	27.5

	 
	2
	140
	28.0
	30.6
	58.1

	 
	3
	98
	19.6
	21.4
	79.5

	 
	4
	48
	9.6
	10.5
	90.0

	 
	5
	16
	3.2
	3.5
	93.4

	 
	6
	10
	2.0
	2.2
	95.6

	 
	7
	6
	1.2
	1.3
	96.9

	 
	8
	4
	.8
	.9
	97.8

	 
	9
	7
	1.4
	1.5
	99.3

	 
	10
	3
	.6
	.7
	100.0

	 
	Total
	458
	91.6
	100.0
	 

	Missing
	System
	42
	8.4
	 
	 

	Total
	500
	100.0
	 
	 



NTV
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	143
	28.6
	31.7
	31.7

	 
	2
	105
	21.0
	23.3
	55.0

	 
	3
	82
	16.4
	18.2
	73.2

	 
	4
	60
	12.0
	13.3
	86.5

	 
	5
	22
	4.4
	4.9
	91.4

	 
	6
	16
	3.2
	3.5
	94.9

	 
	7
	3
	.6
	.7
	95.6

	 
	8
	9
	1.8
	2.0
	97.6

	 
	9
	4
	.8
	.9
	98.4

	 
	10
	6
	1.2
	1.3
	99.8

	 
	21
	1
	.2
	.2
	100.0

	 
	Total
	451
	90.2
	100.0
	 

	Missing
	System
	49
	9.8
	 
	 

	Total
	500
	100.0
	 
	 



BOISHAKHI
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	5
	1.0
	1.3
	1.3

	 
	2
	7
	1.4
	1.8
	3.1

	 
	3
	15
	3.0
	3.9
	7.0

	 
	4
	25
	5.0
	6.5
	13.6

	 
	5
	48
	9.6
	12.5
	26.1

	 
	6
	62
	12.4
	16.2
	42.3

	 
	7
	64
	12.8
	16.7
	59.0

	 
	8
	66
	13.2
	17.2
	76.2

	 
	9
	57
	11.4
	14.9
	91.1

	 
	10
	34
	6.8
	8.9
	100.0

	 
	Total
	383
	76.6
	100.0
	 

	Missing
	System
	117
	23.4
	 
	 

	Total
	500
	100.0
	 
	 



RTV
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	14
	2.8
	3.4
	3.4

	 
	2
	16
	3.2
	3.9
	7.3

	 
	3
	27
	5.4
	6.6
	13.8

	 
	4
	40
	8.0
	9.7
	23.5

	 
	5
	85
	17.0
	20.6
	44.2

	 
	6
	77
	15.4
	18.7
	62.9

	 
	7
	64
	12.8
	15.5
	78.4

	 
	8
	45
	9.0
	10.9
	89.3

	 
	9
	29
	5.8
	7.0
	96.4

	 
	10
	15
	3.0
	3.6
	100.0

	 
	Total
	412
	82.4
	100.0
	 

	Missing
	System
	88
	17.6
	 
	 

	Total
	500
	100.0
	 
	 



ETV
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	.2
	.3
	.3

	 
	1
	20
	4.0
	5.0
	5.3

	 
	2
	19
	3.8
	4.8
	10.0

	 
	3
	38
	7.6
	9.5
	19.5

	 
	4
	54
	10.8
	13.5
	33.0

	 
	5
	56
	11.2
	14.0
	47.0

	 
	6
	57
	11.4
	14.3
	61.3

	 
	7
	63
	12.6
	15.8
	77.0

	 
	8
	48
	9.6
	12.0
	89.0

	 
	9
	28
	5.6
	7.0
	96.0

	 
	10
	16
	3.2
	4.0
	100.0

	 
	Total
	400
	80.0
	100.0
	 

	Missing
	System
	100
	20.0
	 
	 

	Total
	500
	100.0
	 
	 



