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ABSTRACT

Redity televison programs have cthanged the media landscape drasticdly since the turn of the mill ennium.
Owing to its interadive nature, redity television hes beaome ahighly marketable avertising vehicle. In view of
its rising popuarity and pdential in marketing, the influence of these programs is of pubic interest. This gudy
examines what motivates the viewers in Malaysia to watch redity television programs. Using fador analysis,
five motivation fadors were extraded: suspense; personal identity and socia interadion; engaging/entertaining;
romance or attradivenessof contestants, sensation seeking. Three MANOV A models were used to explore the
relationship between group dfferences due to gender, age, educaion badgroundand the cmposite of the five
motivational fadors. Significant multivariate dfeds were foundfor al the three models considered. Univariate
effeds were dso foundfor three of the fadors, reveding some interesting findings of thase who are fascinated
by redity television rogramsin Malaysia.

Key words: Redity televison pograms, motivation, involvement, fador analysis, reliability analysis,
MANOVA.

INTRODUCTION

When the television rogram Suvivor debuted in the summer of 2000in North America, the
“redity television” genre becane intensely popuar. Subsequently, many new redity shows
have been launched everywhere. The dramatic rise in the popuarity of redity television
shows at the present time can be onsidered as phenomenal in the world media landscape.
Many redity shows have aeded history in terms of people's participation and revenue
generation.

Redity television is a genre of television programs that capture “ordinary” people in
unscripted, producer-contrived situations (Rankin, 2004. Participants al ow a large portion
of their lives to be scrutinized on and df screen. Their talents, emotional outbursts,
corflicts, intimate moments and heat-wrenching confesgons are catured on camera
aroundthe dock. The often ungedictable twist of events and urexpeded human dramain
these shows have proven to be agrea successin the cntemporary entertainment industry.

While popuar American shows like The Apprentice, Suvivor and Fear Factor apped to
many Malaysians, the locdly produwced redity television shows like Malaysian Iddl,
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Akademi Fantasia and Mencari Cinta have generated much excitement as well as
controversy in the locd entertainment industry. Hussn (2009 reported that the third season
of Akademi Fantasia, creded such craze anong the Malaysian pulic that it raked in RM
1.7 milli on through audience short messaging system (SMS) resporses for the final round.
Mawi, the eventual winner, has snce become the nation's hottest cdebrity with the locd
media describing the hype surroundng him as “Mawimania”. Likewise, locd newspapers
and magazines covered The Malaysian Idd 2 events extensively to feed the adent fans.
Daniel Lee who bea 9000 dher aspirants and survived four grueling months of competition
to become the send Maaysian Idd has also ceptured the heats of many yourg
Malaysians. Khoo (2005, from The Star newspaper, reported that The Malaysian Idd 2
GrandFinae held on 23September 2005receaved 1.67milli on votes,

Althowgh redity television shows have aeaed new dreams and hoges for television
producers, advertising agents, aspiring contestants and devoted viewers in Malaysia, the
Government is hat too deased with some of these programs. The deputy Prime Minister of
Malaysia was reported to have complained that the shows “borrowed extensively from
Western culture” and expressed fea that “these shows could have anegative impad on
viewers becaise some of the adion wandered from the norms of locd culture” (The Star,
2005). Subsequently, the Deputy Minister of the Energy, Water and Communicaions
Ministry annourced that the Ministry would deade on the kind o redity television shows
that would suit the Malaysian society better and refled Asian values (The Star, 20058).

Malaysian youth is certainly the main target audience of redity television shows and
other promotional events that acampany the programs. Many are so influenced by the
persuasive power of the networks and lroadcast companies that they adually spend
substantial amourt of money to participate in these highly interadive programs. At present,
it is gill uncertain whether the government will i mpose some limitations on the aurrent
redity shows. Nevertheless it istimely for the authorities and pubic to refled on the social
andfinancia impad of this phenomenonand to addressthe resulting isaues appropriately.

LITERATURE REVIEW

Long before the proliferation d redity television, Lee ad Lee (1995 had predicted that
there would be revolutionary transformations in the entertainment and communication
infrastructures as a result of the alvent of techndogy. In arder to predict the future of
interadive television, the researchers investigated on hav and why people watched
television. Their study concluded “mood elevation” or the desire to relieve stress relax and
escgpe from everyday worries was the most important motivation for people to watch
television. Ancther important fador was hamed “ social grease” which refers to pleasure in
talking abou a shared television experience with ahers. The patterns of viewing and
viewing gatificaions observed by the two reseachers helped them to successully predict
the phenomenal boam of redity televisionwe ae experiencing today.

