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Abstract 

Illegal downloading of music was supposed to fade out when music streaming revolutionized 

the digital era. It has not yet succeeded. Music streaming services attract customers by providing 

limited free music. Income is generated from the same customer paying for a full service. This 

study aim to find why music consumers choose to pay for music that can be listened to for free 

and what influences individuals to not pay for the service. Based on theory of consumption 

values and social sharing it is investigated how various factors influence purchase intention. 

Data collected from 325 respondents tell us that 44% listen to music more than 10 hours per 

week but do still not consider the future of their favorite artists. They do not regard artists’ 

future as a legit reason to pay for the music service. In contrast, price and quality are found to 

be the most important factors to why music consumers want to pay or not for a premium service. 

In line with recent research conducted by Regner (2014) it is found that individuals rather save 

face than care for the future of music artists. Online social sharing has high impact on 

purchasing a service among those not paying for a premium service but do not influence further 

purchasing among current premium users. Further research is recommended on understanding 

why people do not purchase the music service when these are attracted to the offer. 

 

  



 

 

 

Sammanfattning 

Förhoppningar att streamingtjänster för musik skulle eliminera illegalt nedladdad musik har 

varit stora. Tyvärr är det inte nära en eliminering ännu. Streamingtjänster använder sig allt 

oftare av en gratistjänst för att locka kunder till sin betaltjänst. Denna uppsats undersöker varför 

vissa väljer att betala för musik när den kan utnyttjas gratis. Den undersöker också varför vissa 

väljer att inte betala för streamingtjänster av musik. En enkät besvarad av 325 personer uppger 

att 44 % lyssnar på musik mer än 10 timmar i veckan. Samma personer påstår att de har låg 

förståelse för den försämrade finansiella situation artister drabbats av genom den digitala 

revolutionen. Artisternas försämrade situation är inte av tillräckligt stor betydelse för att 

lyssnarna ska köpa deras musik. Däremot säger resultatet att pris och kvalitet av tjänsten är 

viktigast för ett eventuellt köp av tjänsten. Tillsammans med resultatet från Regner (2014) kan 

vi föreslå att konsumenterna bryr sig mer om att rädda sitt sociala anseende än att rädda 

framtiden för musik dessa lyssnar på. Delning på sociala nätverk influerar inte respondenter 

som köper musik men har betydligt högre betydelse för ett eventuellt köp av individer som inte 

köper musik från streamingtjänster. Framtida forskning är rekommenderad att undersöka varför 

individer som inte köper streamingmusik fortfarande gillar tjänsten. 
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1 Introduction 
The following content will present the foundation of this thesis. A brief introduction of the 

subject is presented in the background. Problem discussion - the second part - contain reasons 

for why this research is important. It is continued by purpose and research questions conducted 

to be used as guidelines for the following chapters. 

1.1 Background 
The freemium (free+premium) business model is becoming increasingly used in the world of 

digital services (Pujol, 2010) because of its efficiency to attract new consumers while creating 

a desire worth paying for (Kumar, 2014). A freemium could be described as a business model 

where users are offered two different options which have different approaches to the experience 

(Wagner, Benlian, & Hess, 2014). One option is free to use, but is often provided with 

advertising to make the service financially viable for the content provider. The second option 

is what is commonly known as the premium version in which the user pays to use. Advertising 

in the paid version is excluded, which normally includes additional premium functions excluded 

in the free version (Wagner, Benlian, & Hess, 2014). 

 

Advertising, however, is not the only option to differentiate freemium as a business model. 

Pujol (2010) describes three types of freemium models, all used with the same objective - to 

convert the same user from the free part of the service to the paid, premium part. The first type, 

quantity differentiation, can be described as samples where the user makes use of a part of the 

full premium product or service for free during a limited trial period. Another type of freemium 

creates demand through allowing the user access to the core of the good while premium features 

can be paid for. Differentiated distribution - the third alternative - is used as a license where the 

consumer use a free version by herself. Though, it is not allowed to re-distribute, share or 

commercialize the service without purchasing the rights (Pujol, 2010). Among the mentioned 

varieties of freemium, the advertising-based model was the most common in 2009 and has 

emerged, among others, in the music industry since early 21st century (IFPI, 2010). 

 

The freemium is used in a great variety of industries but has gotten most attention among 

software services. The common use in software services is either to offer a free trial period for 

a limited time, or a scaled version with limited functionality. Examples of these services are 

McAfee, that offers a 30-day trial of their uninstall tool aiming for acquisition to the premium, 
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RealPlayer has both a free version and a premium version that offers more features and Adobe, 

that provide a free PDF reader as a way of selling a premium PDF writer (Cheng & Tang, 2010). 

 

Several well-known types of freemium services are derived from those that offer music as a 

service. Companies such as Spotify, Wimp, Deezer, Rdio, Soundcloud and Rhapsody, all offer 

music through different types of freemium models (IFPI, 2014). The music industry, along with 

increased internet usage, has experienced rapid changes in recent years. Instead of offering 

physical products as previously, its main focus today is distributing music through net based 

services (Dörr, Wagner, Benlian, & Hess, 2013). “One of them is Music as a Service, which 

provides music streaming over the internet as a service - without transferring ownership for 

the content” (Dörr, Benlian, Vetter, & Hess, 2010). Because of its simplicity streaming is one 

of the most popular applications for music listeners as unlimited access online is provided today 

(IFPI, 2014).  

 

Open access to music has contributed to less purchased music and music providers find 

alternative solutions for creating revenue (Dörr, Wagner, Benlian, & Hess, 2013). One solution, 

as mentioned previously, includes advertising in the free service as a source for income. 

However, to develop long-term success advertising based music services depend on customers 

paying for the premium (IFPI, 2010). When converting customers from the free service to the 

premium service (Dörr, Benlian, Vetter, & Hess, 2010) argue that price is the most critical 

factor to a purchase decision while Wang, Oh, Wang, & Yuan (2013) state that time for 

evaluation is most important. Other authors mention community (Oestreicher-Singer & 

Zalmanson, 2013) and pre-purchase objectives as major contributions to why consumers pay 

for the premium (Murray & Häubl, 2007).  

 

As freemium has increased its popularity along with the emerging online service market there 

is yet much to explore before freemium has reached its peak in potential. The popular business 

model has contributed to solve a few of the music industries obstacles in recent years. 

Nevertheless, the mentioned solutions have contributed to other issues. The following problem 

discussion address present issues which this thesis aims to generate deeper understanding in. 

1.2 Problem Discussion 

Before content and attributes of the freemium model are chosen, it is critical to understand what 

consumers look for. Consumers look for a rich and unique content experience and, if satisfied 
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with the content, potentially eager to pay money for added value a premium service offer 

(Cosenza, 2014). The five values influencing consumer choice are mentioned by Sheth, 

Newman and Gross (1991) as social, functional, epistemic, emotional and conditional. All of 

the mentioned values have the possibility to contribute to a purchase decision, more or less 

depending on external factors (Sheth, Newman, & Gross, 1991). 

 

Value of the premium, however, is not the single factor contributing to purchases of a premium 

version after testing a free version. According to Murray and Häubl (2007), it is crucial for an 

eventual purchase whether the customer, before using the free part, had a final objective of 

purchasing the premium or continue utilizing the free service. Additionally, time and risk are 

becoming increasingly critical factors to consumers purchasing decisions. Reduced risk and 

extended possibilities for personal evaluation add value to the goods when time (i.e. in time 

limited trials) is a critical factor in the purchasing process (Wang, Oh, Wang, & Yuan, 2013). 

A comparison between different online freemium services was conducted by Wagner, Benlian 

and Hess (2013). The study reveals that it is more effective to let consumers try the premium 

before a final decision is made and therefore creates a higher grade of desire to purchase the 

premium. Consumers who are involved to higher extent in a free service are also more likely to 

purchase the premium (Oestreicher-Singer & Zalmanson, 2013). Although, a major issue 

regarding the conversion from free to premium is for the providers to add the right amount or 

value to the free content (Cosenza, 2014). In contrast to previous changes in music consumption 

through options of downloading music, music is listened to while streaming the content. Such 

services are widely known as music as a service (MaaS) (Dörr, Benlian, Vetter, & Hess, 2010) 

commonly using freemium models for attracting customers (Dörr, Wagner, Benlian, & Hess, 

2013). 

 

As of today, paying for the premium is not the case for most consumers. Streaming services 

have succeeded in decreasing illegally downloaded music but have yet not reached the same 

level of income as before online music was born. Music consumers, however, have adapted to 

the new way of using streaming services but are not prepared to pay for the service (IFPI, 2014). 

Similar to the mentioned lack of payments, Cosenza (2014) regard consumers as unwilling to 

pay for online content because habits of downloading or being provided free content are rooted 

in consumer behavior (Cosenza, 2014).  
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The obstacle those providing MaaS are facing is that a majority of music consumers use free 

services and MaaS providers do not generate a desirable profit. This is simply because 

conversion rate of freeloaders to paying customers is too low (Palmer, 2010). Paying consumers 

are essential to generate long-term revenue which still is a scarce resource of income in an 

industry that cannot satisfy its artists financially equal to times before existence of online music 

(IFPI, 2014). 

 

Jacob Key, vice president of digital strategy at Warner Music argues that it takes 2-4 years of 

marketing investments to promote new songs in streaming services in order to keep consumers 

listening (IFPI, 2014). As the market has changed and listeners are comfortable in consuming 

free music, artists and music services struggle to receive the same income as before online 

music was available (IFPI, 2014). 

 

According to Kumar (2014) most freemium goods have an average conversion rate of 2-5% 

while MaaS giant Spotify converts 25% of all its free users (Spotify, 2015). Low conversion 

rates is usually an issue of providing too much or too little low quality content. When a large 

amount of high value content is exposed in the free part there are low benefits for consumers to 

purchase the premium. In contrast, if the free consists of little low quality content it does not 

communicate enough value to attract consumers to the premium (Kumar, 2014). The connection 

between conversion rates and content optimization within a single service was evaluated in a 

study conducted by Lee, Kumar and Gupta (2013). The same authors developed a model with 

the aim to measure content optimization in order to maximize profits and referrals. Consumers 

were measured by their value of generating referrals, though it is mentioned that values of the 

free consumers could be incorporated in further research (Lee, Kumar, & Gupta, 2013). Certain 

groups of music listeners constantly use music for free, either through free services or 

downloading music illegally (Dörr, Wagner, Benlian, & Hess, 2013) Premium users, however, 

generate value to music providers through pure payments and was still in 2013 the single 

highest income of music streaming services (Lee, Kumar, & Gupta, 2013). Premium purchases 

are commonly derived from liking of using the free service and social sharing connected to and 

within the service (Oestreicher-Singer & Zalmanson, 2013). Functional value, social value, 

epistemic value, emotional value and conditional value all affect consumers to various extent 

of whether to choose the service or not (Sheth, Newman, & Gross, 1991). 
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1.3 Research Purpose 
The purpose of this thesis is to explore what triggers a music consumer’s intention to pay for a 

service she can use for free. This study aims to examine which factors influence why some 

consumers pay for a premium service, and why others choose not to purchase a premium music 

streaming service. 

1.3.1 Research Questions 

Therefore the following research questions have been raised:  

 

 Which factors influence consumers’ intention to purchase the premium version? 

 Which factors influence consumers’ intention not to purchase the premium version? 

1.4 Delimitation 
This study focus solely on music streaming services because of frequent utilization of the 

freemium business model in music services. 
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2 Literature Review 
The following presents previous research and models related to the present study. The theory 

is concluded in a frame of reference at the end of this chapter. It describes and explains factors 

used for the model of this thesis.  

2.1 Freemium Business Model 
Freemium can be described as a business model which is based on free offerings with less 

options provided compared to the premium, paid part of the service. Providers utilize the 

limited, free version to make users convert and pay for the premium service (Wagner, Benlian, 

& Hess, 2013). Examples of freemium services are trials of a premium, (Gallaugher, Auger, & 

BarNir, 2001) samples, limited free services and license limitation (Pujol, 2010).  

 

A freemium should not be confused with two-sided-markets which also offer a free part and a 

premium part. The difference between the two is that the two-sided market has two different 

customer segments on each side; free users are not the same users that purchase the premium. 

In contrast, freemium is used to convert the free user to a paying, premium user (Pujol, 2010).  

2.1.1 Premium 

An instrumental way of monetizing the premium is to utilize the free part of the service as an 

advertisement in addition to promote the premium part by itself (Lee, Kumar, & Gupta, 2013). 

