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ABSTRACT 

Internet had undergone a revolution in almost all the markets of the world in many different 

aspects. Even every time the Internet is adopted by more people, it is still perceived as risky. 

However, young people have started to trust on it little by little, changing their consumer 

behaviour, and so they have become the target segment for many marketers in this new 

scenario. 

The music industry has not been an exception of the Internet revolution; actually 

music industry is one of the most affected by it. An important change of this market has 

been in the way that the music is supplied to the final consumers; these consumers are using 

three main channels to acquire their music: by paying, by free legal access and by illegal 

sources.  

The purpose of this thesis is try to figure out which channel is the most used by young 

people as well as their reasons of their choice and their opinions about it. Moreover, one 

socio-demographic profile of the typical consumer of each channel is going to be given.  

This research was done in two different countries: Spain and Sweden. The results 

showed that, even with the illegality problem, the most used channels were the legal ones: 

the by paying one in Sweden and the free legal access one in Spain. Moreover, it can be 

perceived many differences between the ways of procuring music between both countries. 

This thesis is useful for music companies to have a better knowledge of its costumers 

and to know how they could change their strategies to fight against the illegal sources. It 

also gives information about all the procurement process of music, from the need of music 

to the post-procurement behaviour.  
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1. INTRODUCTION 

Today the global society is connected beyond physical borders; this reality has been 

constructed over many years. There are many factors that make up this reality in the twenty-

first century; however, the three most important forces have been: the impact of 

globalisation, the predominant liberal view of economics and the development of 

Information and Communication Technologies (ICTs) (J. Ramos and P. Ballell, 2009).  

According to Rusdy Hartungui (2006) the globalisation process is made up by: borders 

between countries, governments, the economy and communities. Others elements that 

could influence it are the liberalisation and sincerity of markets due to the removal of goods 

and services trade barriers and the growth of an integrated international financial market. 

Moreover, for many authors ICTs has recently become one of 

the factors that allow firms to compete more successfully in foreign markets (Elenurm, 

2007; Eraqi, 2006; Cho et al., 2007). For Mosleh and Shannak (2009), ITCs are needed in a 

dynamic and highly competitive business to achieve efficiency and cost effectiveness while 

offering high quality products and services for its consumers. As Okoli et al. (2010) said it is 

almost impossible to mention ITCs and not taking into account electronic commerce (e-

commerce). Ruyter et al. (2001) define the concept of e-commerce as the virtual 

marketplace where companies provide information, express brand awareness and tell their 

corporate story; furthermore the e-commerce enables sales transactions and the 

distribution of products. According to Drucker (2003), if companies want to implement e-

commerce, they have to acquire: different mentality, different team management, and a 

new definition of performance. He also said e-commerce eliminates the geographic 

distances among sellers and buyers.  

Given all these concepts, the Internet is now considered the predominant new 

marketplace for customers. Thus, it is important to know who are on-line buyers and how 

they behave; that is why many authors said e-consumers have several characteristics in 

common with innovators consumers: higher education (Li et al, 1999), higher socio-

economic status (SES) (Tan, 1999), younger than average and more likely to be male 

(Korgaonkar and Wolin, 1999) (cited by Dennis et al., 2009). This has suggested that e-
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consumers tend to present a different behaviour in comparison with the behaviour of the 

traditional shopper (cited in E-consumer behaviour by Dennis et al., 2009). 

However, what is actually the meaning of consumer behaviour? Kotler et al. (2008) 

defined it as the researches of how individuals, groups and organisations choose, purchase, 

utilize and dispose of goods and services to fulfil their needs and desires and what elements 

are affecting this behaviour. Before this definition, Kotler and Fox (1995) proposed that the 

consumer behaviour study could answer key marketing questions such as: what, how and 

why does the consumer want to buy. Later, Blackwell et al., (2001) expanded what Kotler 

and Fox said before; they suggested the answer of these questions could guide marketers to 

more effective approaches of understanding customers. Nevertheless, it is important to 

distinguish consumer behaviour of e-consumer behaviour; Gommans et al. (2001) defined it 

as the understanding process of how customers behave using the cyberspace as a market. 