ISLAMIC
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	2
	.4
	.5
	.5

	 
	1
	6
	1.2
	1.6
	2.2

	 
	2
	8
	1.6
	2.2
	4.4

	 
	3
	10
	2.0
	2.7
	7.1

	 
	4
	19
	3.8
	5.2
	12.3

	 
	5
	25
	5.0
	6.8
	19.1

	 
	6
	30
	6.0
	8.2
	27.2

	 
	7
	39
	7.8
	10.6
	37.9

	 
	8
	58
	11.6
	15.8
	53.7

	 
	9
	78
	15.6
	21.3
	74.9

	 
	10
	92
	18.4
	25.1
	100.0

	 
	Total
	367
	73.4
	100.0
	 

	Missing
	System
	133
	26.6
	 
	 

	Total
	500
	100.0
	 
	 



CHANNEL 1
	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	.2
	.2
	.2

	 
	1
	13
	2.6
	3.1
	3.4

	 
	2
	20
	4.0
	4.8
	8.2

	 
	3
	45
	9.0
	10.9
	19.1

	 
	4
	56
	11.2
	13.5
	32.6

	 
	5
	60
	12.0
	14.5
	47.1

	 
	6
	49
	9.8
	11.8
	58.9

	 
	7
	63
	12.6
	15.2
	74.2

	 
	8
	49
	9.8
	11.8
	86.0

	 
	9
	45
	9.0
	10.9
	96.9

	 
	10
	13
	2.6
	3.1
	100.0

	 
	Total
	414
	82.8
	100.0
	 

	Missing
	System
	86
	17.2
	 
	 

	Total
	500
	100.0
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3.5 Program Preference

	Program name
	Respondent

	Ettady (BTV)
	174

	Drama (All)
	127

	Tele Filim
	66

	Bangla Cinema
	63

	420 (drama) (Channel i)
	63

	Crime Watch (NTV)
	53

	 Grameen phone Tritio Matra ( Channel i)
	40

	Ridoya Mati o Manush 
	33

	Talk  Show (all)
	31

	 Bangla Movie song
	28

	Vober hat(channel i)
	28

	Basto Dactor( bang. Vision)
	26

	Cooking Program (all)
	25

	Health Program
	17

	ApanarJiggasa (NTV)
	15

	Magazine Program
	14

	Sports 
	13

	Islamic program
	13

	Band show
	12

	Siddiqa kabir recephy( NTV)
	11

	Cartoon
	11

	Close Up 1 (NTV)
	10
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When asked to rank the program Ettady was clearly ranked No; 1, then Drama (all), tele-film and Bangla movies are as following. 

3.6 Ranking of the Channel

	NAME OF CHANN.
	BANGLA VISION
	BTV
	ATN
	CHAN

NEL I
	NTV
	BOIS

HAKHI 
	RTV
	ETV
	ISLAME 

TV
	CHAN

NEL 1

	Position 1
	25
	31
	98
	126
	143
	5
	14
	20
	6
	13

	Position 2
	43
	24
	93
	140
	105
	7
	16
	19
	8
	20

	Position 3
	56
	14
	88
	98
	82
	15
	27
	38
	10
	45

	Total freqency
	124
	69
	279
	364
	330
	27
	57
	77
	24
	78


	Name of channel
	Freqency
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we sum each channel 1, 2 and 3 position frequency then we get this ranking,  in this ranking take 1st position channel I, 2nd position Ntv, 3rd position ATN, 4th position Bangla Vision, 5th position channel 1.
Ranking of the Channel

	Name of channel
	Freqency
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Ranking of the Channel
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If we consider position one for rank the channel at that time Ntv take first position then channel I 2nd position, ATN 3rd position, Bangla vision 4th position and channel 1 in 5th position.  

3.7 Factor Analysis

                          Correlation Matrix
	 
	 
	fa1
	fa2
	fa3
	fa4
	fa5
	fa6
	fa7
	fa8
	fa9
	fa10
	fa11

	Correlation
	fa1
	1.000
	.178
	.000
	.026
	-.018
	.064
	.153
	.158
	.187
	.015
	-.048

