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Research Objectives 

• The Media Consumer Experience Study 2013 was commissioned by the Media 

Development Authority (MDA) with the aim of studying consumer feedback on 

various aspects of the media content and services across broadcast, print and online 

platforms.  

• The research aims can be summarised as follows: 

• Measure the general level of satisfaction with the media; 

• Analyse patterns of behaviour and consumption across various media 

platforms; and 

• Provide insights into Singaporean consumers’ experiences 
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Research Methodologies 

3 

1,742 respondents 

(Singapore Citizens and 
Permanent Residents) were 
interviewed.  

A nationwide sampling frame 
that was representative of the 
Singapore population aged 15 
years old and above  

Each face-to-face interview 
lasted around  

45 minutes on average.  

The fieldwork was conducted 
during the period of  
March to May 2013. 

The study was conducted by Degree Census Consultancy Pte Ltd  
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• Each response label is associated with an Index Score, e.g. Satisfied is given a 
score of 83.3% 

• Index scores above 66.7% indicate that respondents are at least Slightly Satisfied 
with the media content and services  

• Index Scores are averaged across all respondents 

• Overall scores are also weighted by time spent on the medium, where applicable 
 

OVERALL MEDIA SATISFACTION INDEX 

Research Methodologies – Scoring Method 
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Note for Analysis: Changes in labeling of response 
options 
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• To ensure parity with satisfaction scales used in other surveys (e.g. REACH Public 
Perception Survey), there was a change in the naming of the scale from: 

 

 

 

 

 

Extremely 
Satisfied 

Very Satisfied Satisfied Neither Satisfied 
nor Dissatisfied 

Dissatisfied Very Dissatisfied Extremely 
Dissatisfied 

Very Satisfied Satisfied Slightly Satisfied Neutral Slightly 
Dissatisfied 

Dissatisfied Very Dissatisfied 

2011 

2013 

5 

Changes in labeling affect comparability vis-à-vis respective figures in 2011. 
 Any comparisons between 2011 and 2013 satisfaction scores should be made with care. 
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OVERALL MEDIA 

SATISFACTION INDEX 
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Covering customer 
service standards 
for services such as 
technical support 

 

Covering quality of media 
content across various 
media platforms 

 

Covering variety of 
media content on 
various media 
platforms 

 

Covering issues such as 
TV picture quality and 
radio reception 

Covering  issues such as 
scheduling  and loss of 

transmission 

In general, consumers are satisfied with the media 
services in Singapore 

7 

Content 
Quality 

Variety of 
Content 

Quality of 
Reception 

Reliability  

Customer 
Service 

Standards 

Overall Media Satisfaction Index  
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Quality of Media Content: Programmes on StarHub 
TV scored the highest for quality of media content 
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68.2% 

69.1% 

70.1% 

71.2% 

71.7% 

72.6% 

74.4% 

74.6% 

74.9% 

75.7% 

76.0% 

77.1% 

78.3% 

81.3% 

Animation series 

Apps 

Video games 

Magazines 

Movies in cinemas 

Radio programmes 

Programs on Free-To-Air TV 

Books 

Local content across all platforms 

Websites on the Internet 

Foreign content across all platforms 

Programmes on Mio TV 

Newspapers 

Programmes on STARHUB TV 

Mean 2013 (SC & PR) 

Programmes on StarHub TV 
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Variety of Media Content: StarHub TV scored 
highest  followed by Newspapers, Mio TV, Internet 
and MediaCorp 
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67.6% 

69.0% 

71.2% 

71.8% 

72.5% 

72.9% 

74.3% 

75.0% 

76.4% 

77.2% 

78.4% 

80.6% 

Animation series 

Apps 

Magazines 

Video games 

Movies in cinemas 

Radio programmes 

Books 

Programs on MediaCorp 

Websites on the Internet 

Programmes on Mio TV 

Newspapers 

Programmes on STARHUB TV 

Mean 2013 (SC & PR) 

Programmes on StarHub TV 

9 

Programmes on Free-to-Air TV 

*Scorings reflect both local and foreign content on the platforms 
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Mean Satisfaction Score 

The following items refer to the quality of receiving media services in Singapore 

82.7% 

82.4% 

80.7% 

The picture and audio quality of StarHub TV 
channels at home 

The picture and audio quality of MediaCorp  
channels at home 

The picture and audio quality of Mio TV channels at 
home 

The picture and audio* quality of Internet video at 
home  

The quality of radio reception  

10 

Quality of Receiving Media Services: Audiences are 
generally satisfied across all mediums 
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Reliability of Media Services: MediaCorp received 
the highest satisfaction scores 

11 

The following options refer to the reliability of media services in Singapore (e.g., were 
programmes shown as per scheduled, were there losses of transmission halfway through 
programmes etc). 