To sum up, there is a narrow relation among ITCs, e-commerce and e-consumers: the 

Internet has become a force in the new marketplace; where many industries use to 

commercialise their products and services online. This new marketplace has led to the 

creation of a new phenomenon: disintermediation. Kotler et al. (2008) defined 

disintermediation as the process of erasing intermediates of the distribution channel or 

displacing classical resellers by new kinds of intermediaries. They also said the music and 

tourism industries are two of the areas which have been most affected by disintermediation. 

Going deeply into the music industry as example of e-commerce, Preston and Rogers  

(2011) said there have been many new “cyber-spaces” that have been colonised by the 

music industry in recent years.  

Preston and Rogers (2011) also mentioned that in the last decade innovations in 

digital media technologies have been threats to the medium/long-term viability of the music 

industry. However, Walsh et al. (2003) stated that too much attention has been focused on 

the topic of violation of copyright laws through file-sharing services and free access to music, 

almost nothing is known about the consumer behaviour in this new scenario of the music 

industry. 
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 Front of this lack of knowledge about the consumer behaviour in the music industry 

Walsh et al. (2003) developed one model of procuring music. The aim of this model is trying 

to explain the process by which the music consumers go through when they procure music 

both offline and online. The model starts identifying the need of music of the consumers and 

where they seek information about their need. Once they have gathered all the necessary 

information choose which channel they want to use, online or offline. Then, the way that 

they consume the music is also described. Finally, the post procurement behaviour is also 

takes into account to assess if the consumer was pleased with all this process. Moreover, 

many variables are influencing all the process such as individual characteristics (socio-

demographic traits and music relevant traits) and situational variables.    

The purpose of this thesis is trying to analyse the differences and the similarities of 

behaviour between Spaniard and Swede young people when procuring online music. For this 

reason, the music procurement model of Wash et al. (2003) has been largely used and, in 

addition, the online channel has been expanded for a better understanding of it. The 

expansion is done by dividing the online channel in 3 sub-channels: by paying, free legal 

access and illegal downloads. Finally, using the online sub-channel division as a 

segmentation variable, a socio-demographic e-consumer profile will be developed for each 

one of these.  

1.1. Definitions 

ITCs: New information-processing and information-transmitting technologies which have 

resulted from the advent of electronics. (Freeman et al., 1995) Such as: electronic 

components, computer equipment, telecommunication equipment, electronic instrument 

and control systems, computer services, etc. 

1.2. Delimitations  

This approach does not study some factors of the consumer behaviour theory and some 

traits of the music procurement model of Walsh et al. (2003).  

Regarding to the consumer behaviour theory must be clear that in this thesis it will 

not be covered the part of personality and auto-concept, motivation, perception and 

learning and memory.  
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Then, referring to the procurement music model of Walsh et al. (2003) the first thing 

that has to be clear is that this model is based in the manner to procure music, by using both 

channels the online and the offline; however, in this thesis only the online channel will be 

developed. Besides, the model is about the concept of online music procurement and it 

could not imply a purchase (e.g. online music can be obtained by using illegal sources 

without paying for it); thus, this thesis is not about e-commerce of music. Finally, two of the 

situational variables of the model are not taken into account: atmosphere and possibilities 

to communicate.  
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2. FRAME OF REFERENCE 

This chapter will explain more deeply the different theories that are important to 

understand better the topic of this thesis. Going trough the consumer behaviour and the 

music procurement model of Walsh et al. (2003). 

2.1. Consumer behaviour 

According to Kotler at al. (2008), the first step of marketing management has to be 

understanding consumers. There are many factors that might influence the consumer 

behaviour, such as age, gender, income, culture and so on. When Kotler et al. (2008) 

elaborated the model of consumer behaviour; they were referring to how behave the entire 

consumer market; so e-consumers are also included in that. In order to analyse and 

understand which factors can influence the e-consumer behaviour, the theoretical 

framework of consumer behaviour has been taken into account due to the affecting factors 

are the same and the consumer behaviour models are more developed that the models of e-

consumers. 

Before explaining the factors that influence consumer behaviour, it is important to 

know the meaning of consumer behaviour. Solomon et al. (2006) defined consumer 

behaviour as the approach of the factors that influence individuals when they choose, buy, 

use or dispose goods or services to satisfy their needs and desires.   