Although Suvival, The Amazing Race, Temptation Island, Fear Factor and similar
shows have dramaticdly changed audience ratings and the television landscgpe, the
literature on redity television remains ant. Despite this, a study condwcted by Nabi et al.
(2003 could be mnsidered as the most comprehensive dtempt to understand the
psychdogy of the @ped of redity-based television pogramming. The uses and
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gratification perspedives of television programs formed the main theoreticd paradigm of
this gudy. Theorists of these fields believe that people adively seek out and embracemedia
content to gratify their neals and interests (Blumler, 1979. Gratification, as suggested by
Lee ad Lee (1995 was foundto have apositive dfed on regular viewers. However, the
study found that contrary to genera belief, voyeurism did na have asignificant role in
attrading people to watch redity-based programs.

The gped of redity-based programs is grouncded in consumer motivation, which was
investigated by Reissand Wiltz (2004. According to Reiss (Reiss and Wiltz, 2004, pge
363, “people pay attention to stimuli that are relevant to the satisfadion d their most basic
motives, and they tend to ignore stimuli that are irrelevant to their basic motives’. This
theory is cdled the sensitivity theory or the theory of 16 basic desires. Using the 16 hasic
desires, Reiss and Wiltz ases=d the gped of redity television with a sample of 239
adults. The reseachers found that the people who watched redity television had above-
average trait motivation to fed self-important, friendly, free of morality, seaure, romantic
and, to alessr extent, vindicated.

In the last threeyeas, redity shows have moved from being afad to mainstream. Many
analysts foundthat the shows were dso beaming more reprehensive ahicdly and morally
(PTC Spedal Reports, 2002 Rankin, 2004 McVey, 2004 Javors, 2004 Moorti and Ross
2004 Parker, 2005 Templin, 2005 Malaysia Media Monitors Diary, 2005. Previous
studies on redity television failed to take into acourt the opinions and socia values of
people who watch redity programs or participate in adivities related to the redity-based
shows. Kahle and Kennedy (1988 suggested that social values could dredly influence
interests, time-use adivities and roles, which in turn influence @nsumer behavior. We
believe that the social values of our target popuation can provide some insight into their
level of involvement with adivities related to the shows. Understanding the level of
involvement of this group and what motivate them to be involved is important for bath the
broadcasters and government agencies in formulating pradicd policies. The concept of
involvement was first introduced in psychoogy on socia judgment theory (Sherif and
Hoveland, as cited in Furk et al., 2004. Extant literature dso reveds that involvement has
many meanings in communicaion and persuasion reseach. In media reseach, the
conceptudli zation o media involvement is theoreticdly and empiricdly grounded in the
audience ativity concept in the uses and gratifications tradition (Perse, 199G, 1990h Levy
and Windahl, 1989. In the last two decales, further developments in the theoreticd
framework and measurement scde of this concept have been reported (Zaichkowsky, 1985
Andrew et a., 1990 Havitz and Dimanche, 1999 Patwardhan, 2004.

In programming redity television, the participatory element is vital in attrading the
audience The fad that most redity-based television shows have an audience voting system
in which audiences are ale to expressan ofnion a preferencefor particular contestants or
elements of the show, and therefore ae aleto affed the outcome of the shows, is one of the
highest form of empowerment television audiences have ever experienced. A unique and
very different form of audience involvement is evolving with such unpecealented
empowerment. We found reither acalemic literature nor suitable survey instrument
addressng the aurrent development. Instead of exploring the inner worlds of audience
involvement withou a sound theoreticd framework, we fed it is better to examine its
explicit forms in terms of adivities the audienceis normally involved in. At least we shall
be @le to grasp some understanding of the mass hysteria reported in many parts of the
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world. In this gudy, we shall ook at how often the audience get “involved” with 13 key
adivities related to redity-based shows. The adivities investigated include sending SMS
votes, attending parties and immersing in thoughts abou the show when oreis not watching
it.