	 
	fa2
	.178
	1.000
	-.002
	.101
	.037
	.036
	.103
	.084
	.125
	.082
	.004

	 
	fa3
	.000
	-.002
	1.000
	-.097
	.664
	.751
	-.071
	-.079
	-.102
	-.123
	.019

	 
	fa4
	.026
	.101
	-.097
	1.000
	-.088
	-.098
	.150
	.180
	.183
	.056
	-.052

	 
	fa5
	-.018
	.037
	.664
	-.088
	1.000
	.687
	-.012
	-.060
	-.055
	-.068
	.017

	 
	fa6
	.064
	.036
	.751
	-.098
	.687
	1.000
	-.062
	-.107
	-.092
	-.111
	.048

	 
	fa7
	.153
	.103
	-.071
	.150
	-.012
	-.062
	1.000
	.166
	.314
	.194
	-.025

	 
	fa8
	.158
	.084
	-.079
	.180
	-.060
	-.107
	.166
	1.000
	.300
	.226
	.053

	 
	fa9
	.187
	.125
	-.102
	.183
	-.055
	-.092
	.314
	.300
	1.000
	.182
	-.046

	 
	fa10
	.015
	.082
	-.123
	.056
	-.068
	-.111
	.194
	.226
	.182
	1.000
	.162

	 
	fa11
	-.048
	.004
	.019
	-.052
	.017
	.048
	-.025
	.053
	-.046
	.162
	1.000


The positive value represents that the two variables have a correlation. The maximum value that can be extracted is 1 which states the strongest relation among the variables.

KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.715

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	971.211

	 
	df
	55

	 
	Sig.
	.000


The suitability of data for factor analysis depends on two measures: KMO index and Bartlett’s test. To be a suitable data, a data need to have a KMO index with minimum value of 0.6 and the Bartlett’s test for sphericity should be less than less than .05.

The data out here have KMO index value of .715 which is less than 0.6 but close enough to 0.6, and the Bartlett’s test for sphericity value is .000 which is less than.05.

Therefore, we can go for the Factor extraction. 


Communalities

	 
	Initial
	Extraction

	fa1
	1.000
	.701

	fa2
	1.000
	.812

	fa3
	1.000
	.811

	fa4
	1.000
	.827

	fa5
	1.000
	.768

	fa6
	1.000
	.830

	fa7
	1.000
	.476

	fa8
	1.000
	.422

	fa9
	1.000
	.560

	fa10
	1.000
	.569

	fa11
	1.000
	.708


Extraction Method: Principal Component Analysis.

Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	 
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.544
	23.130
	23.130
	2.544
	23.130
	23.130

	2
	1.846
	16.777
	39.907
	1.846
	16.777
	39.907

	3
	1.175
	10.686
	50.593
	1.175
	10.686
	50.593

	4
	.998
	9.072
	59.666
	.998
	9.072
	59.666

	5
	.920
	8.368
	68.033
	.920
	8.368
	68.033

	6
	.851
	7.733
	75.766
	 
	 
	 

	7
	.774
	7.037
	82.802
	 
	 
	 

	8
	.686
	6.238
	89.040
	 
	 
	 

	9
	.623
	5.664
	94.704
	 
	 
	 

	10
	.342
	3.105
	97.809
	 
	 
	 

	11
	.241
	2.191
	100.000
	 
	 
	 


Extraction Method: Principal Component Analysis.

By the Kaiser’s criterion, the factors with eigenvalue equal to or greater to 1 are retained for further investigation. The eigenvalue of a factor represents the amount of the variance explained by that factor. Out here, there are four components with eigenvalue greater to 1. Therefore, these values will be taken for further analysis.
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As we know that Kaiser’s criterion results in the retention of too many factors, therefore we need to go through Scree test. By the Scree test the factors above the elbow, or break in the plot, as the factors are considered to be the factors that contribute the mos to the explanation of the variance in the set.

In this case, there are two factors that are above the elbow.

Component Matrix (a)

	 
	Component

	 
	1
	2
	3
	4
	5

	fa1
	-.088
	.449
	-.343
	.556
	-.253

	fa2
	-.066
	.406
	-.164
	.548
	.562

	fa3
	.851
	.278
	.018
	-.098
	.000

	fa4
	-.271
	.323
	-.190
	-.480
	.619

	fa5
	.801
	.332
	.047
	-.116
	.000

	fa6
	.856
	.312
	.015
	-.015
	.007

	fa7
	-.258
	.550
	-.043
	-.168
	-.278

	fa8
	-.312
	.529
	.171
	-.121
	-.034

	fa9
	-.332
	.609
	-.094
	-.161
	-.208

	fa10
	-.293
	.367
	.586
	-.006
	-.070

	fa11
	.030
	.041
	.780
	.256
	.177


Extraction Method: Principal Component Analysis.

a  5 components extracted.