Less Galoway (1999) affirmed that several theoretical models of consumer behaviour 

have appeared in the last years sharing all of them many features. All of them try to identify 

variables in the product, service or consumer’s attitude that have an influence on the 

consumers in order to build a competitive advantage of it. These variables can be internal or 

external. 

2.1.1. External variables 

 CULTURE 

Ward (1978) defines culture as a dynamic and global phenomenon that models the beliefs, 

values and costumes of consumers; then, these consumers share their knowledge and 

experience between them in a process called socialization. At the consumer behaviour level, 
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Sherry (1986) affirmed that culture is the main lens through consumers analyse the different 

products, giving them a meaning beyond their utility and commercial value. Thus, Blackwell 

(2006) concluded saying that culture influences their acquisition of products, consumption 

structure, decision process and social communication.  

Kahle (1986) said that as the different cultures are different between them, inside of 

each culture exist different subcultures and have to be treated as distinct as well.  

 SOCIAL STRATIFICATION 

Solomon (1983) explained that traditionally the social class had been the variable most used 

to grant a social status to a person according to objective factors such as income and 

education levels and occupation. Moreover, their position in the social structure is the 

determinant of their resources access, spending in goods and services and the way that it is 

done this spending. However, Warde (1996) challenged this statement affirming that such 

socio-demographic criteria is not enough to explain the position of one person in the society 

because subjective factors as reputation, power and prestige are important too. 

For that reason, marketing is focusing increasingly on the life style because it reflects 

people’ activities, interests and how they spend their time (Wells and Tigert, 1971). 

 REFERENCE GROUPS 

Ward and Reingen (1990) stated that the reference groups could be formal and informal. 

Formal groups establish goals, conduct and access rules and informal groups have no 

organizational structure and no rules. Another classification also was made by them: the 

reference groups could be primary and secondary. A primary group is made up by few 

people, who are often interacting in an informal way with the individual such as family and 

friends. However, in a secondary group the interaction is not often and it is more formal.   

Schiffman and Kanuk (2007) said that the influence that the group makes in the 

individual is based on the credibility, the attractiveness and the social power.  

It cannot be forgotten the figure of the opinion leader inside of the reference groups. 

According to Katz (1957) the opinion leader’s influence on a group is bigger than the 

marketing stimulus. 
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Marketers have used the reference groups to study the attitudes as well as the 

consumption of products and brands (Bearden and Etzel, 1982), the election and evaluation 

of products and brands (Witt, 1969), the loyalty towards the brands (Desphandé et al., 1986) 

and the perception of the products quality (Pincus and Waters, 1977).  

2.1.2 Internal factors 

 PERSONALITY AND AUTOCONCEPT 

According to Kassarjian (1971) the personality comprises a set of coherent answers of one 

individual that is produced by the environmental stimulus. On the other hand, Solomon 

(1983) defines auto-concept as the set of beliefs of one individual that has about him/herself 

and the way in which this is evaluated.  

Both concepts are useful to explain the consumption decisions of products (Chang, 

2001) and brands (Park and Lee, 2005) because usually the consumer is going to buy that 

ones which fit with him/herself. 

 MOTIVATION  

The motivation is based on three main factors: necessity, motive and desire (Walter, 1974). 

Necessity is the feeling of the absence of something. The motive is the activation of the 

strategy that will allow giving a response to the absence feeling; in addition, it drives the 

consumer behaviour and influences the importance and the number of evaluation criteria of 

products and brands (Mahatoo, 1989). Finally, the desire is considered as a positive and 

emotional feeling of satisfying any specific need (Belk et al., 1997). 

 PERCEPTION 

According to Ammetller (2011), perception is based on reception, stimulus’ answer and  

interpretation trough a physic (consumer exposition of external stimulus) and cognitive 

process (stimulus interpretation of those external stimulus and endowment of meaning). 

The importance of the perception for the consumer behaviour lays on factors like 

positioning and brand image (Keller and Aaker, 1992), price (Alba et al., 1994), product’s 

features (Mackenzie, 1986), quality (Wood, 2001), risk of purchase decision and the election 

of alternatives (Puto, 1987), product and brand evaluations (Broniarczyk and Alba, 1944), 
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product use (Rathneswar and Shoker, 1991) and the experimented sensations (Solomon, 

1983). 