Similarly, we ae nat able to find a suitable scde to measure what motivates or appeds
to ou target popuation d redity television audiences. Instead, we compiled 28items, some
of which are taken and modified from the lit erature we have reviewed, to gauge motivation.
We aknowledge that the items have not been subjeded to validity and reliability chedks
prior to the survey owing to resource @nstraints. Despite this limitation, the study provides
some insight, from the nsumers perspedives, for understanding the phenomenon d
redity television programs.

PURPOSE OF STUDY

The purpose of this dudy is to examine the more popuar redity showsin the Klang Valley,
Malaysia, espedaly on what appeds to o motivates the viewers and howv involved the
target popuationiswith the redity television shows. The spedfic ams of this gudy are to:

* Determine viewers' motivation for watching redity television programs.

* Determine audiences involvement with adivities related to redity television

programs.

» Profile viewers of redity television programs.

* Understand if there ae differences among various groups of viewers in terms of

their motivation to watch redity television programs.

The geographicad scope of this dudy is the Klang Valley, which comprises Kuala
Lumpur and its urroundng areas such as Bangsar, Petaling Jaya, Subang Jaya, Shah Alam,
and Klang. This is the heatland d Malaysid's industry and commerce, where most often,
the latest products and services are introduced first compared to ather parts of Malaysia.

HYPOTHESES

The Malaysian television stations are floodng the market with a proliferation o redity-
based programs. From the highly succesdul shows like Suvival and Fear Factor to ou
locdly produced Malaysian Iddl and Akademi Fantasia, people enjoy watching the intense
competition generated and are sending out incressing number of SMS. To have abetter
understanding of this phenomenon, the foll owing hypaotheses are proposed:

Hi: Motivational fadors for watching redity television are linked to individuals
social values.

Ho: Theleve of audienceinvolvement with redity television programs differs
between programs.

Ha: Males and females differ colledively in terms of the motivational fadors
identified.
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Ha: The linea combination d motivational fadors identified isrelated to
differences in age group.

Hs: The linea combination d motivational fadors identified isrelated to
differences in educaional background.

METHODOLOGY AND SAMPLE

A field study, using a structured questionnaire, was carried ou. The questionraire focused
on hesic demographic information as well as types and frequency of redity television
programs watched. Audience motivation consisted of 28 items, using a 7-paint Likert scde
(1="Strongly disagree” to 7="Strongly agree”). The questionraire dso covered audience
involvement in various interadive adiviti es associated with the redity shows (1="Never” to
4="All the time"). The List of Vaues (LOV), developed by Kahle (1983, was used to
measure value importance (nine items, using a nine-point scde ranging from 1="Very
unimportant” to 9="“Very important”).

The data were olleded in September 2005 ly 144 unargraduates who were trained in
guestionreire administration and ethics. They were instructed to reauit redity television
audiences above 18 yeas of age to complete the questionraire. The target popuation
consisted of people residing or working in the Klang Valley who hed watched at least five
episodes of any redity television program between September 2004to September 2005.To
reduce seledion bas and ensure amore representative sample, students were given four age
quaas to fill (1824, 2535, 3645, 46 and above). Within a 2-week period, 720
guestionraires were completed using the personal interview approad.

Owing to the difficulties in conducting randam sampling in a wide geographicd area
such as the Klang Valley, most of the students contaded their family members and ahers
known to them for the interview. However, given the relatively large sample size and
reasonable aosssedion d age, we believe that the nonprobabili stic sampling would be
able to provide agood snapshat of the issues under investigation. In addition, the topic of
study is nonpersonal and many responcents adualy foundit interesting; hence reducing
responcent fatigue that is commonly associated with surveys.

Of the 720 questionreires that were alministered orly 665were usable for our analysis.
The sample profil e for this gudy consisted of 50.26 males and 49.86 females. There was a
reasonable spread of age groups with 28.6% being between 18-24 yeasold, 27.26 between
25-35 22.P% between 3645 and 21.%8%6 were 46 yeas or older. Sixty percent of the
responcents worked full-time. Overall, 36.4%6 completed their pre-university educaion o
diploma; 36.7%% were university graduates; and 7.6 had attended graduate schods.

RESULTSAND DISCUSSION

The findings indicate that responcdents watched 3.00 hous of television onan average day,
with a standard deviation d 1.60 hous. Both males and females gent approximately equal
time watching television. The types of programs which the responcdents watched most often
were; dramas (32.3%), news (21.8%6), movies (15.0%), redity television (11.0%) and
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comedies (8.4%). Documentaries, soap operas, talk shows and aher programs were less
popuar.