Wagner, Benlian and Hess (2013) argue that the perception of the free service as an effective 

advertisement is common among providers while the same authors reveal that users do not 

perceive the free service as a method for advertising. Freemium providers who make use of the 

free service as advertisement may miss alternative advertising opportunities and fail in 

contributing to advertisement for the premium paid service (Wagner, Benlian, & Hess, 2013). 

Lammers (1991) argues the opposite, where a study testing efficiency of samples reveals that a 

free tryout generates a significant increase in immediate purchases. Nevertheless, if the service 

generates value equal to the premium during a trial-period it can be considered as having the 

same effects as an advertisement for the premium service (Wagner, Benlian, & Hess, 2013).  

 

Even though Lee, Kumar and Gupta (2013) regard freemium as a popular business model 

among online service startups because of its capacity to enroll users, the same authors state that 

premium conversion rate is on average low and providers struggle to generate profits (Lee, 
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Kumar, & Gupta, 2013). In addition, as customers are provided with a wide range of alternatives 

of free services, incentives of purchasing the premium are low (Li & Cheng, 2014). 

 

Because of online content providers struggle to monetize their premium services, Oestreicher-

Singer and Zalmanson (2013) conducted research on content strategy for freemium providers. 

It reveals that if free content is of high quality, and easy to use, consumers are more likely to 

purchase the premium after single experiences with the services. Moreover, Oestreicher-Singer 

and Zalmanson (2013) state that a community-based lock-in effect (long-term habits of using a 

service) could be the most effective way to convert free users to paying users.  

 

Even though lock-in effects of a created habitual usage creates high switching costs (Murray & 

Häubl, 2007), perceived value of the goods is the most critical point according to other studies 

(Li & Cheng, 2014; Wagner, Benlian & Hess, 2014;). Other efficient methods for creating 

conversion are by providing communities for sharing and messaging between users of the 

service (Oestreicher-Singer & Zalmanson, 2013) and referral advertising of the service through 

social media  (Lee, Kumar, & Gupta, 2013; Li and Cheng, 2014) 

2.1.2 Converting Free Users 

Several service providers rely on Freemium as tool for acquisition of paying customers (Cheng 

& Tang, 2010). Li and Cheng (2014) argue that freemium providers have proven to be 

successful in generating free users, but do not accomplish to convert the free users to paying 

customers. Users tend to stay in the free version as long as possible if no intention of purchasing 

the premium was initiated before the service was used in the first stage. It is also argued, which 

is perceived as the opposite by freemium providers, that habits and intended lock-in effects by 

repeated usage do not affect purchase intentions (Li & Cheng, 2014). Murray and Häubl (2007) 

agree on that lock-in effects has a limited ability to achieve a change in predetermined goals. 

On the other hand the author’s mention habitual usage as an efficient method for creating 

customer loyalty and influencing choice of using new experiences (Murray & Häubl, 2007). 

Palazon and Delgado-Ballester (2013) agree upon the point that providing premium or premium 

features is an efficient strategy to attract new customers while increasing promotion by adding 

value to the product. However, not all premiums are valued by its targeted customers and is 

often used in a different way from what is preferred by potential consumers.  

 

Introducing users to new services by providing it for free is not particularly a method of 

generating more revenue by conversion but also a method of reducing demand of paid services. 
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As a result of this Cheng and Tang (2010) conducted research on the effects of high intensity 

of users, called the network effect. The author’s found that when intensity of network effects is 

high it is more profitable to offer a free trial relative to offer a freemium, with one free part and 

another paid part. Users who perceive the free trial to be of high quality are willing to purchase 

the premium at a higher price while users who prefer to continue to use the free trial are not 

particularly affected by volatility in price (Cheng & Tang, 2010). 

 

Another method commonly used in freemium services, making free usage financially viable, is 

advertising (Dörr, Benlian, Vetter, & Hess, 2010). Although, it is also argued that advertising 

displayed within a free service decreases value of the service as a whole (Cheng & Tang, 2010). 

In between previous mentioned perspectives of advertising as a revenue stream it is concluded 

that it is not possible to rely on advertising as single revenue stream in the long run (Goyanes, 

2013). Freemium is commonly known as an effective method of converting content consumers 

to paying customers and widely used among music service providers (Wagner, Benlian, & Hess, 

2013).  

2.2 Music Services and Piracy 

As mentioned in previous sections, music as a service is about providing music streaming online 

as a service. It is performed without transferring ownership of the content (Dörr, Benlian, 

Vetter, & Hess, 2010). This is done in such way that the music is not downloaded but streamed 

while being consumed and the consumer either pays a subscription fee or utilizes the free 

version in accordance with a freemium business model (Dörr, Wagner, Benlian, & Hess, 2013). 

This could be regarded as a differentiated way of consuming digital music which has become 

an alternative to paying for and downloading music through applications such as Apple's iTunes 

store and Amazonmp3 (Dörr, Wagner, Benlian, & Hess, 2013). 

 

MaaS services have emerged as an alternative for music consumers currently downloading 

music illegally (also called music pirates).  Music pirates tend to be more interested in the free 

version of music as a service but less willing to use streaming services rather than paying music 

consumers (Dörr, Wagner, Benlian, & Hess, 2013). Regarding the substitute connection 

between music piracy and music streaming, Borja, Dieringer and Daw (2015) suggest that 

music streaming increases music piracy by 20%. Music pirates are more concerned for the price, 

in opposite to music streaming consumers, when purchasing music and tend to be highly 

affected by the level of illegal downloading acceptance in society (Borja, Dieringer, & Daw, 
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2015). Younger music consumers are more likely to become music pirates, while older and less 

price sensitive individuals are more likely to prefer legal streaming of music online. 

Additionally, music pirates are less likely to try streaming music services in the first place 

(Weijters, Goedertier, & Verstreken, 2014) and do not perceive online piracy as affecting others 

and the society at whole negatively (Kos Koklic, Vida, Bajde, & Culiberg, 2014). 

 

Open access to music has contributed to less purchased music and music providers need to find 

alternative solutions for creating revenue (Dörr, Wagner, Benlian, & Hess, 2013). One way of 

performing this is to offer music as a service while utilizing a freemium business model with 

either an ad-based version or other models within the freemium concept. The free version 

commonly generate income from advertising and aims to convert free users to paying users 

(Dörr, Benlian, Vetter, & Hess, 2010).  

2.3 Consumption Values 
In a study examining why consumers choose to buy or not to buy, authors Sheth, Newman and 

Gross (1991) tested product consumption and why consumers choose one brand over another. 

Five consumption values were found to have particular impact on consumers’ choice behavior. 

These are: 

● Social Value 

● Functional Value 

● Epistemic Value 

● Emotional Value 

● Conditional Value 

All of the mentioned values impact consumer choice individually. Thus, each of the values have 

varied influence in every unique choice situation, contributing to the final choice by individual 

extent (Sheth, Newman, & Gross, 1991). Each of the five values are explained below, together 

with a visual example of the model, followed by a shorter conclusion of how the values 

influence consumer choice. 
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Figure 2.1 Theory of consumption values 

 

Source: Sheth, Newman and Gross (1991) 

2.3.1 Social Value 

Social value is described as the connection between choice of a certain offer and acceptance of 

social groups, such as demographic, socioeconomic and cultural groups (Sheth, Newman, & 

Gross, 1991). It is suggested that social value influences consumer’s payment at a high level in 

research testing voluntarily payment of music. Regner (2014) conducted research testing 

consumers’ willingness to pay for music when price was voluntary in a range between a 

minimum and maximum amount. Customers were also aware of that their payment was 

demonstrated to others. Consumers in the study tend to pay more than the required minimum 

amount when being observed by others (Regner, 2014).  

 

In other literature about purchase intention it is argued that social pressure is key to affect an 

individual's attitude towards performing a behavior (Ajzen, 1991; Laroche, Bergeron & 

Barbaro-Forleo, 2001). Social pressure, as well as influence of friends and network are also 

suggested to be key factors of why music is downloaded illegally. The influence of others also 

affect perception of that illegally downloaded music is accepted in our society (Borja, 

Dieringer, & Daw, 2015).  

 

Oestreicher-Singer & Zalmanson (2013) stress that one of the primary tasks for a service 

content provider is to make the service as easy to use as possible. It is also recommended that 
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content providers should focus more on creating communities within their services rather than 

solely developing the main content (Oestreicher-Singer & Zalmanson, 2013). Consumers are 

more likely to pay for a service in a situation or relationship where other consumers with similar 

values surround the consumer. Additionally, consumers who tend to be more caring about other 

individuals also tend to consume more goods connected to social value (Laroche, Bergeron, & 

Barbaro-Forleo, 2001). 

 

Oestreicher-Singer and Zalmanson (2013) argue that online content providers have been 

focusing on technical features within services rather than social features. Although, usage of 

social features are increasing among online content providers using freemium. One of the most 

common freemium services, making use of social features is MaaS (Oestreicher-Singer & 

Zalmanson, 2013), also explained in previous content. Social features in forms of an integrated 

community enhance purchasing services offered through other online platforms. The higher 

intention to purchase music services because of communities is due to the users trust to the 

community and network of the user (Ng, 2013). 

2.3.2 Opinion Leadership and Opinion Seeking 

According to Sheth, Newman and Gross (1991) social sharing between individuals play major 

role of the social value of what we choose to consume. Alike Oestreicher-Singer and Zalmanson 

(2013), Lee, Kumar and Gupta (2013) developed a model on social sharing as an alternative 

solution for monetary payments in online services. The model is based on consumer behavior 

and includes three major actions made by free users. The author’s tested affection on 

consumers’ behavior through given incentives for using referrals, plan-choice and deletion 

where all options increased opportunities for consumers to extend usage of the service. Free 

users were able to continue using the free service if generating referrals, purchasing the 

premium or through eliminations of features in the service. In addition, it was tested whether it 

is possible to monetize the value of a free user, although the user does not generate direct profits 

to the provider. According to the results, it is possible to generate profitable free consumers in 

freemium services through incentives given for various social and behavioral actions. Free 

consumers who used a balanced amount of referrals tend to generate more profit for the provider 

through acquisition of paying users rather than forcing the free user to pay for continued usage 

(Lee, Kumar, & Gupta, 2013).  

 

Further support of equal theories have been conducted by Sun, Youn, Wu and Kuntaraporn 

(2006) in a study about word of mouth online. The study demonstrates significant relationships 
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between online music listening, music involvement, social connections, opinion leadership and 

opinion seeking. The authors simply describe opinion leadership as when sharing information 

and opinion seeking as when searching for information. Both are connected to online sharing 

due to the nature of the study by word of mouth through social sharing online (Sun, Youn, Wu, 

& Kuntaraporn, 2006).  Social features of a service is part of the experience and connected to 

functional attributes of a service, further described below. 

2.3.3 Functional Value 

Unlike previous mentioned social value, functional value is derived from an offers functional 

and physical performance and attributes (Sheth, Newman, & Gross, 1991). Theory of 

consumption values was used in research on consumer behavior and environmental concern 

were the researchers separated functional value to quality and price. Functional price was tested 

as perceived price of the product while functional quality was measured as consumers’ opinion 

on product quality (Lin & Huang, 2011). Several authors argue that functionality is a critical 

factor to success of generating income from freemium services (Dörr, Wagner, Benlian, & 

Hess, 2013; Oestreicher-Singer & Zalmanson, 2013; Wagner, Benlian, & Hess, 2014).   

 

In a research of preference towards MaaS, functionality is stated to be one of the critical factors 

for creating a positive attitude towards a specific service. The study reveals that search function, 

distinctive design and overall user-friendly functions are all part of influencing functionality 

and of high importance to users’ attitudes towards the service (Dörr, Wagner, Benlian, & Hess, 

2013). Similar to the ability advertising possess to create emotional stimuli (Baird, Wahlers, & 

Cooper, 2007), functional value connects to a customer's perception of the aesthetics of a 

service. Regarding online purchasing, emotions connected to high quality content and 

interaction has high impact on attracting customers (Lin & Chuan, 2013). 

 

In line with functional value of a service, epistemic value, demonstrated below is about how 

the service is perceived by its consumer.  