 LEARNING AND MEMORY 

Learning is the adaptation process that develops one individual when acquires a concept, a 

disposition, a trend or a skill to behave in a certain way as a result of a change of the 

environment conditions (Hoyloak et al., 1989). According to Henry (1980), memory is the 

process whereby the information is encoded, stored and is able to be recovered.  

Mark and Olson (1981) states that if one consumer already has experience about the 

products and the brands, the importance of obtaining information of the environment is not 

so crucial because he/she already has developed a similar decision process. 

Krugman (1965) affirmed that if a consumer is in an unimportant purchase situation, 

his/her information process is limited, whereas, if he/she is in an important purchase 

situation, his/her information process will be extensive because he/she will bring more 

attention. 

 ATTITUDE 

Malhotra (2005) defined attitude as joint evaluation of an object. Pallí-Monguilod and 

Martínez-Martínez (2004) extended that two of the most important functions for the 

individual attitude are of the motivational and cognitive kind; these two functions set 

attitudes as an answer to the personal or group necessities and as an element that influence 

in the information process. Moreover, the attitudes are formed from three concepts closely 

related: the experience, the learning and the influence of a set of socializing agents. The 

attitude can be formed through of experience: this is acquired when one individual is 

exposed to an object, mainly in a direct way (Fazio and Zanna, 1981), becomes familiar with 

it (Zajonc, 1968) and get trust on it (Fazio and Zanna, 1981). The learning theories defend 

that the attitudes are formed through stimulus and answers process, and reinforcements 

and punishments (Ammetller, 2011). Some socializing agents also can form the attitude 

through their information transmission, values and behaviour models, such as reference 

groups (Bandura, 1977).  
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2.1.3 Understanding e-consumer 

Dennis et al. (2009) affirmed that the features of the e-consumer are normally different from 

those of traditional consumer; e-consumers fit with the innovators consumer profile. 

However, Jayawardhena et al. (2009) discussed this affirmation noticing in one of them 

studies that such difference between the two typologies of consumers was not so big due to 

social interaction and recreational motives. 

People are increasingly using Internet to shop and that is the reason why e-consumer 

behaviour is gaining importance (Dennis et al., 2004). According to Dennis et al. (2009) two 

kinds of studies tried to examine the e-consumer behaviour: the consumer-oriented 

research and the technological approach. On the one hand, the consumer-oriented research 

has focused on psychological characteristics, demographics, perceptions of risks and 

benefits, shopping motivation and shopping orientation.  On the other hand, the 

technological approach has gone deeply on technical specifications of an online store 

(including interface, design and navigation), information, intention to use and ease of use. 

According with these two approaches it is going to examine many features of e-consumer 

behaviour. 

Kimber (2001) affirmed that consumers´ loyalty in-store and online are related. 

However, Laroche et al. (2005) noticed, for being comparatively a new activity, online 

shopping is still perceived more risky than the physical one. For that reason, trust (Goode 

and Harris, 2007) and security (Bart et al., 2005) are mainly points in the e-shopping 

intentions. On the other hand, Chen and Barnes (2007) affirmed that e-customers become 

more trustful when they repeat online-shopping experiences.  

According to Bathnagar and Ghoose (2004) if a consumer knows well a website store, 

it becomes more attractive and efficient to him/her; even more, this knowledge influences 

positively the purchase intention too.  

Many authors stated that social factors condition e-consumer behaviour. Rohm and 

Swaminathan (2004) found that social interaction is a big driver for e-shopping. Moreover, 

Parsons (2002) had affirmed that social actions (social experiences outside home, 
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communication with others with similar interests with peer groups, status and authority) 

influence also the virtual shoppers.  

During the e-shopping, three main factors have to be taken into account: usefulness, 

ease to use (Chen et al., 2002) and enjoyment (Davis et al., 1992). On one hand, Chen et al. 

(2002) define usefulness as the consumer’s discernment of using Internet will improve the 

outcome of their purchases and searching of information. On the other hand, they define 

ease to use as the degree of facility that is involved in the online buy process. Davis et al. 

(1992) said that enjoyment derives from e-customers actions on a website store.  

Another factor that influences e-consumer behaviour is “the web atmosphere”. 