Of the 17 redity television programs assessd by the responcents, three were locd
prodwctions: Malaysian Idol, Akademi Fantasia (Fantasy Academy) and Mencari Cinta
(Looking for Love). These shows have generated much-neeaded impetus for the locd
Malaysian entertainment industry besides evoking much public debates. On the whale,
responcents from the Klang Valley preferred popuar Western redity television shows as
indicated by their ranking: Fear Factor (32.24); The Apprentice (22.3%); American Idadl
(10.2%); The Amazing Race (8.9%);, Malaysian Idd (6.%0); Suvivor (6.8%); Akademi
Fantasia (3.2%); The Swan (1.5%); Xplorace (1.1%); Newlyweds (1.1%); and Mencari
Cinta (0.6%).

Audience Mativations for Watching Reality Television

To uncerstand the underlying motivations of our redity television audiences, we performed
a fador analysis with the 28 items used in this dudy. The Principal Axis Fadoring
extradion method and the Varimax rotation wsing Kaiser Normalization were used in
fadoring. Five cmporents or fadors with eigenvalues greder than 1.00were extraded,
providing a total explanation d initial variance for up to 49.®6. Although the explained
variancewas nat high, the fador structure obtained was well defined and easy to interpret.

From fador analysis, Suspense was the most appedi ng motivational fador for watching
redity television shows, acourting for 26.96 of the total variance The other four fadors
that emerged with eigenvalues greder than ore were Persond ldentity and Saial
Interaction, Engagng a Entertaining, Romanceor Attractivenessof Contestants and
Sensation-seekng.

Although we were nat able to pretest the reliability of the scaes used in this survey,
subsequent reliability analysis of the items making up ead o the 5 motivational fadors
identified in this gudy showed goodinternal consistency. The Cronbady' s apha wefficients
for Suspense (alpha=0.763, Persond ldentification and Soial Interaction (alpha=0.729,
Engagng a Entertaining (alpha=0.745, Romance or Attractiveness of Contestants
(alpha=0.709 were dl well above 0.6. Althouwgh the fifth fador Sensation-seekng attained
an apha wefficient of only 0.465,low Cronbad values are cmmon for scaes with fewer
than ten items (Pallant, 2005. Sensation-seekng comprised ony threeitems and satisfied
the aiteriarecommended by Briggs and Cheek (1986 with the inter-item correlation within
the optimal range of 0.2to 0.4.
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Table 1. Summary of Fador Analysis Results on Mativation for Watching Redity

Television

Faaor

Initi al
Eigenvalue

Main Item (with facdor loading in parenthesis)

Suspense

7.546

| like seangred people face dallenging situations (0.707)

| enjoy guessngwho will win (0.676)

I like when something urexpeded occurs on redity television
shows (0.538)

I enjoy tryingto guesswhat will happen on redity shows (0.473
I like watchingredity television because it is $ocking (0.434)

Personal

| dentity and
Social
Interadion

2.360

Watching redity television makes me fed smart (0.644)
Watching redity television makes me fed better about myself
(0.612

I find myself talking to people more frequently because of redity
television (0.563

| like watchingredity television because | can relate to the
participants (0.530)

Engaging/
Entertaining

1.486

When | watch redity television shows, | get so involved | don't
want to change the channel (0.676)

| like being able to talk about redity television shows with people
I know (0.629

| enjoy watching redity television shows (0.575)

| hate it when | missan episode of a popular redity show and
everyoneistalking about it (0.393)

Romance
Attradiveness
of Contestants

1.353

| enjoy watching redity television because of the

romance/rel ationships among contestants (0.737)

| enjoy watching redity television because of the physicdly
attradive mntestants (0.583)

| watch redity television to follow my favorite contestant on the
show (0.556)

I like watchingredity television because of the exotic locaions
(0.447)

Sensation-
seeking

1.188

| like watching fights among contestants (0.539)

I like watching people on redity television shows when
contestants forget they are on camera (0.451)

| enjoy watching how people behave on redity television because
they have low morals and values (0.324)

L evel of Audience Involvement

A descriptive scde (1="Never”, 2="Sometimes’, 3=“Most of the time” and 4="All the
time”) was used to gauge how involved the responcdents were with 13 key adivities

79
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commonly assciated with redity television programs. The results reveded that the
responcknts were not favorably disposed to locdly produced redity shows. Only 3.2 or 21
out of 665 responcents indicated that Malaysian Idd was their favorite redity television
show; and 13 o of 665 respondents cited Akademi Fantasia as their favorite. As aresult,
the type of adivities they participated in appeaed to be lessinteradive. Basicdly, they just
watched and talked about the shows but seldom involved themselves diredly in voting for
the contestants or attending redity show functions. Table 2 shows the relative ranking of
audienceinvolvement based onthe mean scores cdculated for the adiviti es considered.