2.3.4 Epistemic Value 

According to Sheth, Newman and Gross (1991), a new alternative providing change of pace or 

an entirely new experience is an offer that creates epistemic value. The new alternative or 

experience commonly is chosen because of a number of reasons. These consist on theories that 

the consumer has gotten bored with the brand or that she is currently using or is curious and 

want to learn about a new offer. Examples of this could be trying a new brand of coffee, visit a 
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new nightclub for the first time or when the consumer who is eager to learn visits a new culture 

(Sheth, Newman, & Gross, 1991). Individuals who perceive themselves or want to be perceived 

as innovative are also more likely to purchase and search for new products (Cowart, Fox, & 

Wilson, 2008) .  Epistemic value, connected to new expressions can also generate emotional 

impressions, as explained below. 

2.3.5 Emotional Value 

The value can also be described as an individual's feelings connected to a specific situation 

(Sheth, Newman, & Gross, 1991). In research made by Carrigan and Attalla (2001) it is 

concluded that marketing targeting consumers ethical emotions do not possess high impact on 

the average consumer. However, it is proven to affect targeted consumers with higher moral 

and ethical concern to higher extent (Carrigan & Attalla, 2001). In another study in similar field, 

Creyer (1997) reveals that consumers prefer to purchase from firms that act ethically. The 

authors define ethicality as a way for firms to act or produce in terms of well-being and 

conditions applied for employees. Ethicality is also described in terms of delivering the same 

quality as communicated, in contrast to pure profit maximization (Creyer, 1997) 

2.3.6 Conditional Value 

Situational factors such as when, where and timing all effect conditional value. Examples stated 

by Sheth, Newman and Gross (1991) are popcorn consumed at the cinema or Christmas cards, 

consumed during a certain period of the year (Sheth, Newman, & Gross, 1991). Other factors 

contributing to conditional value are time pressure and urgent need by the consumer, which 

both can contribute to a quick purchase decision with less effort spent on pre-purchase 

engagement (Kulviwat, Guo, & Engchanil, 2004). Consumers make choices depending on the 

situation, in which value of the service depend on situation (Sheth, Newman, & Gross, 1991). 

 

All of the consumption values can be used as independent and are most commonly not affecting 

the sum of the total value equal to the others. Decisions of consumption choice depend on the 

extent different values generate to different alternatives (Sheth, Newman, & Gross, 1991).  

 

In previous mentioned research by Sheth, Newman and Gross (1991) the main purpose is to 

contribute to further understanding of consumer choice behavior. It was made through testing 

the model on smoking behavior, comparing preferences between different consumers. It is 

suggested that the model could be used for predicting, explaining and describing consumption 
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decisions advantageously in any situation (Sheth, Newman, & Gross, 1991). Lin and Huang 

(2011) utilized the same model in a study handling preferences towards environmental 

products. A questionnaire using the five consumption values as independent constructs was 

conducted where choice behavior acted as dependent variable. Affection between values and 

consumer choice was tested for as well as correlation between environmental concern and 

choice behavior. Emotional value, conditional value and epistemic value were statistically 

supported to positively affect choice behavior regarding green products (Lin & Huang, 2011). 

2.4 Purchase Intention 
Purchase intention is an established predictor of future purchasing decisions (Morwitz, Steckel, 

& Gupta, 2007; Pavlou and Fygenson, 2006) Choice behavior, in choices between different 

firms, depends to a certain extent on consumers’ perception of the producers’ behavior and 

affect purchase intention (Creyer, 1997). Goyanes (2013) discusses the fact that no software 

service providers are capable of relying on advertising as the single income. In a study about 

willingness to pay for online news, the author claims that social networks have changed the 

perception of its users. Social media is to a large extent provided for free and users have taken 

this for granted which has affected willingness to pay for other online services. In the study, 

Goyanes (2013) tested willingness to pay as a dichotomous dependent variable together with a 

variety of other values as independent variables. The research reveal that the majority of the 

respondents were not yet prepared to pay for news content online and preferred to use a free 

but rather limited version (Goyanes, 2013). 

 

Depending on to what extent consumers value attributes of a specific product or service, 

consumers are also willing to pay more or less for that good. For instance, consumers who value 

a sustainable future are more likely to be willing to pay more for organic food (Laroche, 

Bergeron, & Barbaro-Forleo, 2001). When converting customers from the free service to the 

premium service, Dörr, Benlian, Vetter, and Hess (2010) argue that price is the most critical 

factor to a purchase decision while Wang, Oh, Wang, and Yuan, (2013) state that time for 

evaluation is most important. Other authors mention pre-purchase objectives as major 

contributions to why consumers pay for the premium (Murray & Häubl, 2007). 

2.4.1 Premium Fit 

Wagner, Benlian and Hess (2014) used premium fit to test various aspects on how attitudes and 

cognition of the free version in freemium affect purchase intention, attitudes and cognition of 

the premium part. Premium fit of freemium can simply be described as the similarity between 
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the functions of the free service and the premium service. The study reveal that if the premium 

fit is high, where the free service functionality is approximate to the premium service, users are 

unlikely to purchase the premium. The author’s also mention functionality as a pillar to the 

attractiveness of MaaS services (Wagner, Benlian, & Hess, 2014). 

 

For an eventual purchase intention, liking of the offer and referrals influencing other potential 

customers, it is essential for the type of premium to be in line with premium product fit. When 

fit is high between the goods used as promotion and the premium goods, users are likely to 

purchase the premium (Palazon & Delgado-Ballester, 2013). 

 

In Wagner, Benlian and Hess (2014) previous mentioned study about purchase and advertising 

effects in freemium the authors used DMH (Dual Mediation Hypothesis) as testing model. Used 

together with premium fit, the purpose of using DMH was to investigate whether the free 

version influenced the purchase decision of the premium version (Wagner, Benlian, & Hess, 

2014). DMH test whether a consumer’s brand or ad cognition and attitude toward a brand or ad 

affects a purchase intention (MacKenzie, Lutz, & Belch, 1986). In Wagner, Benlian and Hess 

(2014) research it was hypothesized whether cognition and attitude towards the free version 

affected the same factors of the premium version. The same was tested for the premium version 

of how attitude or cognition affects purchase intention. The author’s used DMH as a framework 

for the final model but added perceived price value and premium fit as MaaS providers struggle 

to find the balance between the two. Data was acquired through a survey customized for DMH 

by Teng and Laroche (2007) asking respondents about attitudes towards free and premium, 

cognition of premium and purchase intention. Further, the researchers tested functional 

attributes of the services and recommend that enhanced functional attributes enable improved 

sales of music services (Wagner, Benlian, & Hess, 2014).  It is also suggested that what leads 

the customer from a purchase intention to a final purchase in online services is quality of the 

service (Fang, 2012). 

 

Aligned with previous mentioned connection of intention and performance of a behavior, it is 

mentioned in other literature that it is easier to predict a final purchase if the purchase decision 

of the consumer is easy to perform. It is more complicated to predict a final purchase if the 
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purchase requires longer duration or if the customer lacks clear knowledge of what advantage 

the offer represents in respect to alternatives (Morwitz, Steckel, & Gupta, 2007).  

 

As can be seen in the previous sections, a variety of theories exist on how to convert consumers 

to an intended purchase. However, the major theory used in this study is theory of consumption 

values by Sheth, Newman and Gross (1991) investigating either individual values or the full 

model. Therefore, understanding these values is important in order to understand consumer 

choice. Opinion leadership and opinion seeking support the values to further understand online 

social sharing connected to choice behavior and purchase intention.  

2.5 Emerged Frame of Reference 
The emerged frame of reference aims is to bring clarity to the research purpose of this thesis, 

to understand which factors influence consumers to pay for premium services and what factors 

influencing the ones who do not purchase the premium. The emerged model is explained and 

illustrated below. 

  

Table 2.1 shows concepts and sources used for defining each concept of the emerged frame of 

reference. The following text explain each of the concepts´ and how these relate to each other. 

The model is illustrated and summarized by conceptualizations of each research question at the 

end. 

 

Table 2.1 Concepts 

Concept Source 

Consumption Values and Moral Choice Lin and Huang  (2011) 

Opinion Seeking and Opinion 

Leadership (LS) Sun, Youn, Wu and Kuntaraporn  (2006 

Purchase Intention 

(Laroche, Bergeron, & Barbaro-Forleo, 2001; 

Pavlou and Fygenson, 2006) 

 

2.5.1 Consumption Values and Moral Choice 

Theory of consumption values, as part of the emerged model, has been borrowed and adapted 

to the subject of this thesis. Questions and outline of the constructs are borrowed from an article 

written by Pei-Chun Lin and Yi-Hsuan Huang in 2011 named: “The influence factors on choice 

behavior regarding green products based on the theory of consumption values”. This article 

accounts for each of the following functional value, social value, emotional value, conditional 

value and epistemic value constructs. The values are tested for relationship to consumer choice 
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behavior, also borrowed from previously mentioned article and model. The research conducted 

by Lin and Huang (2011) focuses on environmental products while this study focuses on music 

streaming services. It is discussed in previous literature that choice behavior is the choice to 

buy or not, derived from consumption values. Due to choice behaviors similarity to purchase 

intention, questions of choice behavior, adapted from Lin & Huang (2011), are not aimed to 

measure level of purchase behavior. Borrowed questions rather ask for moral and ethical issues 

regarding choice and is therefore renamed to moral choice and differentiated from purchase 

intention. 

2.5.2 Opinion Leadership and Opinion Seeking 

In addition, adapted to the model of this thesis, further questions create opinion leadership and 

opinion seeking. Those questions have been borrowed from an article named: “Online Word-

of-Mouth (or Mouse): An Exploration of Its Antecedents and Consequences” written by Sun, 

Youn, Wu and Kuntaraporn (2006). The aim of the construct is to investigate if social sharing 

possess such an impact as argued in previous literature. Further, it could be argued that these 

questions belong to the social value part of the theory of consumption values, but was not 

included in the study conducted by Lin and Huang (2011). Because this concept is not a part of 

the model Lin and Huang (2011) use, the concept will be treated and analyzed as a separate 

concept. Sheth, Newman and Gross (1991) argue that social sharing between individuals 

contribute to choice of an offer. 

2.5.3 Purchase intention 

Certain levels of purchase intention can support prediction of a final purchase (Pavlou & 

Fygenson, 2006). Purchase intention varies to the extent an individual has interest in attributes 

of the offer (Laroche, Bergeron, & Barbaro-Forleo, 2001). This concept is borrowed from 

purchase intention concept included in research conducted by Pavlou and Fygenson (2006). 

Consumers make choices according to ethical behavior of producing firms which affect 

consumers purchase intention (Creyer, 1997) 



18 

 

 

Figure 2.2 Emerged frame of reference 

 

 

2.5.4 Conceptualization of Research Question One 

The aim of the first research question, which factors influence consumers intention to purchase 

the premium version? is to develop further understanding to what extent functional value, social 

value, emotional value, conditional value, epistemic value and opinion leadership and opinion 

seeking derive moral choice influence on a consumer’s intention to purchase a premium 

version. The emerged model will examine what values are most important to consumer’s moral 

choice affecting purchase intention. 

 

2.5.5 Conceptualization of Research Question Two 

The second research question, which factors influence consumers intention not to purchase the 

premium version? aims to develop further understanding to what extent functional value, social 
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value, emotional value, conditional value, epistemic value and opinion leadership and opinion 

seeking derive influence of moral choice to influence a consumer not to purchase a premium 

service. This research question is similar to the first one, but examine why a decision to upgrade 

to premium does not occur. Once again the emerged model will examine what are most 

important factors to consumer’s moral choice affecting intention not to purchase. 
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3 Methodology  
In this chapter the chosen research methods for this study will be described. These research 

methods include research purpose, research approach, research strategy, sampling, the 

questionnaire, hypothesis testing and data analysis complemented by validity and reliability of 

this study.  

3.1 Research Purpose 
The research purpose of a study includes three different types of purposes: descriptive, 

exploratory and explanatory (Saunders, Lewis, & Thornhill, 2009). A descriptive study aims to 

describe different situations or events. Exploratory studies aim to find an occasion and clarify 

it. Explanatory studies aims at explaining the causality of why something occurs. 

 

The nature of this study is explanatory because it attempts to explain which factors influence 

consumers’ intention to choose or not choose to purchase a premium service. To further 

strengthen the fact that this study is explanatory is that it uses the theory of consumption values 

as its main theoretical base. Theory of consumption values can be used to explain what factors 

influence consumers to choose or not choose a certain offer over another as recommended by 

Sheth, Newman and Gross (1991). This study is also, somewhat, exploratory. Due to the origin 

of the topic being examined, it is still relatively new and needs to be uncovered.  