Dailey (2004) affirmed that the same stimulus for “physical store atmosphere” could be 

applied for the “web atmosphere”. Dennis et al. (2009) gave examples of these tools like 

graphics, visuals, audio, colour, video, 3D displays and product presentation at different 

levels of resolution. 

Evanschitzky et al. (2004) stated that one of the most important factors in e-shopping 

is the convenience; for example a reduction of search costs when customer has no time to 

analyse well all the chances (Bakos, 1991). Jayawardhena (2004) added that convenience in 

e-commerce improve search efficiency by eliminating psychological costs like searching costs 

and associated frustrations.  

As in all consumer behaviour models social factors are one of the most important 

ones. According to Hansen and Gensen (2009) the trend between genders is that men are 

more likely to be “quick shoppers” and women are “shopping for fun”. For that reason, in 

many cases segmenting websites improve the satisfaction of the e-shoppers. Talking about 

the level of education, Capon and Burken (1980) states that people with higher education 

tend to gather more information and think more about they purchase decisions, even they 

like to treat with new type of information; whereas people with a low level of education do 

not like to treat with too much information (Homburg and Giering, 2001). Usually, income 

level is related with the education level; Farley (1964) people with a high level of income can 

opt to a high level of education so people who belong to both groups probably will share the 

same features. Another social factor is the age, according to Homburg and Giering (2001) the 

connection between the satisfaction with the product and loyalty is stronger in older 
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consumers than in younger ones. Supporting the sentence above, Dennis et al. (2009) 

affirmed that younger consumers are more likely to seek information for alternatives.  

 

2.2. Consumer procurement of digital music 

In this part the e-consumer behaviour in the music industry will be analysed; however to 

understand better why e-consumers behave in a certain way in this market, it is important to 

introduce the current situation of the music industry. After that, it will be explained a music 

procurement model based on the research made by Walsh et al. (2003). 

2.2.1. Understanding current music industry situation: three consumers’ 

profiles 

In this point the background of the music industry will be evaluate in order to understand 

the current situation, the current music business models and to identify the different 

consumer profiles that can be found in the online music market.  

The music industry has suffered a “crisis” due to the technological innovations of the 

digital media chiefly for the appearance of the Internet; that is why many authors mentioned 

that music industry has perceived those as threats (Kunze and Mai, 2007; Preston and 

Rogers, 2011). Other authors went more deeply saying music industry revenues decreased 

since the Internet revolution (Bustinza et al., 2013).  

The main factors that provoked this music crisis were the creation of both the MP3 

and the file-sharing (Meisel and Sullivan, 2002). Since its beginnings, the music industry had 

to face with several challenges, e.g. the disappearance of the vinyl discs and cassettes; in the 

20th it was CDs’ turn on account of the MP3. According to Casadesus-Masanell and Hervas-

Drane (2010), the MP3 was created in 1997 and it was the most competitive file format that 

enabled listening to music offering near to the CD quality; customers could easily copy and 

listen to MP3 files on computers and on MP3 special devices that have more storage 

capacity of music. However, the real exit of the MP3 files was the development of the online 

sharing services due to they became the main fashion for acquiring music in 1999; so, 

consumers had the software and the hardware for listening to music avoiding the payment 

for it. 
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According to Casadesus-Masanell and Hervas-Drande (2010), in 1999 one of the most 

famous file-sharing companies, Napster, was released and the online sharing services 

continued flourishing thanks to the development of P2P (peer-to-peer) file-sharing networks 

such as eMule and BitTorrent. Furthermore, the main concept to understand is P2P; 

following the explanation of Casadesus-Masanell and Hervas-Drane (2010), the P2P network 

is just the opposite to a client-server model due to the basis of the P2P network is the 

interconnection between all computers where it is possible sharing resources one another, 

i.e. anybody can access in the network to acquire and share digital files and online content 

on a large scale for free. As Walsh et al., (2003) mentioned this is the problematic area of e-

music: Internet digital music file-sharing allows consumers to obtain music files without 

paying Copyright royalties to singers or music firms.  

File-sharing networks became quickly well-known among consumers and this fact 

propitiated their diffusion around the world due to the creation of a huge free market where 

people could acquire music without paying and most of the times anonymously. This 

anonymity allowed continuing downloading music illegally without knowing the identity of 

those who are the users of this praxis (Kunze and Mai, 2007).   