Mean Satisfaction Score 

11 

83.3% 

83.1% 

79.8% 

MediaCorp  

StarHub TV 

Mio TV  
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Customer Service Standards: Three broadcasters 
scored above 75%  

12 

The following items refer to the customer service standards (e.g., hotline services, 
counter services and technical support) of media organisations in Singapore. 
 

Mean Satisfaction Score 

12 

77.6% 

77.1% 

75.8% 

MediaCorp  

StarHub TV 

Mio TV  

StarHub TV 
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In general, consumers are satisfied with the  
content classification system in Singapore 

13 

Overall Satisfaction Index with Content 
Classification System 

80.7% 
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More users felt that classification systems are 
more important for FTA TV 

14 

Percentage for top 3 boxes  

84% 

62% 

61% 

59% 

59% 

59% 

59% 

58% 

58% 

1 

1 

1 

20 

21 

21 

21 

21 

21 

5 

10 

5 

5 

6 

6 

6 

5 

5 

2 

16 

22 

4 

3 

3 

3 

4 

3 

7 

10 

10 

11 

11 

12 

12 

12 

12 

10 

9 

9 

9 

11 

11 

10 

8 

8 

43 

30 

30 

29 

29 

29 

30 

30 

31 

31 

23 

22 

21 

19 

19 

19 

20 

19 

Free-To-Air TV (e.g., MediaCorp 
Channels) (PG, PG13)  

Films (G, PG, PG13, NC16, M18, R21)  

Cable / Subscription TV (PG, PG13, 
NC16, M18)  

Videos (G, PG, PG13, NC16, M18) 

Local publications  

Arts (Age Advisory, Advisory 16, R18) 

Imported publications (Shrinkwrapping 
with consumer advice for adult … 

Video-On-Demand 
(G,PG,PG13,NC16,M18,R21) 

Video Games (Age Advisory-16+, M18) 

Very 
Unimportant 

Unimportant Slightly 
Unimportant 

Neutral Slightly 
Important 

Important Very 
Important 

14 

Importance of following content classification systems 
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Satisfaction with content classification systems 
was highest for FTA TV 

15 

1 

1 

1 

1 

1 

2 

2 

2 

1 

2 

2 

1 

2 

2 

2 

1 

2 

2 

2 

2 

12 

13 

14 

15 

16 

16 

17 

18 

17 

19 

19 

18 

19 

18 

21 

19 

19 

17 

49 

47 

43 

41 

46 

41 

41 

40 

44 

16 

17 

21 

20 

17 

18 

19 

18 

17 

Free-To-Air TV (e.g., MediaCorp 
Channels) (PG, PG13)  

Cable / Subscription TV (PG, PG13, 
NC16, M18)  

Local publications  

Imported publications (Shrinkwrapping 
with consumer advice for adult … 

Films (G, PG, PG13, NC16, M18, R21)  

Videos (G, PG, PG13, NC16, M18) 

Arts (Age Advisory, Advisory 16, R18) 

Video Games (Age Advisory-16+, M18) 

Video-On-Demand 
(G,PG,PG13,NC16,M18,R21) 

Very 
Dissatisfied 

Dissatisfied Slightly 
Dissatisfied 

Neutral Slightly 
Satisfied 

Satisfied Very 
Satisfied 

Percentage for top 3 boxes  

85% 

83% 

82% 

81% 

81% 

80% 

79% 

78% 

78% 
15 

Level of satisfaction for the following content classification systems 
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MEDIA CONSUMPTION HABITS 
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Local consumers are spending significant amount 
of time watching MediaCorp TV and accessing the 
Internet for media related content 

17 

16.5 

12.9 

8.3 

5.1 

4.6 

4.6 

4.5 

4.1 

2.0 

1.9 

1.7 

1.7 

1.3 

1.2 

0.9 

Watch MediaCorp TV 

Use the internet to access websites that are media-
related 

Use the Internet to access websites that are not 
media-related 

Use apps for activities that are not media-related 

Listen to music 

Watch TV on STARHUB TV 

Listen to the radio 

Access news 

Read books 

Watch TV on Mio TV 

Watch movies 

Play video games 

Watch videos 

Read magazines 

Watch cartoons/animation series 

Hours Spent 

Qn - In a typical week, how many hours do you spend on each of the following activities?  If you don't use the media, you can give your answer as "zero". 

17 
*Time spent on StarHub TV and Mio TV may include time spent on both free-to-air TV and Pay TV channels 

Difference in mean hours between 2011 
and 2013 

Note: The difference in mean hours over time was derived from taking Mean time 
spent (2013) minus mean time spent (2011). 
Note: The mean time spent (2013) on “internet to access websites that are media-
related” were those who do not use traditional platform. 