From the above component matrix, we can realize that 1 and 2 has the most components, therefore 1 and 2 are the most important factors that can be closely associated with the maximum number of factor
3.8 Importance of the factors

Frequencies:

                Statistics

	 
	fa1
	fa2
	fa3
	fa4
	fa5
	fa6
	fa7
	fa8
	fa9
	fa10
	fa11

	N
	Valid
	481
	477
	475
	474
	476
	468
	478
	476
	481
	478
	474

	 
	Missing
	19
	23
	25
	26
	24
	32
	22
	24
	19
	22
	26

	Mode
	5
	5
	5
	5
	5
	5
	5
	4
	5
	5
	5

	Minimum
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1
	1

	Maximum
	5
	55
	5
	5
	5
	5
	8
	5
	5
	8
	24

	Sum
	2221
	2164
	1772
	1943
	1756
	1785
	2160
	1943
	2149
	2056
	1911


Rating Scale:

1= very unimportant

2= unimportant

3= neither unimportant and nor important.

4= important

5= very important

Frequency Table


fa1

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	5
	1.0
	1.0
	1.0

	 
	2
	5
	1.0
	1.0
	2.1

	 
	3
	13
	2.6
	2.7
	4.8

	 
	4
	123
	24.6
	25.6
	30.4

	 
	5
	335
	67.0
	69.6
	100.0

	 
	Total
	481
	96.2
	100.0
	 

	Missing
	System
	19
	3.8
	 
	 

	Total
	500
	100.0
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fa2

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	5
	1.0
	1.0
	1.0

	 
	2
	6
	1.2
	1.3
	2.3

	 
	3
	22
	4.4
	4.6
	6.9

	 
	4
	189
	37.8
	39.6
	46.5

	 
	5
	254
	50.8
	53.2
	99.8

	 
	55
	1
	.2
	.2
	100.0

	 
	Total
	477
	95.4
	100.0
	 

	Missing
	System
	23
	4.6
	 
	 

	Total
	500
	100.0
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Number 5 represents the scale of ‘strongly agree’ and from the diagram above we can tell that most of the respondents felt that advertisements can play a big role in connection purchase.


fa3

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	83
	16.6
	17.5
	17.5

	 
	2
	30
	6.0
	6.3
	23.8

	 
	3
	31
	6.2
	6.5
	30.3

	 
	4
	119
	23.8
	25.1
	55.4

	 
	5
	212
	42.4
	44.6
	100.0

	 
	Total
	475
	95.0
	100.0
	 

	Missing
	System
	25
	5.0
	 
	 

	Total
	500
	100.0
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fa4

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	19
	3.8
	4.0
	4.0

	 
	2
	28
	5.6
	5.9
	9.9

	 
	3
	42
	8.4
	8.9
	18.8

	 
	4
	183
	36.6
	38.6
	57.4

	 
	5
	202
	40.4
	42.6
	100.0

	 
	Total
	474
	94.8
	100.0
	 

	Missing
	System
	26
	5.2
	 
	 

	Total
	500
	100.0
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fa5

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	47
	9.4
	9.9
	9.9

	 
	2
	58
	11.6
	12.2
	22.1

	 
	3
	64
	12.8
	13.4
	35.5

	 
	4
	134
	26.8
	28.2
	63.7

	 
	5
	173
	34.6
	36.3
	100.0

	 
	Total
	476
	95.2
	100.0
	 

	Missing
	System
	24
	4.8
	 
	 

	Total
	500
	100.0
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fa6

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	64
	12.8
	13.7
	13.7

	 
	2
	39
	7.8
	8.3
	22.0

	 
	3
	32
	6.4
	6.8
	28.8

	 
	4
	118
	23.6
	25.2
	54.1

	 
	5
	215
	43.0
	45.9
	100.0

	 
	Total
	468
	93.6
	100.0
	 

	Missing
	System
	32
	6.4
	 
	 