3.2 Research Approach 

According to Halvorsen (1992) a study can be either deductive or inductive in the way it reviews 

its empirical data. A deductive study has its base in theory and hypotheses that are then tested 

against reality to see if they match each other or not. An inductive study on the other hand 

usually does not have its base in theory and models. Instead an inductive study has its base in 

vaguer problem areas and temporary or occasional observations (Halvorsen, 1992). 

 

The data collection in a study can be qualitative or quantitative according to Halvorsen (1992). 

The data that is collected is often dependent on the choice between deductive and inductive 

method. Quantitative data is the kind of data that is more measurable and can be expressed in 

numbers. Quantitative data generally fits better with the deductive method and is commonly 

conducted by survey.  
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Qualitative data informs about characteristics of the topic that is being examined is not easily 

measured through surveys or demonstrated through numbers. Qualitative data usually fits better 

with an inductive method and can be conducted by personal interviews. (Halvorsen, 1992) 

 

Since this study aims to study what factors influence consumers purchase decision, a deductive 

method is chosen based on quantitative data through surveys (answered by consumers). It is a 

proven good fit as it is frequently used in previous research of music services and freemium 

models.  

3.3 Research strategy 
When the research approach has been chosen, a suitable research strategy must be decided for 

(Yin, 2009). According to Yin (2009) there are five different kinds of research strategies to 

choose from, which are: experiment, survey, archival analysis, history and case study. Yin 

(2009) states that the research strategy that is chosen depends on the nature of the research and 

is affected by three aspects, which can be seen in the table below. 

 

Table 3.1 Research methods 

Method 

Form of research 

question 

Requires control of 

behavioral events 

Focus on contemporary 

events 

Experiment How, why? Yes No 

Survey 

Who, what, where, 
how many, how 

much? No Yes 

Archival Analysis 

Who, what, where, 
how many, how 

much? No Yes/no 

History How, why?  No No 

Case Study How, why?  No Yes 
Source: Yin, (2009, p.8) 

This study aims at gaining more knowledge about moral choice, where all research questions 

ask about “which”, as conjugated from what. The study focuses on a contemporary event and 

does not require control over the behavioral events. Therefore conducting a survey is an 

appropriate course of action, also supported from the research approach. An archival analysis 

would also be applicable, but when it comes to the present subject there are not many archives 

available to study and it does not seem like a viable option. 

 

According to Saunders et al (2009) the survey strategy is usually associated with a deductive 

approach and common within both management and business research. It is commonly used to 

answer questions like: who, what, where, how much and how many. 
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The advantages of using questionnaires is that they allow for the collection of large amounts of 

data from a large population in an economical way. Surveys are usually conducted by 

administering a standardized questionnaire to the sample being studied, allowing results to be 

easily interpreted. The following describes sample selection to which the questionnaire was 

sent out to. 

3.4 Sample Selection 
Probability sampling and non-probability sampling are argued to be the two sampling 

techniques. Probability sampling means that an each given sample would be able to represent 

another sample of the population. The sample is expected to be representative for the population 

in total. Non-probability, on the other hand, enables a rough estimation of the population but 

cannot be counted for as statistical evident because a random selection method is not used 

(Saunders, Lewis, & Thornhill, 2009). 

 

The present study use non-probability sampling because the questionnaire was distributed 

students and not randomly selected. The sample was selected from students registered at Luleå 

University of Technology, found at its user database IDEAL, which keeps a registry of all 

students e-mail addresses. Students selected were full time registered students at programs 

including master and bachelor students of industrial design engineering, mechanical 

engineering, computer engineering, system science, physiotherapy, nursing, industrial 

engineering and business and economics. Selected candidates were expected to represent a wide 

range of the society, from individuals with high knowledge of programming and functions of 

an online service, individuals with knowledge in interactive and attractive design of services to 

individuals with greater interest in social caring and usefulness to other individuals. The sample 

has been selected judgmentally because it was expected to meet the desired target of music 

streaming users. The largest amount of respondents are within the same age group as the most 

frequent users of online music services. 87% of the population between ages of 16-25 use music 

streaming services (Findahl, 2014). Several previous studies of Maas have utilized students 

exclusively as targeted sample (Dörr, Wagner, Benlian, & Hess, 2013; Henning-Tharau, 

Gwinner, Walsh & Gremler, 2004; Sun, Youn, & Kuntaraporn, 2006). 

3.4.1 Response Rate and Missing Data 

The online questionnaire was distributed through an e-mail invitation through the online survey 

software Qualtrics. Movie tickets were offered as an additional incentive through lottery 
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between participants who completed the questionnaire. 3151 invitations were distributed. 381 

of these started the questionnaire while 325 completed all mandatory questions. 325 completed 

answers of 3151 distributed questionnaires create a response rate of 10.3%. When asking for 

age 3 missing responses were detected among the finished responses. Due to the fact that age 

is an optional question values are chosen not to be replaced and are stated as missing in data 

presentation. Two questions within the Epistemic value construct also wound up with one 

(question 26) and two (question 27) instances of missing data. The values for these two 

questions were replaced with the means for the respective question in accordance to what 

Pallant (2013) states can be done with missing data. Allison (2001) state that replacing missing 

data for small samples is more important rather than samples including more than 1000 

respondents. By replacing data with mean for a few items do still create highly similar outcome 

(Allison, 2011). The distributed online questionnaire distributed is explained in the following 

section. 

3.5 Questionnaire 
The framework for the questionnaire has been borrowed from an article about environmentally 

friendly products, which has its basis in the theory of consumption values. The article is written 

by Pei-Chun Lin and Yi-Hsuan Huang in 2011 and is named: “The influence factors on choice 

behavior regarding green products based on the theory of consumption values”. The borrowed 

questionnaire ask questions about how consumption values relate to choice of green products. 

This study rather tests consumption values influence on moral choice.  

 

As mentioned in the previous chapter, questions have also been added to the questionnaire 

regarding opinion leadership and opinion seeking as well as purchase intention. The questions 

regarding opinion leadership and opinion seeking have been borrowed from an article named: 

“Online Word-of-Mouth (or Mouse): An Exploration of Its Antecedents and Consequences” 

written by Sun, Youn, Wu and Kuntaraporn (2006). The article use questions from opinion 

leadership and opinion seeking to test relation to other online activities. In this study, these 

questions aim to test relation to moral choice, as explained in the emerged frame of reference.  

Questions included in purchase intention have been borrowed from “Understanding and 

predicting electronic commerce adoption: An extension of the theory of planned behavior” by 

Pavlou & Fygenson (2006). The study tests influence from attitude, subjective norm and 

behavioral control on purchase intention. It is used for testing influence of moral choice in this 
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study. Respondents were asked to rate each item according to a 7-point Likert scale where 1 

equals strongly disagree and 7 equals strongly agree. 

 

 

Table 3.2 Questionnaire 

Functional Value 
The premium has consistent quality. 

The premium is well made. 

The premium has an acceptable standard of quality. 

The premium would perform consistently. 

The premium is reasonably priced. 

The premium offers value for money. 

The premium is a good service for the price. 

The premium would be economical. 

 

Social Value 
Buying the premium would help me feel acceptable. 

Buying the premium would improve the way that I am perceived. 

Buying the premium would make a good impression on other people. 

Buying the premium would give its owner social approval. 

(Lin & Huang, 2011) 

Opinion Leadership and Opinion Seeking 
I tend to seek for others opinions or comments in social media regarding what music to listen to. (Deleted) 

My friends are good sources to information about new music online. 

I tend to seek the advice of my friends regarding which music service I should get. 

It is more likely that I am asked for advice about online music services in my circle of friends.  

My friends tend to ask my advice about music services online.  

Over the internet, I tend to influence people’s opinions about music. 

(Sun, Youn, Wu, & Kuntaraporn, 2006) 

Emotional Value 
Purchasing the premium would feel like making a good personal contribution to something better. 

Purchasing the premium would feel like the morally right thing. 

Purchasing the premium would make me feel like a better person. 

 

Conditional Value 
I would purchase the premium under worsening conditions for music artists. 

I would purchase the premium when there is a subsidy for premium products. 

I would purchase the premium when there are discount rates for premiums or promotional activity. 

I would purchase the premium when a free service is available. (Deleted) 
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Epistemic Value 
Before purchasing the premium, I would obtain substantial information about the different makes and models of 

music services. 

I would acquire a great deal of information about the different services alternatives before purchasing the premium. 

I am willing to seek out novel information. 

I like to search for the new and different. 

 

Moral Choice  
I make a special effort to buy music that support music artists financially. 

I have switched music services for moral reasons. 

When I have a choice between two music services, I consume the one less harmful to music artists. 

I make a special effort to buy music services that contribute to enhancement of music artists’ financial situations. 

I have avoided to purchase the premium service because it had potentially harmful effects on music artists. 

(Lin & Huang, 2011) 

Purchase Intention 
Given the chance, I predict that I would consider purchasing the premium service in the future. 

It is likely that I will actually purchase the premium service in the near future. 

Given the opportunity, I intend to make a purchase of the premium service. 

I would be willing to buy the premium service in the future. 

(Pavlou & Fygenson, 2006) 

Descriptive 
Have you ever purchased a premium of a streaming music service?  

(No, Not currently, but have been a premium user in the past, I am currently a premium user)* 

Which music streaming service are you using? / Which music streaming service have you been using? (Open text)* 

How many hours are you listening to music each week? -No matter music service.  

(Less than 5 hrs, 5-10 hrs, More than 10 hrs)* 

Age. (18-22, 23-27, 28-32, 33-37, >38)* 

Gender. (Male/ Female)*     

   

*Content within parenthesis are options not answered by scale. 

3.5.1 Pilot Test 

After the questions were set on and adapted to the subject of this thesis, a pilot test of the 

questionnaire was conducted to increase the reliability of the questionnaire An initial 

examination of terminology was performed before the pilot test to limit the amount of potential 

language error, so that the participants of the pilot study would be able to focus on the entirety 

of the questionnaire instead of getting stuck on possible translation errors. The pilot test was 

based on a random selection of test pilots and conducted through close engagement between 

researchers and test pilots. Researchers sat beside test pilots where time, instructions, clarity, 

sensitivity, topics and layout was investigated and asked for, as recommended by Bell (2010). 



26 

 

The test led to changes of terminology, deletion of one question and changes in structure due 

to repetitive questions. The deleted question was not understood of five of the testing 

respondents. Translation from English to Swedish was not reliable enough and could not be 

interpreted to keep the formula of the question similar to as before the translation. Therefore 

“The premium would be economical” was excluded to the questionnaire, in contrast to the study 

by Lin and Huang (2011). 

 

The adapted questionnaire was conducted and distributed to the previously mentioned 

respondents. Data collection and analysis from responses is presented in chapter 4. 

3.6 Hypothesis 

After adapting the questionnaire and reviewing literature hypotheses were conducted. Because 

this study borrows a big part of its questionnaire from the previously mentioned article written 

by Lin and Huang (2011) it was decided for to borrow their hypotheses and data analysis 

method. Connections between the constructs can be seen in the emerged frame of reference in 

section 2.4. Hypotheses H1 to H5 are completely borrowed from Lin and Huang (2011) and 

adapted to music streaming services. H6 and H7 are derived from the same concept but adapted 

to the model of this thesis to include opinion leadership and opinion seeking as well as purchase 

intention. The hypotheses can be seen below, followed by an illustration. 

 

Functional Value is the value perceived of customers regarding its design, functionality and 

ease of usage (Dörr, Wagner, Benlian, & Hess, 2013). The value consists of perceived quality 

relative to the price where consumers who perceive the offer to have high functional attributes 

are willing to purchase a service to a higher price (Cheng & Tang, 2010). Physical performance 

and attributes affect choice of individual offers (Sheth, Newman, & Gross, 1991). 

H1: Functional value positively affects moral choice regarding music streaming 

services. 

Social Value connects to how choice of a certain service is perceived by social groups (Sheth, 

Newman, & Gross, 1991). Social pressure of an individual’s surroundings affects what choices 

the individual make. Consumers who care more about others tend to consume more goods 

related to social value (Laroche, Bergeron, & Barbaro-Forleo, 2001). Reputation and social 

status affect how much an individual is prepared to pay (Regner, 2014). 
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H2: Social value positively affects moral choice regarding music streaming 

services. 