6.1

1.2

0.6

0.5

0.1

-0.2

-0.3

-0.6

-0.6

-0.9

Use the internet to access websites that
are media-related

Play Video Games

Watch movies

Watch MediaCorp TV

Read magazines

Listen to the radio

Watch videos

Watch TV on Mio TV

Access news

Watch TV on STARHUB TV

Difference in mean hours between 2011 and 2013  

Watch TV on StarHub TV 
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96% of local consumers used local media platforms 
for news and current affairs 

18 

96.3% 

3.7% 

Yes No 

Qn - Do you use any local media platforms for news and current affairs (be it local or world news & current affairs)?  
18 
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FTA TV is the top source for news, followed by 
print newspapers and the Internet 

19 

Sources of Singapore-related News 

11% 

37% 

42% 

66% 

85% 

91% 

1% 

9% 

24% 

22% 

73% 

91% 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 

Print Magazines 

Pay TV (e.g. StarHub TV or mio TV) 

FM/digital radio set 

News Accessed Via Internet 

Print Newspapers 

FTA TV (i.e. MediaCorp) 

19 Qn – Do you use any of the following media platforms, for Singapore-related news?  

2011 

2013 
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FREE-TO-AIR TV AND PAY TV 

SERVICES 
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Channel NewsAsia scored the highest in terms of 
satisfaction with local programmes 

21 

79.1% 78.6% 

78.4% 

76.6% 76.5% 76.3% 

75.1% 

78.1% 

75.0% 

75.9% 

74.4% 

75.3% 

72.5% 

75.8% 

68% 

70% 

72% 

74% 

76% 

78% 

80% 

Local Foreign Local Foreign Local Foreign Local Foreign Local Foreign Local Foreign Local Foreign 

Channel News 
Asia 

Vasantham Suria Channel U Channel 8 Channel 5 Okto 

Level of satisfaction with content quality and variety of programmes for each channel 

Qn – On a scale of 1 to 7, please tell me your level of satisfaction with the content quality and variety of 
local and foreign programmes for each channel 

Local 

Foreign 
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Providing language subtitles and HD content could 
prompt consumers to watch more local MediaCorp 
programmes 

22 

19.3% 

19.5% 

23.1% 

28.1% 

30.2% 

31.9% 

31.9% 

32.6% 

33.9% 

40.1% 

49.2% 

54.4% 

0% 20% 40% 60% 

On demand via the Internet 

On demand via TV for a specified period of time 

In 3D 

For easy recording 

Made available on mobile platforms 

Interactive content 

Time shift 

With surround sound 

Streaming live via the Internet 

In dual sound 

In high definition  

With language subtitles  

Qn- Would you watch more local Mediacorp programmes if they are available... 
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63% of households subscribed to pay TV, with 9% of 
households subscribing to both StarHub TV and Mio TV 

23 

0.4% 

9.0% 

19.1% 

34.9% 

36.5% 

0.0% 

5.3% 

16.1% 

36.8% 

41.7% 

Don't Know 

Yes, StarHub TV& mio TV 

Yes, mio TV 

Yes, StarHub TV 

No, I do not subscribe any 

2011 (SC & PR) 2013 (SC & PR) 

Qn - Does your household subscribe to Pay TV (e.g. StarHub TV or Mio TV)?  
23 
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Majority of users had no concerns with pay TV services; 
26% of users were concerned with reception and 
transmission issues 

24 

Qn - What are your key concerns with your Pay TV service over the past 1 year? 
Please tick those that are of concern to you.  24 

9.3% 

9.4% 

11.7% 

17.5% 

26.0% 

-10% 0% 10% 20% 30% 40% 50% 60% 70% 

Service related issues (e.g. poor customer service, no 
call back from customer service, rude customer service 

staff) 

Contractual issues (e.g. changes to your subscribed 
contents, changes to channels, changes to subscription 

rates) 

Billing issues (e.g. late billing, inaccurate billing, 
payment issues, account details) 

Hardware issues (e.g. set top box problems, modem 
problems) 

Reception/ Transmission issues (e.g. connection 
problem, programme disrupted, poor picture/ audio 

quality) 

None 67.0% 
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Lack of time was the top reason cited for not 
subscribing to Pay TV 

25 

  2011 2013 

I have no time to watch Pay TV (e.g. StarHub TV 

or Mio TV) 
40.7% 53.6% 

MediaCorp is enough 57.7% 47.6% 

Pay TV (e.g. StarHub TV or Mio TV) is expensive 16.7% 23.2% 

The content is available on the Internet - 5.7% 

I cannot get Pay TV (e.g. StarHub TV or Mio TV) 

where I live 
0.2% 0.1% 

Others 3.7% 0.0% 

Base 600 643 

Qn - Why does your household not subscribe to Pay TV (e.g. StarHub TV or Mio TV)?  25 
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END OF SLIDES 