	Total
	500
	100.0
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fa7

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	7
	1.4
	1.5
	1.5

	 
	2
	8
	1.6
	1.7
	3.1

	 
	3
	34
	6.8
	7.1
	10.3

	 
	4
	113
	22.6
	23.6
	33.9

	 
	5
	315
	63.0
	65.9
	99.8

	 
	8
	1
	.2
	.2
	100.0

	 
	Total
	478
	95.6
	100.0
	 

	Missing
	System
	22
	4.4
	 
	 

	Total
	500
	100.0
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fa8

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	5
	1.0
	1.1
	1.1

	 
	2
	13
	2.6
	2.7
	3.8

	 
	3
	98
	19.6
	20.6
	24.4

	 
	4
	182
	36.4
	38.2
	62.6

	 
	5
	178
	35.6
	37.4
	100.0

	 
	Total
	476
	95.2
	100.0
	 

	Missing
	System
	24
	4.8
	 
	 

	Total
	500
	100.0
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fa9

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	5
	1.0
	1.0
	1.0

	 
	2
	5
	1.0
	1.0
	2.1

	 
	3
	26
	5.2
	5.4
	7.5

	 
	4
	169
	33.8
	35.1
	42.6

	 
	5
	276
	55.2
	57.4
	100.0

	 
	Total
	481
	96.2
	100.0
	 

	Missing
	System
	19
	3.8
	 
	 

	Total
	500
	100.0
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fa10

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	4
	.8
	.8
	.8

	 
	2
	13
	2.6
	2.7
	3.6

	 
	3
	58
	11.6
	12.1
	15.7

	 
	4
	166
	33.2
	34.7
	50.4

	 
	5
	236
	47.2
	49.4
	99.8

	 
	8
	1
	.2
	.2
	100.0

	 
	Total
	478
	95.6
	100.0
	 

	Missing
	System
	22
	4.4
	 
	 

	Total
	500
	100.0
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fa11

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	14
	2.8
	3.0
	3.0

	 
	2
	40
	8.0
	8.4
	11.4

	 
	3
	104
	20.8
	21.9
	33.3

	 
	4
	105
	21.0
	22.2
	55.5

	 
	5
	208
	41.6
	43.9
	99.4

	 
	7
	1
	.2
	.2
	99.6

	 
	14
	1
	.2
	.2
	99.8

	 
	24
	1
	.2
	.2
	100.0

	 
	Total
	474
	94.8
	100.0
	 

	Missing
	System
	26
	5.2
	 
	 

	Total
	500
	100.0
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3.9. Ranking of the preferable program


Descriptive Statistics

	 
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	pp1
	431
	1
	27
	4.06
	5.196

	pp2
	413
	1
	27
	5.47
	5.417

	pp3
	429
	1
	27
	4.62
	4.320

	pp4
	324
	1
	27
	11.90
	8.084

	pp5
	415
	1
	27
	6.70
	5.106

	pp6
	325
	1
	27
	11.83
	7.764

	pp7
	337
	1
	27
	12.74
	6.772

	pp8
	314
	1
	27
	11.90
	7.022

	pp9
	301
	0
	27
	13.12
	6.920

	pp10
	365
	1
	27
	11.21
	8.495

	pp11
	331
	1
	27
	12.44
	7.542

	pp12
	328
	1
	27
	14.18
	7.646

	pp13
	307
	1
	27
	16.52
	7.148

	pp14
	322
	1
	27
	13.95
	7.454

	pp15
	295
	1
	149
	16.37
	10.627

	pp16
	282
	1
	27
	17.48
	6.227

	pp17
	324
	1
	27
	14.98
	8.041

	pp18
	344
	1
	27
	13.42
	7.693

	pp19
	302
	2
	27
	13.98
	6.391

	pp20
	295
	2
	123
	17.27
	10.229

	pp21
	343
	1
	60
	11.37
	6.438

	pp22
	390
	1
	27
	10.17
	6.161

	pp23
	303
	1
	256
	17.06
	15.406

	pp24
	299
	1
	27
	16.62
	6.773

	pp25
	342
	1
	58
	11.59
	6.941

	pp26
	316
	1
	27
	13.70
	6.642

	pp27
	330
	2
	27
	13.66
	6.815

	Valid N (listwise)
	226
	 
	 
	 
	 