Table 2. Level of Audiencelnvolvement with Redity Television Shows

Activities Related to Redity Television Shows g;?ﬁg&ﬁgﬂagﬁt Mean
| watch the show 1 255
| talk to my friends about the show 2 1.97
| read about the show in the newspapers 3 1.88
| imagine how | would ad in asimil ar situation 4 1.84
I think about the show when | am not watching it 5 161
| watch other programs that include contestants from the show 6 1.60
If it’s possble to vote for participants, | doit 7 153
| would attend a public gppeaanceif my favorite charader from 8 1.36
the show isthere

I SMS my votes 9 1.34
| watch the show on the web 10 1.27
| amin the audience 11 1.20
| telephone in my votes 12 1.14
| attend redity television show parties 13 112

To oltain a glimpse of how involved the respondents were when they adually had the
oppatunity to participate in adivities auch as voting for the contestants, we looked at the
sub-samples of those who said Malaysian Idal and Akademi Fantasia were their favorite
redity shows.

Malaysian Idd fans were predominantly female (61%). Their educaion levels were
31% with some seoondary or primary schod educaion, 2% had pre-university
gualification, a cetificate or diploma, and 19 had a first degree Other than watching the
show, the other adiviti es associated with the show that the groupwas frequently involved in
were: read abou the show in the newspapers (70%); talked to their friends about the show
(63%); watched ather programs that included contestants from the show (60%) or thought
abou the show when na watching it (54%). Forty-three percent of the group sometimes
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sent SMS to vote for the ontestants, 10% did so most of the time and 290 had never sent
SMSto vote. Fifty percent said that they would vote for the mntestantsif passble and most
of them (78%) had never been in the audience

The mgjority of Akademi Fantasia fans were dso females (67%), with 33% of the fans
having some secondary educaion, 2% had pre-university qualificaion, a cetificae or
diploma and anather 19% were graduates. The Akademi Fantasia suppaters appeaed to be
more involved with the show than their Malaysian Idd courterparts. Other than watching
the show, the other adivities that the group was frequently involved in were: reading abou
the show in the newspapers (91%) and talking to their friends abou the show (81%). Many
of them (67%) reveded that they would vote for the participants if it were possble. Forty-
three percent of the fans smetimes nt SMS to vote for the mntestants, 9.3% of them did
so most of the time and 4.86 sent SMS all the time. Sixty-seven percent also watched
television pograms that included contestants from Akademi Fantasia. However, they did
not go all out to suppat the contestants as 81% of them never attended the show in person.

Motivational Factorsand Social Values
The respondents considered Fun andEnjoyment of life to be the most important value from

thelist of values (LOV) scde (Kahle and Kennedy, 198§. Therelative importance of values
for the sampleis simmarized in Table 3.

Table 3. Social Vaues Relatively Important to Redity Television Audiences

Value Rank Mean Std. Deviation
Fun and enjoyment of life 1 7.69 2.08
Self-resped 2 7.63 2.24
Sense of acaompli shment 3 7.41 2.26
Seaurity 4 7.30 2.38
Being well respeded 5 7.29 2.24
Warm relationship with athers 6 7.11 2.22
Self-fulfill ment 7 7.10 2.19
Excitement 8 6.91 2.06
Sense of belonging 9 6.61 2.34

To understand if the motivation fadors to watch redity television shows were arrelated
with the values investigated in our survey, we first computed the averaged linea composite
of the items made up d ead fador presented in Table 1 to represent the arrespondng
motivational fador. Then nonparametric correlation tests using the Speaman’s correlation
were onduwted. The test results dow a significant relationship in the following pairs of
value and motivational fador:
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= The value Exdtement was pasitively correlated with motivational fadors Suspense
(r=0.253, 0.01)), Persond Identity and Saial Interaction (r=0.151, p<0.01),
Engagng / Entertaining (r=0.241, 0.01) and Sensation- seekng (r=0.109,
p<0.01).