Emotional Value affects choice when an individual’s feelings are activated to specific situation 

(Sheth, Newman, & Gross, 1991).An individual’s emotions are affected of ethical and moral 

behavior of companies. Morally and ethically concerned consumers are more likely to be 

affected by marketing related to moral and ethics (Carrigan & Attalla, 2001).  

 

H3: Emotional value positively affects moral choice regarding music streaming 

services. 

Conditional Value applies to seasonal and unique offers related to a situation. A changed 

situation has the potential to change consumer’s choice behavior (Sheth, Newman, & Gross, 

1991). Time and urgent need is related to the conditional value through an increase in quick 

purchase decisions and less engagement in the purchase (Kulviwat, Guo, & Engchanil, 2004). 

 

H4: Conditional value positively affects moral choice regarding music streaming 

services. 

Epistemic value consists of the drive to try alternative offers. An innovative offer commonly 

possess attractiveness connected to epistemic values. Consumers who tend to seek new 

information about other offers and alternatives are in general more affected by epistemic value 

when choosing a product (Sheth, Newman, & Gross, 1991). 

 

H5: Epistemic value positively affects moral choice regarding music streaming 

services. 

Opinion Leadership and Opinion Seeking is when sharing and seeking for music online (Sun, 

Youn, Wu, & Kuntaraporn, 2006). It add to a higher probability of purchase if the consumer 

utilize communities and options for social sharing in other online platforms (Ng, 2013). Lock-

in effects from an extended sharing within the service provide habits that in itself contribute to 

a higher potential purchase intention (Oestreicher-Singer & Zalmanson, 2013). 

 

H6: Opinion leadership and opinion seeking positively affects moral choice 

regarding music streaming services. 
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Consumer Choice is affected by the five mentioned values. Each of the values contribute to 

choice to various extent in each individual situation (Sheth, Newman, & Gross, 1991). Moral 

and ethical behavior of firms affect consumers purchase intention (Creyer, 1997) 

 

H7: Moral choice positively affects purchase intention regarding music streaming 

services. 

 

Figure 3.1 Hypothesis model 1 

 

3.7 Data Analysis 
 

Collected data have been analyzed and statistically tested in IBM SPSS by one-way ANOVA 

with the aim to test that differences in means between groups are reliable, with certain focus 

between premium users and respondents not using a premium. The independent t-test is 

conducted to support hypotheses. Hypothesis are tested through a multiple regression analysis 
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testing influence of consumption values, opinion leadership and opinion seeking on moral 

choice. The mentioned analyses are all performed as in the study conducted by Lin and Huang 

(2011). A simple linear regression was added to test influence from moral choice on purchase 

intention. A regression analysis with interaction effects was performed to separate effect from 

premium users and respondents not using a premium. The regression made with interaction 

effects is performed following recommendations made by Brambor, Clark and Golder (2006). 

All independent constructs were multiplied with the using premium or not using premium 

variable to create the new interaction variable. The final regression was conducted with the 

using premium or not using premium variable, the original independent variables (functional 

value, social value, epistemic value, emotional value, conditional value, opinion leadership and 

opinion seeking as well as moral choice) and the interaction variable were tested against 

purchase intention as dependent variable. The coefficient for the independent value is accounted 

for as the effect of the independent variable of respondents not using the premium service.  

3.8 Validity and Reliability 
According to Halvorsen (1992) a study needs to have both high validity and high reliability. 

Validity means measuring the right things and reliability means measuring things in the right 

way. Meaning that it should be possible for someone else to reproduce the study and generate 

similar results (Halvorsen, 1992). 

3.8.1 Validity 

In order to assure validity of this study and easier to review, the concept of validity has been 

split into numerous different validities. Internal validity is about making sure that the study 

actually measures what you intend to measure. In the context of quantitative research this can 

be done by properly testing the questionnaire before it is distributed to the respondents, in order 

to decrease risks of misunderstandings. It is performed to assure quality of the questionnaire by 

an actor not directly involved in the study (Shiu, Hair, Bush, & Ortinau, 2009). Read more 

about the pilot test in 3.5.1. 

 

Criterion validity is not tested for or compared to any scientific results. Discussion related to 

criterion validity is, however, related to predictive validity where services used are asked for. 

Relationship between present usage and future usage of the same service is also discussed 

further in chapter 5. 
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Construct Validity is often argued to be divided to convergent, discriminant and nomological 

validity. When discussing validity regarding the present study and questionnaire, construct 

validity is of high importance. Construct validity covers that questions asked in a questionnaire 

measure what these are aimed for to measure (Saunders, Lewis, & Thornhill, 2009). It is of high 

concern of this study due to borrowed constructs from varied sources. The foundation of the 

questionnaire, as well as data analysis, is borrowed from Lin & Huang (2011) who utilize the 

theory of consumption values. Other questions regarding social sharing, community and 

purchase intention are borrowed from Pavlou & Gefen (2004) and Sun, Youn, Wu & 

Kuntaraporn (2006).  

 

The five consumption values (functional value, social value, emotional value, conditional value 

and epistemic value) and consumer choice, as described by Sheth, Newman and Gross (1991), 

are divided in one construct per value. Additionally opinion seeking and opinion leadership and 

purchase intention are divided to one construct each. All constructs include 3 questions or more 

to minimize the risk of doubtful answers (Malhotra, 2010).  

 

As discussed further in reliability and demonstrated in data analysis, a Cronbach’s alpha test 

was performed, providing high convergent validity due to positive correlation between each 

scale within the constructs. Results of the same test provide high discriminant validity due to 

low level of correlation between the different constructs, indicating that these are not measuring 

the same thing (Malhotra, Birks, & Wills, 2012).  

 

Furthermore, content validity is ensured by the changes to the questionnaire that was tested in 

the pilot test mentioned previously in this chapter. By suggestions and changes of structure, 

language and fit of questions distributed, a higher level of validity is established as 

recommended by Saunders, Lewis and Thornhill (2009). 

 

External validity is about the extent to which conclusions made in this study can be generalized 

and used on other populations and situations at a different time. In order to ensure external 

validity of this study it is of importance that the problem definition is described properly and 

circumstances surrounding this study and its research problem is clear. Further, a representative 

sample of the population being studied also increase external validity. 
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The extent to which the conclusions of this study can be generalized is based on the sample the 

questionnaire is distributed to. The questionnaire is distributed to students at Luleå University 

of Technology and the study is generalizable to the same population, i.e. university students in 

Sweden. More about the sample selection can be read in a previous section of this chapter. 

3.8.2 Reliability 

As previously mentioned, Halvorsen (1992) state that reliability is about measuring what to 

measure the right way. Any future study should be able to reproduce your results when 

measuring the same thing by the same method. To ensure reliability of this study it is therefore 

vital that the questionnaire is done so that the questions cannot be considered ambiguous and 

not have different interpretations based on who is reading them. If anyone were to use the same 

questionnaire on the same respondent, results would be very similar. It is also important that 

respondents are representative for the entire population that the study intend to draw 

conclusions about. 

 

This study has improved reliability through measuring repeated questions, asked with different 

wording but equal objectives. Each of the constructs consist of 3 questions or more, whereupon 

several of these are aimed to answer the same objective in different manner (Malhotra, Birks, 

& Wills, 2012). Each of the constructs are measured and tested according to a Cronbach’s alpha 

test. The test indicates whether scales asked within a construct are reliable or not. Questions 

asked within each scale are tested for internal consistency of which two questions, one within 

Opinion seeking and Opinion leadership and one within Conditional value, failed the test and 

were not reliable at a level lower than .7. Various recommendations are made on specific levels 

in different literature. Nunnally (1970) recommends a minimum level of at least .8 while Pallant 

(2010) recommends .7 and to delete questions if value when deleted is higher than the initial 

value. When deleting questions falling below the critical values, reliability level of opinion 

seeking increased from .62 to .74 and conditional value increased from .69 to above .7, thus 

meeting the recommended levels of Pallant (2010). Cronbach’s alpha of conditional value in 

the study conducted by Lin and Huang (2011) was .87 showing big difference to this study. 

The two deleted question are stated below: 

● “I tend to seek for others opinions or comments in social media regarding what music 

to listen to” (Opinion seeking)  

● “I would purchase the premium when a free service is available” (Conditional value)  
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Results of the final Cronbach’s Alpha is illustrated in table below. See Appendix I for inter-

item correlation. 

 

Table 3.3 Cronbach’s Alpha 

Variable Cronbach’s Alpha 

Functional Value 0.90 

Social Value 0.91 

Emotional Value 0.87 

Conditional Value 0.70 

Epistemic Value 0.79 

Moral Choice 0.84 

Purchase Intention 0.96 

Opinion LS 0.74 

Total Alpha 0.89 

 

Additionally, it has to be considered that this thesis is written in English, but the conducted 

questionnaire was distributed in Swedish. Questions borrowed from English articles written by 

Lin & Huang (2011), Pavlou & Fygenson (2006) and Sun, Youn, Wu & Kuntaraporn (2006). 

In order to decrease potential misunderstanding based on respondents unknown knowledge of 

English, language and terminology of questions were translated and adapted to Swedish. 
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4 Data Presentation and Analysis 
The following chapter presents and explains results of this thesis. Data is collected by previous 

explained questionnaire from students at Luleå University of Technology.  

4.1 Assumptions 
Before analyzing and testing data collected, a range of assumptions were related to tests further 

demonstrated in this chapter, with focus on regression analysis. Multicollinerity is tested for to 

observe whether each of the constructs are highly related to each other. Pallant (2010) 

recommend that correlations should not exceed .9 to be highly related to each other and do not 

contribute to a good fit of the model. Values are tested for normality where results between the 

predicted values of dependent variables and the final values are supposed to be similar. In case 

of this study normality is achieved, with slight indications of skewness, but with rather normal 

distribution. Linearity means that the relationship between two variables should be linear, on a 

straight line in when illustrated in a scatterplot. Homoscedasticity indicate whether variability 

between variables are equal through a scatterplot (Pallant, 2010). All assumptions are tested for 

and lies within recommended values. Results of assumptions are further discussed before each 

of the regression analyses. 

4.2 Descriptive Data 
The total number of completed responses for this study was 325. As control variables of the 

survey, respondents were asked to answer questions about their age, gender, hours of music 

listened to per week and whether they are currently using a premium service or not. As seen in 

table 4.1, a slight majority of the respondents were male (50.2 %) compared to female (48.3 %) 

and a small part (1.5 %) chose not to share relevant information. 

Table 4.1 Gender 

 Gender Sample  Percent 

Male 163 50.2 

Female 157 48.3 

Other/ NA 5 1.5 
 

Age distribution of the respondents is presented in table 4.2. A majority of the respondents were 

either between ages of 18-23. However, not all respondents responded to the optional age 

question.  
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Table 4.2 Age distribution 

Age Sample Percent 

18-23 160 49.2 

24-28 127 39.1 

29-33 25 7.7 

34-38 7 2.2 

39-43 2 0.6 

44-48 1 0.3 

Total 322 99.1 

No answer 3 0.9 

Total  325 100 

 

Regarding the amount of music listened to per week, table 4.3 reveal that a majority of the 

respondents listen to more than 5 hours of music per week, where 44.3 % listen to more than 

10 hours per week and 36 % are listening between 5 and 10 hours per week. 

  

Table 4.3 Music listened to per week 

 Listening Hours N Percent 

<5 64 19.7 

5 - 10 117 36 

>10 144 44.3 
 

In regard to respondents’ usage of premium services, table 4.4 demonstrates that more than two 

thirds of the respondents (67.4 %) are currently using some sort of premium music service and 

17.2 % have used a premium service before. Out of the 325 respondents, 265 elected to divulge 

information about what premium service they currently are using or had used before. Out of 

these 265, 198 were currently using Spotify as their premium service, and 50 of those 56 that 

were not currently using a premium service had utilized Spotify’s premium service, as seen in 

table 4.5. Which service respondents use was an optional, open text question and was not 

completely responded by all respondents. 

 

Table 4.4 Using/Not using Premium 

Premium/Free Usage N Percent 

Using 219 67.4 

Used Before 56 17.2 

Not Using 50 15.4 
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Table 4.5 Premium service used/using 

Services Now Before Total Percent 

Spotify 198 50 248 93.6 

Soundcloud 3 4 7 2.6 

Grooveshark 1 2 3 1.1 

Google Play 2   2 0.7 

8tracks 1   1 0.4 

Deezer   1 1  0.4 

Sonos 1   1  0.4 

Tidal 1   1  0.4 

YouTube 1   1  0.4 

Total  208 57 265  100 

 

The mean of each construct have can be seen in table 4.6. While some construct means are 

somewhere in the middle of the scale of 1 to 7, some values stand out. Functional and 

conditional value ranked to be the most important according to respondents while social value 

is not perceived as important in relation to music services. Means differ between 1.9 and 5.44. 