3.10. Reliability on News 
Rating Scale:

1= very unreliable 

2=Less unreliable 

3= neither reliable and nor unreliable

4= Less reliable 

5= very much reliable

                            Correlation Matrix

	 
	 
	ron1
	ron2
	ron3
	ron4
	ron5
	ron6
	ron7
	ron8
	ron9
	ron10

	Correlation
	ron1
	1.000
	.177
	.070
	.140
	.163
	.133
	.224
	.044
	.157
	.307

	 
	ron2
	.177
	1.000
	-.020
	.047
	-.116
	.173
	.181
	.095
	.290
	.172

	 
	ron3
	.070
	-.020
	1.000
	.158
	.137
	.053
	-.008
	.164
	.004
	.000

	 
	ron4
	.140
	.047
	.158
	1.000
	.218
	.040
	.110
	.179
	.117
	.190

	 
	ron5
	.163
	-.116
	.137
	.218
	1.000
	.045
	.144
	.038
	.115
	.190

	 
	ron6
	.133
	.173
	.053
	.040
	.045
	1.000
	.290
	.131
	.210
	.241

	 
	ron7
	.224
	.181
	-.008
	.110
	.144
	.290
	1.000
	.205
	.147
	.292

	 
	ron8
	.044
	.095
	.164
	.179
	.038
	.131
	.205
	1.000
	.080
	.151

	 
	ron9
	.157
	.290
	.004
	.117
	.115
	.210
	.147
	.080
	1.000
	.172

	 
	ron10
	.307
	.172
	.000
	.190
	.190
	.241
	.292
	.151
	.172
	1.000



KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.693

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	329.400

	 
	df
	45

	 
	Sig.
	.000



Communalities

	 
	Initial
	Extraction

	ron1
	1.000
	.477

	ron2
	1.000
	.713

	ron3
	1.000
	.716

	ron4
	1.000
	.628

	ron5
	1.000
	.704

	ron6
	1.000
	.732

	ron7
	1.000
	.601

	ron8
	1.000
	.749

	ron9
	1.000
	.671

	ron10
	1.000
	.561


Extraction Method: Principal Component Analysis.

Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	 
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2.297
	22.974
	22.974
	2.297
	22.974
	22.974

	2
	1.336
	13.355
	36.329
	1.336
	13.355
	36.329

	3
	1.076
	10.758
	47.087
	1.076
	10.758
	47.087

	4
	.972
	9.720
	56.808
	.972
	9.720
	56.808

	5
	.871
	8.709
	65.516
	.871
	8.709
	65.516

	6
	.854
	8.543
	74.059
	 
	 
	 

	7
	.722
	7.223
	81.283
	 
	 
	 

	8
	.677
	6.773
	88.055
	 
	 
	 

	9
	.630
	6.300
	94.355
	 
	 
	 

	10
	.565
	5.645
	100.000
	 
	 
	 


Extraction Method: Principal Component Analysis.

	 
	Component

	 
	1
	2
	3
	4
	5

	ron1
	.546
	.011
	-.368
	.131
	-.162

	ron2
	.436
	-.536
	.224
	.398
	-.164

	ron3
	.180
	.548
	.448
	.213
	.369

	ron4
	.419
	.487
	.062
	.272
	-.370

	ron5
	.356
	.564
	-.432
	.016
	.268

	ron6
	.525
	-.259
	.147
	-.315
	.519

	ron7
	.611
	-.125
	-.026
	-.459
	-.026

	ron8
	.397
	.195
	.640
	-.252
	-.283

	ron9
	.498
	-.266
	.005
	.521
	.284

	ron10
	.648
	-.013
	-.259
	-.180
	-.203


Extraction Method: Principal Component Analysis.

a  5 components extracted.
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3.11. Preferable time slot:
	N
	Valid
	482

	 
	Missing
	18

	Mode
	6

	Std. Deviation
	1.151

	Range
	7



Preferable time slot.