Due to the illegal servers are endangered the permanence of the music industry, 

Walsh et al. (2003) developed a list explaining the main problems that allow the existence of 

music file-sharing servers and their success: 

1- DECLINING PRICE ACCEPTANCE. The willing of consumers to acquire music by 

paying is decreasing due to the huge readiness of obtaining free music via 

Internet and its easy copying. 

2- CHANGING PATTERNS OF BEHAVIOUR. Despite of many music consumers have 

much disposal money, they prefer expend it in other products or leisure activities. 

Thus, downloading free music enables spending much money on those.  

3- LACK OF LEGAL CLARITY. Since the appearance of file-sharing music servers, there 

has been a lack of legal clarity as to the legal implications of downloading illegally 

music. 
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4- EXISTING TECHNOLOGIES FOR COPYING SOUND CARRIERS. The fast progress of 

the ICTs enables consumers listening to music with the same high-quality features 

of an original CD.   

5- DEPENDENCE ON SMALL CONSUMER BASE. The music industry depends on a 

comparatively small group of consumers known as intensive buyers. This group is 

made up by younger people, aged 20 to 39, who is more likely to use Internet. 

The problem is whether this small consumer base only uses illegal servers might 

the continuance of the music industry will be affected.  

Since here, it has been defined one of the modes that consumers can use for accessing to 

music via Internet: Illegal download.  

However, while file-sharing was acquiring more and more supporters, the music 

industry started to response early to this threat. It can be found to types of responses: 

political/legal and technological. On one hand, music companies and governments were 

fighting against file-sharing servers in order to erase them: promoting fair music acquisition, 

protecting companies and singers copyrights and elaborating complaints to file-sharing 

servers. Despite of the disappearance of any file-sharing networks, it was almost impossible 

won the war against them due to day after day more file-sharing were created (Meisel and 

Sullivan, 2002). 

On other hand, music companies had to adapt their business to the Internet era. It 

was not only for including their offering on Internet, it was also for combating against file-

sharing networks. Furthermore, it was not enough promoting albums and singers on their 

own website; even other online initiatives were needed. It had been created alliances 

between companies in order to develop new online music business; e.g. the creation of 

Pressplay between Universal, Sony and Microsoft in 2001. Pressplay offered unlimited 

streaming and downloading music for $9.95 per month; this initiative had exit that enabled 

the acquisition of Napster by Pressplay. Nevertheless, in spite of its success, it was Apple 

with the launch of iTunes and iPod in 2001 that allowed the revolution of the fair online 

music acquisition. Apple provided both hardware (iPod) and Software (iTunes) for music 

consumes. The iPod had a huge storage, more than 1000 songs can be stored in it, and 

consumers could buy songs at $0.99 each; iTunes enabled the acquisition of the songs that 
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consumers wanted to and it was not required pay for the entire album if the customer only 

wants one song (Casadesus-Masanell and Hervas-Drane, 2010).  

Nonetheless, these developments were not enough for eliminating file-sharing 

networks of the online music market. Consumers continued downloading illegal music; for 

example iPod users could storage both from iTunes and other sources – both legal and illegal 

(Casadesus-Masanell and Hervas-Drane, 2010). Thereby, Bustinza et al. (2013) mentioned 

that there are two types of online music consumers: 

1- Those consumers currently use file-sharing networks for downloading online 

music for free. 

2- Those consumers who became dissatisfied consumers with actually available 

digital business models.  

Thus, the music industry must re-invent itself embracing the business idea of file-

sharing networks (Casadesus-Masanell and Hervas-Drane, 2010). Meisel and Sullivan (2002) 

proposed firstly an alternative online music model: the creation of Internet radio station. 

Their explanation is based on the traditional radio station due to one of the founts of 

revenues for music companies were publishing songs via music radio shows; thus, they 

mentioned that the creation of internet radio stations where consumers can listened to 

music for free. Internet radio stations could allow the creation of consumer’s playlists with 

songs that the consumer really want to. This type of online music business is legal because 

the Internet radio stations pay copyright royalties to music companies and singers, but the 

question is how to obtain revenues? It is easy: by advertising on its site and by selling 

information about the customers’ listening tastes.   