 

Table 4.6 Means of constructs 

Constructs  Mean  

Functional Value 5.44 

Social Value 1.90 

Emotional Value 3.23 

Conditional Value 4.29 

Epistemic Value 4.05 

Moral Choice 2.34 

Purchase Intention 5.04 

Opinion LS 2.82 

 

4.3 Correlation  
Correlation between variables are recommended to be at least .3 while in the case for this 

analysis correlation between the majorities of variables fall under .3. It is not suitable to perform 

a factor analysis if several variables fall under the recommended value and the analysis was not 

performed any further (Pallant, 2013). Functional value and conditional value are highly similar 

compared to other independent variables due to a correlation of .423. Functional value and 

conditional value also contribute to the highest relations to purchase intention with correlations 
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of .579 and .508 respectively. The reason can possibly be explained of questions asking about 

price within both of the constructs. Correlations are illustrated in appendix III 

 

Before means were analyzed, a Levene’s test of homogeneity was conducted (see table 4.8). 

Test results demonstrate that homogeneity of variance between users of premium services and 

non-users is not interfered. Social value, epistemic value and moral choice do not generate any 

significant difference between those using premium and those who are not. Functional value, 

opinion leadership and opinion seeking, emotional value, conditional value and purchase 

intention indicate a significant difference between premium users and respondents not using a 

premium service. All variables are tested on the p= .5 level.  Respondents using premium 

services and respondents who are not using premium are affected by similar factors according 

to the test. 

 

 

 

 

 

 

 

 

 

 

 

 

 



37 

 

Table 4.7 Independent t-test 

  
 

Equality of Variances 

  

 

Equality of Means 

  

Variable 
Using  

Not Using  F Sig. t 

Sig. (two-

tailed) 

Functional Value (H1) 
Equal Variances 

Assumed 5.16 0.024 -7.73 0.000 

  
Equal Variances Not 

Assumed     -7.12 0.000 

Social Value (H2) 
Equal Variances 

Assumed 0.32 0.573 -1.41 0.157 

  
Equal Variances Not 

Assumed     -1.46 0.146 

Emotional Value (H3) 
Equal Variances 

Assumed 4.49 0.035 -5.01 0.000 

  
Equal Variances Not 

Assumed     -5.26 0.000 

Conditional Value (H4) 
Equal Variances 

Assumed 2.01 0.158 -6.50 0.000 

  
Equal Variances Not 

Assumed     -6.34 0.000 

Epistemic Value (H5) 
Equal Variances 

Assumed 3.11 0.079 1.18 0.238 

  
Equal Variances Not 

Assumed     1.13 0.260 

 

Opinion LS (H6) 

  SSeeking/Leadership 

Equal Variances 

Assumed 0.05 0.818 -3.20 0.001 

  
Equal Variances Not 

Assumed     -3.19 0.002 

Moral Choice (H7) 
Equal Variances 

Assumed 1.01 0.318 -1.64 0.101 

  
Equal Variances Not 

Assumed     -1.69 0.092 

Purchase Intention 
Equal Variances 

Assumed           24.78 0.000 -19.11 0.000 

  
Equal Variances Not 

Assumed    -17.11 0.000 

4.4 One-Way ANOVA 

Numerous one-way analysis of variance (ANOVA) were performed to test variance between 

descriptive variables. The tests were conducted using price valuation (high or low), purchase 

intention (high or low), usage of premium (using or not using), moral choice (high or low) and 

hours of music listening as separating, independent variables and other constructs as dependent 

variables. All of these can be found in appendix II while the one based on usage of premium as 

the independent variable can be found below in table 4.8. 
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Table 4.8 One-Way ANOVA 

Variable        Using (N=219)   Not Using (N=106) 

Functional Value 5.74 ***4.82 

Social Value 1.96 1.76 

Emotional Value 3.55 ***2.57 

Conditional Value 4.63 ***3.58 

Epistemic Value 3.98 4.18 

Moral Choice 2.42 2.17 

Purchase Intention 6.05 ***2.95 

Opinion LS  2.97  **2.51 
*p<.05 **p<.01 ***p<.001 

Table 4.8 demonstrates that numbers of respondents currently using premiums are 219 and the 

number of respondents not using premium are 106. Not using premium includes both those who 

have never used premium service and those who are currently not using a premium. 

 

When observing the different means in table 4.8 it can be seen that respondents using premium 

are more influenced of each of the constructs across the board. As table 4.8 also reveals, 

emotional value - along with the constructs for functional value, emotional value, opinion 

seeking and opinion leadership, conditional value and purchase intention - all of which values 

are trusted to differ in means between those who use premium and do not use premium. Social 

value, epistemic value and moral choice are not significant at the p= .05 level and cannot be 

accounted for as different. Consistently in all ANOVA's, no matter what is compared towards 

the constructs, is the fact that the means for the moral choice and social value constructs is 

consistently low for all groups 

 

It can also be seen that respondents that are currently using premium and respondents that are 

not profile functional value of the premium service above the neutral 4 in the 7-point scale that 

the questionnaire uses. With those using premium having a mean score almost one point higher 

than those not using premium, 5.74 versus 4.82 (a difference of 0.92). 

 

As the one-way ANOVA tests for means between the groups the following section tests 

relationships and impact between the different factors. 

4.5 Regression Analyses and Hypotheses Testing 
With all data sorted and set by previous mentioned methods, two regression analyses were 

performed to test influence from independent factors functional value, social value, emotional 

value, conditional value, epistemic value and opinion leadership as well as opinion seeking 
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have on the dependent factor moral choice (H1-H6). A simple linear regression was performed 

to test influence from moral choice on purchase intention (H7). 

 

Results of the correlation of the first multiple regression analysis indicate no reliable 

relationship between independent variables and dependent. The only exception was emotional 

value which passed the acceptable level of .3 or above, as recommended by Pallant (2010). 

None of the factors generate a correlation above .7 which indicate that none of the variables 

affect other variables to a high degree. Correlations are illustrated in appendix III. Variance 

inflation factor differ between 1.219 - 1.423 which generate a valid indication that no 

independent variables are highly attached to each other (Lin & Huang, 2011) The ANOVA test 

is significant at the p = 0.05 level and results can be relied on to be true. 

 

The R2 of the model (.148) indicates a 14.8% variance in moral choice is explained by the 

model. Independent variables are more attached to moral choice the closer R2 is to 1. Beta 

values range between -.098 - .350 demonstrates a varied contribution among independent 

variables to explain the dependent variable. Values further from 0 indicate higher unique 

contribution to explaining the dependent variable. Values are illustrated in table 4.9 below. 

 

Table 4.9 Multiple regression analysis 1 

Reg. 1 

Dependent 

Variable 

Moral choice   

Variable Beta VIF 

Social Value 0.097 1252 

Emotional Value ***0.350 1.283 

Conditional Value -0.017 1.423 

Epistemic Value 0.110 1.219 

Functional Value -0.098 1.250 

Opinion 

Seeking/Leadership 
0.000 1.403 

*p<.05 **p<.01 ***p<.001 

 

The aim of the second regression analysis - a simple linear regression - is to demonstrate an 

eventual influence of moral choice on purchase intention and test hypothesis 7. Results of the 

correlation test indicate no strong relationship between moral choice and purchase intention. 

The correlation of .151 does not reach or exceed the acceptable level of .3. The Anova test is 



40 

 

trusted as significant at the p= 0.05 level with difference in means between groups. An R2 of 

.020 indicates a 2.0% variance in purchase intention explained by moral choice. (β= .151) 

indicate low impact from on purchase intention from moral choice as an individual model. A 

summary of the regression analyses can be seen in table 4.10 below. F-statistics for both of the 

models can be trusted as these are significant at the p=.01 level showing good fit of models. 

 

Table 4.10 Simple linear regression analysis 1 

Reg. 2 

Dependent variable  

Purchase Intention     

Variable B Std. E Beta 

Moral Choice 0.236 0.086 **0.151 
*p<.05 **p<.01 ***p<.001 

 

 

The results of the hypotheses tests are as follow: H1, Functional value (β= -.098), H2, Social 

value (β= .097), H4, Conditional value (β= -.017), H5, Epistemic value (β= .110) and H6, 

Opinion leadership and opinion seeking (β= .000) show no significant relationship with moral 

choice and are not supported. These results cannot be trusted. H3, Emotional value (β= .350) 

proved a strong positive relationship to moral choice and is the only construct that can be relied 

on to positively affect moral choice. 

 

Results testing H7 consists of a single regression with purchase intention as dependent variable 

and moral choice as independent. Moral choice (β=.151) shows a strongly significant result of 

affecting purchase intention positively. Results of the test are illustrated in figure 4.1.   
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Figure 4.1 Hypothesis test 1 

 

*p<.05 **p<.01 ***p<.001 

 

Compared to the study conducted by Lin and Huang (2011), emotional value, conditional value 

and epistemic value were all supported to positively affect consumer choice. As discussed 

before, differences could lie in the difference of offers investigated. While Lin and Huang 

(2011) investigate fast moving consumer green products which require less effort to purchase, 

music services may require a longer choice evaluation. Consumers are likely to have higher 

knowledge and concern for environmentally friendly products rather than caring for artists’ 

situation when choosing music services. Questions of moral choice ask about choice according 

moral and ethics. Other studies about green products and moral also connect consumer choice 

to purchase, which indicate that the model is suitable for products connected to higher moral 

(Creyer & Ross, 1997). Moral choice does not qualify to answer whether respondents intend to 

purchase the service or not in this case but rather indicates if affected of moral issues of a 
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service. Responses from moral choice do not qualify to answer the research questions and 

purpose of this study which is why an additional study was conducted, testing the same 

variables, through the same hypotheses on purchase intention. 

4.5.1 Hypothesis Test 1b 

The aim of the second test is to demonstrate an eventual influence of each of the values 

(functional value, social value, emotional value, conditional value, epistemic value) and opinion 

leadership and opinion seeking on purchase intention. The formulation of these hypotheses all 

follow the same pattern as the previous hypotheses that were borrowed from Lin and Huang 

(2011). The new hypotheses are based on the fact that several authors note that the consumption 

values have the possibility to influence purchase intention.  

Functional values, such as price and quality, are commonly key to attract consumers to an 

eventual purchase where consumers who perceive the offer to have high functional attributes 

are willing to purchase a service to a higher price (Cheng & Tang, 2010; Dörr, Wagner, Benlian, 

& Hess, 2013). Pressure from socioeconomic and cultural groups influence how social values 

affect a consumer’s intention to purchase (Laroche, Bergeron, & Barbaro-Forleo, 2001). 

Emotional value has high impact of purchases online (Lin & Chuan, 2013), in particular among 

morally and ethically concerned consumers (Carrigan & Attalla, 2001). Conditional value 

affects purchase intentions when consumers are in need of the goods (Kulviwat, Guo, & 

Engchanil, 2004). Epistemic value affects purchase intention, with certain impact from 

innovative consumers (Cowart, Fox, & Wilson, 2008). Opinion seeking and opinion leadership 

affect purchase intention through online referrals and social sharing in an individual’s network 

(Lee, Kumar, & Gupta, 2013; Li and Cheng, 2014). 

 

H1b: Functional value positively affects consumer purchase intention regarding music 

streaming services. 

H2b: Social value positively affects consumer purchase intention regarding music streaming 

services. 

H3b: Emotional value positively affects consumer purchase intention regarding music 

streaming services. 
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H4b: Conditional value positively affects consumer purchase intention regarding music 

streaming services. 

H5b: Epistemic value positively affects consumer purchase intention regarding music 

streaming services. 

H6b: Opinion leadership and opinion seeking positively affects consumer purchase intention 

regarding music streaming services. 

 

The relation between consumption values, opinion leadership and opinion seeking to purchase 

intention are illustrated with hypotheses indication respectively in 4.2 below. 

