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1 Objective 

ICT convergence has enabled television broadcasters now to simulcast over the Internet not only in real time, but 

also to mobile devices. In Japan, the public’s positive feedback to the simulcast of television news during the 2016 

Kumamoto Earthquake has prompted the Ministry to encourage broadcasters to provide full-scale simulcast 

television by 2019. This initiative, however, has triggered many debates. Currently, most of the debates are from 

the industry view and few discussions have been conducted from the audience perspective.  

Thus, the aim of this study is to investigate the impact of simulcast television form an audience perspective. 

Specifically, it examines the effects of different media forms (e.g., television and smartphone) in simulcast 

television. In particular, the perceived sense of presence of different media forms and their effects on the audience’s 

perceived image of the news media. This is because although previous studies, e.g., Bracken (2006), find that the 

size of television screens affect the audience’s perceived creditability of a newscast, in simulcast television, the 

effects of mobile devices as a media form is unknown. 

                       

2 Methods 

This study uses the news coverage from both the national and commercial broadcasters during the 2016 Kumamoto 

Earthquake over the air and the Internet as a case study. It adopts a quantitative approach with data collected from 

an original survey. In particular, this study uses factor analysis and structural equation modelling to examine the 

effects of viewing newscasts related to the Earthquake with different media forms on the audience’s perceived 

image of the news media. 

In this case, perceived image is represented by the perceived personality of the news media such as competence and 

sociability according to previous studies, e.g., Kim et al. (2010). Furthermore, it is hypothesised that the impact of 

different media forms is mediated by their senses of presence perceived by the audience. The reason is that Bracken 

(2006) finds that different media forms provide different senses of presence to the audience such as immersion and 

social presence, which in turn, affect the audience’s perceived image of the newscast they viewed on a particular 

media form.   

           

3 Results 

Initial data analysis results show the respondents’ perceived image of a news medium is affected by different 

factors. First, it is affected by the image of the news medium itself, e.g., the respondents found the national 

broadcaster was more professional while the commercial broadcasters were more sociable. Second, the intensity of 

these perceived images is affected by the media forms, which were mediated by their senses of presence perceived 

by the respondents. For instance, while television is still the most influential media form as it created the strongest 

sense of immersion, which strongly affected the respondents’ perceived image of the news media. On the other 

hand, smartphone also had some influence as it provided a sense of social presence to the respondents. 

                  

4 Conclusion 

In conclusion, the initial results show that in simulcast television, the audience’s perceived image of the television 

news media is affected by the media forms. Moving forward, our next step is to finalise the analytical models and 

to elaborate the implications for broadcasters and policy makers for the implementation of simulcast television. 

                     

References 

・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・・ 

Bracken, C.C., 2006. Perceived source credibility of local television news: The impact of television form and 

presence. Journal of Broadcasting & Electronic Media, 50(4), pp.723-741. 

Kim, J., Baek, T.H. and Martin, H.J., 2010. Dimensions of news media brand personality. Journalism & Mass 

Communication Quarterly, 87(1), pp.117-134.                                       