= Fun andenjoyment, the value ranked as the most important by the respondents was
also pasitively correlated with Suspense (r=0.157, p<0.01); Persond Identity and
Saial Interaction (r=0.097, <0.09; Engagng / Entertaining (r=0.191, <0.00);
and Sensation-seekng (r=0.123, <0.01).

* The other values auch as Warm relationship with athers and Sense of belongng
were arrelated with lessimportant motivational fadors.

= Theresults reveded that people who daced excitement, fun and enjoyment in daily
life foundthe suspense and highly enticing elements of redity shows appeding.

Multivariate Analysis of Variance

Conceptually, motivational fadors are related (Rubin, 1981. The five motivational fadors
extraded from our results were dso foundto exhibit moderate wrrelation between 0.30to
0.57. To explore the relationship between the @mposite motivational fadors and
demographic variables proposed in ou hypotheses, multivariate analysis of variance
(MANOVA) was condicted.

Three MANOVAs were performed to investigate gender differences (Hs), age
differences (H;) and educaiona badground dfferences (Hs) in relation to the linea
combination d the five motivational fadors (dependent variables) namely: Suspense,
Persond Identity and Saial Interaction, Engagng/Entertaining, Romance/Attractivenessof
Contestants and Sensation-seekng. Preliminary assumption testing was condicted to chedk
for normality, lineaity, univariate aad multivariate outliers, hamogeneity of variance-
covariance matrices and multi colli neaity, with noserious violation nded.

The results indicae that the difference between males and females on the cmbined
dependent variables was datidticdly significant: F(5,588=5.460, p0.00Q Wilks
Lambda=0.956 hence Hs is suppated. When the dependent variables were cnsidered
separately, ony Engagng/Entertaining (p=0.005 and Sensation-seekng (p=0.049 were
significantly different between males and females. An inspedion d the margina means
indicated that females felt redity television programs were more engaging or entertaining.
However males reported they were more motivated by the Sensation-seekng fador.

In relationto age, it was foundto have asignificant effed onthe cmbined motivational
fadors: F(15,1618=2.917, 0.00Q Wilks Lambda=0.929 hence H, is sppated.
Examination d the between-subjeds eff eds tests reveded that three of the fadors readied
stetisticd significance They were Engagng/Entertaining (p=0.000, Romance
Attractiveness of contestants (p=0.001) and Sensation-seekng (p=0.000. The marginal
means reveded a mnsistent trend that the yourger the viewers, the more motivated they
were by these threefadors to watch redity television programs.

The multivariate test showed that educational badkgroundalso had a significant effed
on the combined motivational fadors, though less sgnificant as compared to gender and
age: F(20,1864=1.855, 0.012 Wilks Lambda=0.937 hence Hs is suppated. When the
fadors were examined separately, group dfferences due to educational badkgroundfor two
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of the fadors were found. The fadors were RomanceAttractiveness of contestants
(p=0.040 and Sensation-seekng (p=0.047. The group with a cetificate or diploma was
most motivated by the Romance fador (mean=4.229, followed by the pre-university group,
bachelor degree halders, thase who had completed secondary schod and below, and lastly
post-graduates (mean=3.679. Sensation-seekng enthralled the badhelor degree holders
most (mean=4.647), followed by the pre-university group, certificae or diplomaholders and
post-graduates. Those who have completed seaondary schod and below were least attraded
by Sensation-seekng (mean=4.300.

Influence of Reality Television Programson Youths

The results reveded that hedorism (Fun andenjoyment of life) and achievement (Self-
resped and $nse of Accomplishment) were dominant social values embracad by redity
television fans, and these values were linked to their media consumption kehavior. These
results are mnsistent with the findings of Laverie & al. (1993. The view that values guide
behavior is aso evident in the literature from psychoogy, sociology and aganization
behavior (Kahle and Kennedy, 1988 Nabi et al., 2003 and might offer an explanation for
the popuarity of redity television shows as well as by-products of this genre. This is an
emerging youth-culture that appeas to embrace céebrity culture aanorm.