 

Figure 4.2 Hypothesis model 1b 
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A multiple regression testing consumption values and opinion leadership and opinion seeking 

was used to test H1b-H6b. Results of the correlation test indicate relationships between 

emotional value, conditional value, functional value and purchase intention. All of the 

mentioned variables pass the acceptable level of .3 or above. The other independent variables, 

social value, epistemic value and opinion leadership and opinion seeking, do not reach a 

correlation of .3 or above. None of the independent variables generate a correlation above .7 

and do not affect each other to a high degree. Variance inflation factor differ between 1.219 - 

1.423 which generate a valid indication that no independent variables are highly attached to 

each other. The ANOVA test is significant at the p = 0.05 level and means between groups can 

be relied on. Correlations are illustrated in appendix III and further results of the regression 

analyses illustrated in table 4.3 below. 

The adjusted R2 of the model (R2=. 442) indicate a 44.2% variance in purchase intention 

explained by the model. Independent variables account for 44.2% of the total variation in the 

dependent variable purchase intention. The adjusted R2 is considerably larger compared to 

previous multiple regression model (.148 for H1-H6) where the same independent factors were 

tested towards moral choice.  

 

Table 4.11 Multiple regression analysis 1b 

Reg. 1b 

Dependent 

variable  

Purchase Intention   

Ind. Variables Beta VIF 

Social Value -0.046 1.252 

Emotional Value **0.165 1.283 

Conditional Value ***0.266 1.423 

Epistemic Value *-0.113 1.219 

Functional Value ***0.423 1.250 

Opinion 

Seeking/Leadership 
*0.101 1.403 

*p<.05 **p<.01 ***p<.001 

 

 

The results of the hypothesis tests are as follow: H1b, Functional value (β= .423), H3b, 

Emotional value (β= .165), H4b, Conditional value (β= .266), H5 and Opinion leadership and 

opinion seeking (β= .101) proved to positively affect purchase intention. H5b, epistemic value 
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affect purchase intention negatively. H2b, Social value (β= -.046) also indicate negative 

relationship to purchase but is not supported significantly and cannot be relied on to be true. 

Results are illustrated in figure 4.3 

 

Compared to the independent t-test found in table 4.8, social value, epistemic value and moral 

choice cannot be relied on to be different in means between premium users and respondents not 

using premium. Functional value, emotional value, conditional value and opinion leadership 

and opinion seeking can all be relied on to have differences in means between the groups. 

Figure 4.3 Hypothesis test 1b 

 

*p<.05 **p<.01 ***p<.001 

Results of the hypothesis test show that if consumers connect higher functional value, emotional 

value, conditional value, epistemic value and opinion leadership and opinion seeking to a music 

service, the possibility that they purchase premium music services are higher. Functional value, 

including price and quality of the service, is attached to purchase intention to high extent 
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compared to other variables included in the test. Conditional value is closely correlated to 

functional value and is found to have the second highest impact on an eventual purchase. 

Changes of price could therefore create higher purchase intention. Epistemic value shows that 

respondents do not appreciate new services or do not perceive themselves as innovative when 

looking for music services (Cowart, Fox, & Wilson, 2008). Values regarding empathy of artists 

show relatively low impact on purchase intention, but is logically correlated to moral choice 

due to similar questions as seen in correlations in appendix III.  

4.5.2 Regression Analysis with Interaction Effects 

In contrast to Lin and Huang (2011), this section is added with aim to analyze the potentially 

different effect from independent variables divided between respondents who use the premium 

(N= 219) and those not using the premium (N= 109) on purchase intention. It is tested on each 

of the independent constructs (functional value, social value, epistemic value, emotional value, 

conditional value, opinion leadership and opinion seeking as well as moral choice). The effect 

is interpreted of the independent value for type of user. Functional value generates 1.5 times 

higher effect among premium users (β = 3.126) rather than respondents not using a premium (β 

= 2.191) on intention to purchase a premium service. Significance is set to the p=0.05 level 

where four variables fail to be accepted. Results of the effect from social value, emotional value, 

epistemic value and moral choice on purchase intention cannot be relied on among premium 

users. R² explains how much each variable is connected to purchase intention within respective 

group (premium users and respondents not using a premium). Values are illustrated in table 

4.10.  

Table 4.12 Regression analysis with interaction effects 

Variable 

Not Using 

 Using β R2 

Social Value Not using **0.796 0.055 

 Using 0.027 -0.004 

Emotional Value Not using ***1.127 0.160 

 Using 0.234 0.080 

Conditional Value Not using ***1.782 0.298 

 Using ***0.842 0.058 

Epistemic Value Not using *0.861 0.042 

 Using 0.061 -0.004 

 
Moral Choice Not using ***1.287 0.150 

 
 Using -0.134 -0.001 

Functional Value Not using ***2.191 0.164  

 Using ***3.126 0.207 

Opinion 

Seeking/Leadership Not using 

***1.267 0.140  

 Using ***-0.068 -0.004 
*p<.05 **p<.01 ***p<.001 
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Results indicate that respondents who are not using a premium are more affected on purchasing 

intention (R2= .140) when influencing others and being influenced about music online. 

Although, these respondents are not as attracted to purchase the premium as Oestreicher-Singer 

and Zalmanson (2013) state to be highly effective. As sharing online is stated to pull consumers 

to longer extent of usage, premium users are not affected by sharing if continuing to purchase 

the premium. Functional value has high impact on purchase intention, both among premium 

users (R2= .164) and non-premium users (R2= .207) compared to other variables. As suggested 

from Dörr, Wagner, Benlian, & Hess, 2013 and Oestreicher-Singer & Zalmanson, 2013 and 

Wagner, Benlian, & Hess, 2014, functional value consists of critical aspects to why consumers 

are attracted to purchase premium services from freemium providers. In connection to price, 

included in functional value, conditional values (R2= .298) possess high potentail to change 

respondents not using a premium’s intention to purchase. Conditional values apply to change 

in price whereupon respondents not using a premium are more willing to purchase a premium 

service if price is decreased. 
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5 Conclusions and Implications 
This final chapter presents the conclusions of this thesis. The chapter will answer the research 

questions in order to fulfill the purpose of this study. This study aims to examine which factors 

influence why some consumers pay for a premium service, and why others choose not to 

purchase a premium music streaming service. Test 1b is used for statistical test as the initial 

test cannot answer research questions. This chapter also includes theoretical implications, 

implications for practitioners, suggestions for future research and limitations. 

5.1 Conclusions for Research Question One 
RQ1: Which factors influence consumers’ intention to purchase the premium version? 

 

Results of this study indicate that functional value possess the highest mean among the factors 

among those currently using a premium version (mean 5.74). The mean indicates that functional 

value is the most appreciated factor of a premium service. In line with previous studies of music 

service attraction, price and quality are the two most critical factors to attract customers (Dörr, 

Wagner, Benlian, & Hess, 2013; Oestreicher-Singer & Zalmanson, 2013). When price is 

reduced it is more likely that these consumers continue to purchase the service. Liking of the 

premium service quality and price level are still high and a third the respondents do purchase 

the service. The paying consumers also perceive themselves as contributing to better financial 

situation for artists. Moral issues do contribute to purchase intentions but not as a major factor 

which suggest that this audience are not as concerned about ethical behavior, as stated by 

Carrigan and Attalla (2001). Epistemic values negatively affect purchase intention which 

indicates that paying consumers do not perceive themselves as innovative according to Cowart, 

Fox and Wilson (2008). It also suggest that consumers who already purchase a premium service 

are satisfied with the service and not willing to search for alternatives. Once consumers are 

locked in to the service, it is convenient to keep consumers paying, in line with what is stated 

by Oestreicher-Singer and Zalmanson (2013)  

 

According to the second hypothesis test, emotional value, conditional value, epistemic value, 

functional value and opinion leadership and opinion seeking all contribute to explain purchase 

intention with functional value as the closest connected (β= .423). Price and quality are the most 

influencing factors when intending a premium purchase in line with previous research on music 

streaming services (Cheng & Tang, 2010; Dörr, Benlian, Vetter, & Hess, 2010). Consumers 

also possess higher intention to purchase the premium if prices are reduced, indicated by 

conditional value (β= .266) as the second most influential variable. 
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Functional value also possesses the strongest relationship to purchase intention (R2 = .207) in 

the supporting regression analysis with interaction effects. Consumers who use premium music 

streaming services are most affected by price and quality of the service when a new purchase 

of the same or similar service is intended. 

 

 Therefore we conclude that Functional value is the most important factor to why 

consumers intend to purchase a premium music streaming service. 

 Functional Value influences purchase intention the most, while emotional value, 

conditional value epistemic value and opinion leadership and opinion seeking also 

contribute to influence purchase intention.  

 

5.2 Conclusions for Research Question Two 
RQ2: Which factors influence consumers’ intention not to purchase the premium 

version? 

 

Results of this study indicate that functional value possesses the highest mean among the factors 

among those not using a premium version (mean 4.82), indicating that the premium service is 

perceived to have good quality and price. However, respondents do not intend to purchase the 

service. As  mentioned in conclusions for research question one, the second hypothesis test 

show that emotional value, conditional value, epistemic value, functional value and opinion 

leadership and opinion seeking all contribute to explain purchase intention with functional value 

as the most influential (β= .423). 

 

It could be argued that functional value is deemed not good enough to purchase the premium 

according to those not using the service. If companies offering premium music services were 

to increase the functionality of its services purchase intention would increase. Additionally, 

decrease in price has highest impact on purchase intention (R2= 298) within the non-using 

group. As indicated by values analyzed in the second hypothesis test, it can be seen that 

conditional value possesses the second highest effect of influencing purchase intention (β= 

.266). 
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With this in mind, conditional value is the best contributor to explain why consumers not using 

a premium music streaming service have low intention to purchase the premium service.  

 

 Therefore we conclude that Conditional Value is the most important factor to why 

consumers intend not to purchase a premium service. 

 

Respondents not using a premium service perceive the premium as beneficial (according to 

price and quality) but do not intend to purchase the service. Other factors contribute to support 

why they still do not want to pay for the premium service. Conditional value contain questions 

about purchasing premium services under differing conditions - for example receiving a 

discount on the premium service. This indicates that respondents not using a premium service 

perceive the premium service to be reasonably priced aligned to its quality, do not purchase it 

but are prepared to purchase the premium to a lower price. 

5.3 Implications for Theory and Practitioners 
Contributions this study makes to theory is related to how music consumers care about the 

financial situation of artist, which is found to be a lacking in previous research. As of today, 

few music listeners have high empathy for artists’ financial situation. Illegal downloading is 

popular due to easy and fast access which streaming services struggle to keep up with (Borja, 

Dieringer, & Daw, 2015). This study present results of individuals’ low concern for the future 

of music when purchasing music. Moral choice generates low scores with questions such as “I 

would purchase the premium under worsening conditions for music artists”. Music listeners are 

not affected on intention to purchase a premium in cases where artists receive less profits. Most 

consumers who do not use premium music streaming services are still listening to music. These 

consumers are more likely to download music illegally (Weijters, Goedertier, & Verstreken, 

2014) and tend to care less for negative impact of illegal downloading (Kos Koklic, Vida, Bajde, 

& Culiberg, 2014). However, just as non-premium service users, premium users do neither 

value artist's situation when considering a purchase of the service. 

 

Additionally, findings about how consumers care about the financial situation of artist 

contribute to practitioners. During the progress of this thesis, a new music streaming service 

targeting audiophiles has entered the market. With a unique selling point of contributing to 

enhanced situations of artists it has the opposite targeting as this thesis suggest. According to 
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previous discussed results, focus should instead target quality since consumers are highly 

concerned for quality and functionality when purchasing music services. 

 

Music providers are recommended to consider the fact that social values consistently has low 

impact on purchases carefully. As discovered by Regner (2014) consumers are willing to pay a 

higher price - when the payment is demonstrated publicly - to achieve higher social status. The 

connection to low social value in this study is considerably related to discretion of using a 

premium service. If payment of a premium service is virally demonstrated, social pressure and 

lower acceptance have the potential of decreasing illegal downloading (Borja, Dieringer, & 

Daw, 2015). Importance of social values would possess higher impact if changes are implied in 

purchasing procedures of music services. 