	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	2
	.4
	.4
	.4

	 
	2
	5
	1.0
	1.0
	1.5

	 
	3
	21
	4.2
	4.4
	5.8

	 
	4
	26
	5.2
	5.4
	11.2

	 
	5
	55
	11.0
	11.4
	22.6

	 
	6
	238
	47.6
	49.4
	72.0

	 
	7
	125
	25.0
	25.9
	97.9

	 
	8
	10
	2.0
	2.1
	100.0

	 
	Total
	482
	96.4
	100.0
	 

	Missing
	System
	18
	3.6
	 
	 

	Total
	500
	100.0
	 
	 



Statistics

3.12. Percentage of time watching BD Channels;

TCBC

	N
	Valid
	482

	 
	Missing
	18

	Mode
	2

	Std. Deviation
	1.140


	 
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	99
	19.8
	20.5
	20.5

	 
	2
	140
	28.0
	29.0
	49.6

	 
	3
	126
	25.2
	26.1
	75.7

	 
	4
	98
	19.6
	20.3
	96.1

	 
	5
	19
	3.8
	3.9
	100.0

	 
	Total
	482
	96.4
	100.0
	 

	Missing
	System
	18
	3.6
	 
	 

	Total
	500
	100.0
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4. Conclusion:
The electronic media  in Bangladesh is seeing an uprising market, where each of the TV channel are competing with all their weapons, which are their unique services and facilities for viewers, to ensure a secured leading position. The market for electronic media is predicted to be potentially strong and also has a profitable future, and this explains why new TV channels are entering the Bangladeshi market. The results from the survey are summarized in the following conclusion -

· As per the survey done through structured questionnaire most of the viewers prefer to be a foreign channel rather than a Bangladeshi channel, due to the quality and diversity of the program.

· Out of the 500 respondents, who participated in the survey, most of them turned out to be Viewers of ntv due to their quality of the news and program.

· Viewers feel good quality program can act as great way of convincing them to watch particular channel.

· To the viewers good quality sound and color of the channel are important.

· Consistency between sound and picture encourage watching a particular channel.  

· Nowadays, people are becoming more conscious about the trusty of the news and it affects viewers’ interest about a channel. 

· Viewers are also concerned about network frequency.

· Without satellite, connection peoples are not able to watch most of the Bangladeshi channels.

·  Excessive advertising in Bangladeshi channels is an irritating factor at the time of watching television.

· Most of the programs not starts at the given time in almost every Bangladeshi channels. 

· The influence of political parties on Bangladeshi channels affecting their program and news quality. 

· Public awareness creating programs are not frequent in Bangladeshi channels.

The various programs provided by the 10 Bangladeshi channels–

Bangla vision, BTV,ATN,Channel i,Ntv,Boishaki Tv,Rtv,Ekushey tv,Islamic tv,Channel 1 are very alluring and competitive. But the companies cannot just invest on such features because most of the people in Bangladesh are not the target viewers of such channels. So, the companies should invest more on the electronic media to provide good quality program and reduce the number of viewers of foreign channels.  And at the same time the government should reduce the license tax for a channel to ensure a steady growth of the electronic media industry in the country.

We are very pleased to have such a wonderful experience in getting this report to existence, and we feel inculcated to do such a report on such a thriving industry, that would very soon generate the highest amount of revenue for the country’s healthy economic state.

5.

Recommendations

After a thorough analysis and revision of the findings derived from using the SPSS software on the responses from the respondents in the survey, we have jotted down some recommendations that we feel should be followed by the Bangladeshi TV channels owner for their sustainability in the industry. As the market is reaching a saturated stage, we have the following suggestions for the electronic media industry.

· Most of the respondents felt that the quality of the news could increase a good number of viewers to watch particular channels, so the Bangladeshi TV channel should increase their quality and trustee of the news.

· As we observed from the survey that most of the viewers complain is good quality and diversified program is not available in Bangladeshi channel, so they should improver their quality of the program.

· As we fined quality of the sound and picture can draw attention for a particular channel, so they should ensure good sound and picture quality.

· Channels need to ensure the consistency between sound and picture.

· Frequency of the TV channel should be available in all areas.

· Government should permit to open more terrestrial TV channel

· As we find that excessive advertising is an annoying factor at the time of watching television, so they should avoid excessive advertising.

· We have found that political parties has significant impact on Bangladeshi channel, so the electronic media industry should find the way to reduce 

· A good number of respondents awareness creating programs are not frequent in Bangladeshi Channel as commercial program, so the channel should telecast more awareness creating program like Gono Shikkha, 123 Sisimpur.
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