The youthful viewers are the most ardent suppaters of redity television gograms, as
demonstrated by their readinessto participate or suppat youth cdebrities or idols' talent
seach. The public witnessed this phenomenon yet again duing the recent talent-seach
redity show, Onein aMilli on. Suki, a seventeen-yea-old student, becane an instant youth
cdebrity when she was voted the winner on 22September 2006(The Star, 2006. The prize
money of One in a Million, Channel 8 television's biggest talent-search redity show, is
made up d a recording contrad that includes production with top-name prodiucers,
collaboration with top-name atistes and a marketing campaign. This talent show attraded
more than 5,000 hopful participants. The huge number of aspirants vying for the prizeisa
refledion d how eanest our youths are in seeking fame and successthrough the promise of
aredity program.

Celebrities or “idals’ produced by redity shows have strong influence on youths
worldwide, andit isno dfferent in Malaysia Y outhsdo nd just admire the atistic talents of
their idds but are dso curious abou their idds personal lives, ognions and values. As
such, youth cdebrities become powerful opinion leaders for their fans. The entertainment
industry, marketing exeautives and advertisers are well aware of their power. Anincreasing
number of winner of redity shows are being used as cdebrity product endarser or spokes-
person in various promotional adivities and advertising. It is important for our society to
redize that we will nat be ale to stop our youths from coming under the power of cdebrity
culture. Taking the dallenge of this emerging culture paositively is a more pragmatic
approach instead of just lamenting over the lossof our cultural identity.
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CONCLUSION

The goal of this reseach was to explore the underlying motivation dmensions of the highly
popdar redity television programs in the Klang Valley. Using fador analysis, five
motivational fadors were identified, namely, Suspense, Persond Identity and Saial
Interaction, Engagng/ Entertaining, Romance/Attractivenessof Contestants and ®nsation-
seeking. Although the items used to measure the motivation construct were not pre-tested
for validity andreliability, four out of five of the dimensions that emerged proved reliable.

ThethreeMANOV A models tested reveded that viewers from diff erent gender, age and
educational badkground dffered significantly in relation to the composite motivational
fadors. However, irrespedive of their gender, age or educaional badground, the
responcents were equally enthrall ed by the dominant fador - Suspense. When examining the
univariate dfed, Suspense was found to have the highest rating. On the other hand,
Persond Identity and Saial Interactionwas rated lowest, and fail ed to read any statisticd
significance when examined aaoss the different classficaion groups. Two important
inferences could be drawn from this MANOVA. Firstly, redity television programs were
not able to elevate the viewers self-esteem, na enhance social interadion o
communicaion among the Klang Valley viewers. Seaondy, the overal feding of all the
groups for the fador Persond Identity and Saial Interaction was dightly negative,
regardiessof their gender, age or educaional badkground.Some interesting diff erences due
to groups were dso deteded for the other threefadors. The yourger the person, the more
engaging, romantic and sensational redity shows meant to him. Females felt redity
programs were more engaging or entertaining than males, bu males were more motivated
by the sensation-seeking fador.

Although ou overall sample showed a low level of involvement with resped to the
interadive adivities of the redity showsin this gudy, it did na necessarily imply they were
not interested in the adivities. Abou 90% of them cited popuar Western redity shows as
their favorite dthouwgh they did na provide any oppatunity for them to participate in the
interadive fedures of these shows. When the sub-samples of Malaysian Iddl and Akademi
Fantasia fans were examined, we foundthem to be involved o very involved with various
adivities assciated with the two locd productions. However, the small number of
responcents in these two sub-samples refrained us from drawing strong conclusions about
thelevel of involvement in this gudy.

Currently, redity televisionis at the forefront of the entertainment industry in Malaysia.
People ae oontinually fascinated by the concept of becoming famous and rich by “being
themselves’. For the entertainment industry, redity television has tremendous potential to
become arich advertising vehicle. In fad, redity television has become akey site for
experimentsin “advertainment” (Deeay, 2009. Thisis a new marketing concept that merges
advertising and entertainment based oninnovationsin dgital techndogy.

On the other hand, there ae many ethicd isaies and matters of pulic interest to be
considered. What is the impaa of these shows on ou attitudes, emotions and values? We
have seen some goodredity shows which promote positi ve values and are very mativating.
There ae dso many programs, which seek to exploit the lives of red people for the purpose
of making a profit. With more hybrid forms of redity programs floodng our homes, thereis
cetainly aned for further research to study the social, cultural, psychadogicd andfinancial
impad of these shows.
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