 

Among values indicating results not expected before the study, opinion leadership and opinion 

seeking were added to the original model as considered suitable and with potentially added 

value. The connection between enhanced premium quality and the construct was influenced 

from Oestreicher-Singer & Zalmanson (2013) and Sun, Youn, Wu & Kuntaraporn (2006). In 

contrast to these studies, results of this study indicate low impact from opinion leadership and 

opinion seeking on purchase intention. This contribute to the field of theory by testing the 

construct as part of theory of consumption values. While argued in previous study to be a highly 

contributing factor to purchasing intention in freemium services, present results suggest a low 

impact and poor relationship to purchase intention. Further explanations might occur through 

an overload of information shared online (Ng, 2013). Referrals do not generate essential impact 

or importance to its receiver due to a large flow of information as discussed by Sun, Youn, Wu 

& Kuntaraporn (2006) almost 10 years ago. Further research on the subject is suggested to 

elaborate if opinion leadership and opinion sharing has lost its value over the years or if results 

of this study are due to random error. 

 

Opinion leadership and opinion seeking contribute with scarce numbers to models used in this 

study while purchase intention have contributed to higher understanding of why music listeners 

do or do not want to purchase a premium music streaming service. Moral choice did not fit 

choice of music streaming services in present study. In offers where consumers are less 

concerned for ethical reasons to why to buy or not buy, purchase intention can be used as choice 

in theory of consumption values. Contributions to theory are also confirm previous findings by 

Cheng & Tang (2010) and Dörr, Benlian, Vetter, & Hess (2010) that mention price and quality 
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are the most important factors when consumers consider purchasing a premium music service. 

Theoretical contributions is derived from studying the music industry which lately has changed 

radically along with increased online consumption without revised and established ways of 

researching it. 

5.4 Further Research 
As mentioned in the conclusions for research question two, there are contradictions among 

consumers not using a premium service indicating that quality and price of premium services 

is at a satisfactory level. Yet, these potential customers choose not to pay for the premium but 

would pay if the group received discount for the service. Alike research conducted by Cheng & 

Tang (2010) and Dörr, Benlian, Vetter, & Hess (2010), price and quality are the most delicate 

factors contributing to a purchase. Price is a major contributor but results of this study generate 

a gap between the premium being perceived as beneficial and a purchase. This study does not 

contribute to exploring why individuals would not purchase a service perceived as generating 

value for the price. Further research is recommended to study why the phenomena has occurred. 

 

This study is only performed on students at Luleå University of Technology and even though 

students do make up a large part of music streaming consumers according to Findahl (2014) 

but cannot be accounted for as a complete population. Therefore, to analyze whether if similar 

results occur for other groups this study could be replicated on a sample not consisting of 

entirely students. Another variation of this study that would be interesting is to study how 

consumption values affect the purchase intention in other industries like the video streaming 

industry, where companies utilize a variety of the freemium business model. 

 

Several studies primarily, in line with this, focus on what makes consumers want to purchase 

the premium version, but do not analyze attitudes of those who have stopped the service.17% 

of  respondents in this study have used a premium service before but no more. Retention of 

these customers have potential to increase if underlying reasons to drop-offs are studied. 

5.5  Limitations 

For sake of increasing quality of this study, changes in the distributed questionnaire could have 

been conducted. Two questions were deleted according to low scores in the performed 

reliability test. These questions were clearly different to others in each of the constructs 

respectively. As questions were translated from English to Swedish, previous mentioned 

questions, among others, could have been mistaken for. Increased quality of translation and 
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logical reasoning of other questions would enable an increase in quality of results. As the 

questionnaire was distributed and answered online, it is uncertain to tell whether respondents 

targeted are the same as the ones who answered the questionnaire. A majority of respondents 

who have used or use a premium services use or have used Spotify. The reason may lie in 

domestic partiality and could have been avoided if respondents from other countries had been 

involved in the study. 
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7 Appendix 
 

Appendix I - Cronbach’s Alpha, inter-item correlation 

 

 

Emotional value 

  

Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if 

Item 

Deleted 

Purchasing the premium would feel like making a 

good personal contribution to something better. 
6.30 12.180 0.766 0.589 0.797 

Purchasing the premium would feel like the morally 

right thing. 
5.91 10.912 0.776 0.605 0.793 

Purchasing the premium would make me feel like a 

better person. 
7.16 14.077 0.719 0.517 0.845 

 

Scale Statistics 

Mean Variance 

Std. 

Deviation 

N of 

Items 

9.69 26.148 5.114 3 

 

 

Social Value 

  

Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if 

Item 

Deleted 

Buying the premium would help me feel acceptable 
5.73 14.527 0.749 0.670 0.894 

Buying the premium would improve the way that I am 

perceived 
5.84 14.001 0.870 0.782 0.855 

Buying the premium would make a good impression 

on other people. 
5.56 12.933 0.807 0.666 0.875 

Buying the premium would give its owner social 

approval. 
5.64 13.588 0.752 0.606 0.894 

 

Scale Statistics 

Mean Variance 

Std. 

Deviation 

N of 

Items 

7.59 23.731 4.871 4 
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Opinion leadership and opinion seeking 

  

Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if 

Item 

Deleted 

My friends are good sources to information about new 

music online. 
14.09 38.066 0.286 0.100 0.743 

I tend to seek for others opinions or comments in 

social media regarding what music to listen to. 
15.86 36.120 0.380 0.372 0.718 

I tend to seek the advice of my friends regarding 

which music service I should get. 
15.51 34.238 0.422 0.395 0.709 

It is more likely that I am asked for advice about 

online music services in my circle of friends.  
15.68 33.658 0.556 0.554 0.669 

My friends tend to ask my advice about music 

services online.  
15.66 31.566 0.630 0.664 0.644 

Over the internet, I tend to influence people’s opinions 

about music. 
15.71 33.372 0.550 0.533 0.670 

 

Scale Statistics 

Mean Variance 

Std. 

Deviation 

N of 

Items 

18.50 47.152 6.867 6 

 

 

Conditional value 

  

Scale Mean 

if Item 

Deleted 

Scale 

Variance 

if Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if 

Item 

Deleted 

I would purchase the premium under worsening 

conditions for music artists. 
13.60 23.364 0.340 0.117 0.701 

I would purchase the premium when there is a subsidy 

for premium products. 
12.04 18.952 0.638 0.589 0.513 

I would purchase the premium when there are discount 

rates for premiums or promotional activity 
12.22 19.452 0.592 0.572 0.543 

I would purchase the premium when a free service is 

available. 
13.62 22.139 0.348 0.124 0.704 

 

Scale Statistics 

Mean Variance 

Std. 

Deviation 

N of 

Items 

17.16 33.777 5.812 4 

 

----------------------------------------------------------------------------------------------------------------------------- ----------- 
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Epistemic value 

  

Scale Mean 

if Item 

Deleted 

Scale 

Variance 

if Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if 

Item 

Deleted 

Before purchasing the premium, I would obtain 

substantial information about the different makes and 

models of music services. 

12.62 16.847 0.752 0.813 0.653 

I would acquire a great deal of information about the 

different services alternatives before purchasing the 

premium. 

12.67 16.769 0.748 0.813 0.654 

I am willing to seek out novel information. 10.93 21.933 0.472 0.227 0.795 

I like to search for the new and different. 12.34 21.160 0.445 0.206 0.811 

 

Scale Statistics 

Mean Variance 

Std. 

Deviation 

N of 

Items 

16.19 31.855 5.644 4 

 

 

 

Moral choice 

  

Scale Mean 

if Item 

Deleted 

Scale 

Variance 

if Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if 

Item 

Deleted 

I make a special effort to buy music that support music 

artists financially. 
9.16 26.390 0.678 0.536 0.791 

I have switched music services for moral reasons. 9.96 30.156 0.557 0.353 0.824 

When I have a choice between two music services, I 

consume the one less harmful to music artists. 
8.64 25.422 0.548 0.360 0.839 

I make a special effort to buy music services that 

contribute to enhancement of music artists financial 

situations. 

9.38 25.151 0.804 0.671 0.755 

I have avoided to purchase the premium service because 

it had potentially harmful effects on music artists. 
9.66 27.936 0.649 0.469 0.800 

 

 

Scale Statistics 

Mean Variance 

Std. 

Deviation 

N of 

Items 

11.70 40.537 6.367 5 
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Purchase intention 

  

Scale Mean 

if Item 

Deleted 

Scale 

Variance 

if Item 

Deleted 

Corrected 

Item-Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if 

Item 

Deleted 

Given the chance, I predict that I would consider 

purchasing the premium service in the future. 
15.15 38.198 0.847 0.723 0.966 

It is likely that I will actually purchase the premium 

service in the near future. 
15.07 35.368 0.941 0.890 0.939 

Given the opportunity, I intend to make a purchase of 

the premium service. 
15.26 34.936 0.920 0.866 0.945 

I would be willing to buy the premium service in the 

future. 
14.96 36.795 0.914 0.846 0.947 

 

Scale Statistics 

Mean Variance 

Std. 

Deviation 

N of 

Items 

20.15 63.758 7.985 4 
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Appendix II – Additional One-Way ANOVA 

Low-High Price valuation 

Low/High Price Valuation Variable 

Mean Low Price 

Valuation 

 (N=47) 

Mean High Price 

Valuation  

(N=278) 

 Functional Value 3.77 ***5.72 

 Social Value 1.75 1.92 

 
Opinion 

Seeking/Leadership 2.35 **2.89 

 Emotional Value 2.53 **3.35 

 Conditional Value 3.45 ***4.43 

 Epistemic Value 3.95 4.06 

 Moral Choice 2.33 2.34 

 Purchase intention 3.09 ***5.37 
*p<.05 **p<.01 ***p<.001 

 

Low-High Purchase intention 

Low/High Purchase 

intention  Variable 

Mean Low 

Purchase intention  

(N=70) 

Mean High Purchase 

intention  

(N=255) 

 

Functional Value 4.61 ***5.67 

 

Social Value 1.61 *1.98 

 

Opinion Seeking/Leadership 2.3 ***2.96 

 

Emotional Value 2.12 ***3.53 

 

Conditional Value 3.08 ***4.62 

 

Epistemic Value 4.02 4.05 

 

Moral Choice 1.87 ***2.47 

 

Purchase intention 1.85 ***5.91 
*p<.05 **p<.01 ***p<.001 
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Music listening per week 

Hours Listening per Week Variable 

Less than 5 

hrs (N=64) 

5-10 hrs 

(N=117) 

More than 10 hrs 

(N=144) 

 Functional Value 5.2 5.31 **5.65 

 Social Value 1.84 1.83 1.98 

 
Opinion 

Seeking/Leadership 2.42 2.73 **3.06 

 Emotional Value 3.05 3.06 3.45 

 Conditional Value 3.6 4.36 ***4.54 

 Epistemic Value 3.71 3.86 **4.35 

 Moral Choice 2.43 2.25 2.37 

 Purchase intention 3.85 5.09 ***5.53 
*p<.05 **p<.01 ***p<.001 
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Appendix III – Correlation 

 

Correlation  

                  

    
Purchase 

Intention 

Social 

Value 

Emotional 

Value 

Conditional 

Value 

Epistemic 

Value 

Functional 

Value Opinion LS 

Moral 

choice 

Pearson 

Correlation Purchase Intention 
1.000 

0.114 0.351 0.508 0.022 0.579 0.222 0.151 

  Social Value 0.114 1.000 0.352 0.223 0.174 0.076 0.306 0.228 

  Emotional Value 0.351 0.352 1.000 0.347 0.088 0.254 0.121 0.363 

  Conditional Value 0.508 0.223 0.347 1.000 0.145 0.423 0.325 0.101 

  Epistemic Value 0.022 0.174 0.088 0.145 1.000 0.111 0.419 0.145 

  Functional Value 0.579 0.076 0.254 0.423 0.111 1.000 0.181 0.004 

  Opinion LS 0.222 0.306 0.121 0.325 0.419 0.181 1.000 0.095 

  Moral Choice 0.151 0.228 0.363 0.101 0.145 0.004 0.095 1.000 

Sig. (1-

tailed) Purchase Intention 
  

.020 0.000 0.000 0.348 0.000 0.000 0.003 

  Social Value 0.020   0.000 0.000 0.001 0.086 0.000 0.000 

  Emotional Value 0.000 .000   0.000 0.057 0.000 0.015 0.000 

  Conditional Value 0.000 .000 0.000   0.004 0.000 0.000 0.034 

  Epistemic Value 0.348 .001 0.057 0.004   0.022 0.000 0.004 

  Functional Value 0.000 .086 0.000 0.000 0.022   0.001 0.474 

  Opinion LS 0.000 .000 0.015 0.000 0.000 0.001   0.044 

  Moral Choice 0.003 .000 0.000 0.034 0.004 0.474 0.044   
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