Lee et al. (2011) analysed the importance of social network services (SNS) due to they 

became on a dominant trend and a buzzword. SNS, such as Facebook and MySpace, enables 

consumer creating their own profiles and being connected with all other users. Thanks of 

SNS consumers may share information, videos, photos and music. Due to the increasing 

number of SNS supporters, Lee et al. (2011) continued their explanation affirming that music 

companies can create their “music SNS” that let consumers knowing new music, listening to 

it freely and sharing songs among their friends.  
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According to theory of Lee et al. (2011), companies such as YouTube and Spotify (in 

its free version) allow listening to online music freely, creating playlists and sharing them. In 

addition, Spotify is also connected with the Facebook users and thanks of this co-operation 

any consumer can follow friends’ or firm playlists.  

Summarising this point, three types of consumers can be found on the current online 

music industry according to the explained theory: 

1- Those consumers who pay for acquiring online music by both monthly 

subscription and buy individual songs and entire CDs. 

2- Those consumers who use legal websites and SNS for listening to online music. 

3- Those consumers who download music by using illegal file-sharing networks. 

It can be said that these types are not mutually exclusive; thus one person can be consumer 

and user of any of the three types.   

2.2.2. The model 

In order to obtain a better knowledge of online music acquisition, a procurement decision-

making process is used1 (based on Walsh et al. 2003). The aim of this model is to explain how 

consumers procure both online and offline music and which factors influence their decision.   

The music procurement process (see Appendix 1) is made up by several phases that 

influence each other. Firstly, consumers become active when they identify a need of music. 

Some of them normally have concrete demands, e.g. influenced by listened songs on the 

radio; others have less specific requirements and collect information on disposable music 

offers.  

Thus, secondly, the ability and awareness of the consumer with technology has to be 

taken into account; the procurement and use of music may be different among consumers. 

On one hand, innovative consumers are more probable to download music from the Internet 

(online) and use an MP3 player, for example. On other hand, other consumers still prefer 

buying a conventional CD, i.e. they choose the traditional procurement (offline). During this 

                                                             
1 It is avoided to speak of “buying behaviour” due to this would imply a transaction involving a payment and 

this would be not the case if the music is illegally downloaded or freely procured.   
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phase, consumers have to decide by which type of channel they want to procure music: 

online or offline. If they choose online procurement, they may select among three options2: 

by paying, free legal access or illegal, whereas that if they choose procuring offline, they 

have to go to physical shops3.    

Thirdly, as other procurement models, the music procurement process will be tested 

by consumers; this phase is called the post-procurement process. The post-procurement 

process includes evaluations after making the procurement and also future procurement 

practices.  

Since here, the three main stages that compose the music procurement process have 

been explained; however, there are various individual characteristics and situational factors 

that influence also the process.   

Talking about individual characteristics, two main features are related to it; Walsh et 

al. (2003) referred to them as socio-demographic and music-relevant traits. The socio-

demographic traits are made up by features such as age, gender and education. For 

example, younger consumers are more likely to use Internet to download music illegally as 

well as male consumers. Moreover, the music-relevant traits include: culture, genres of 

music, music involvement, expertise and perceived risk.  

For example, the experience on technological skills may influence the choice of 

buying music online or offline; an experienced e-consumer is more likely to use websites to 

acquire music than other who is not.  

Referring to situational variables that influence the moment of the procurement; 

they are: time pressure, atmosphere (both the shop and website), convenience, possibilities 

to communicate and range of products. Clearly, the most important factor is “time”: not 

                                                             
2  The original music procurement model (Walsh et al., 2003) does not include the differentiation of the three 

types of music procurement. This model was done in 2003 and nowadays the music industry offering on 

Internet is different; that is was it was decided to adapt the model with the three methods of 

acquiring/listening to music via Internet explained in the point 2.2.2.“Understanding current music industry: 

three consumers’ profiles”. 

 
3  This thesis only studies the online cannel for procuring music; thus, thought the offline channel is mentioned 

in the model it will not be analysed.  
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having enough time for the procurement implies hurry decisions that will maybe become in 

dissatisfaction.  

As it can be appreciated, the previous theory of consumer behaviour and e-consumer 

are related to many influential factors of the procurement music model, such as social 

stratification, expertise, perceived risk and convenience. 

2.2.2.1. Understanding the model of music procurement 

In this point all the variables that make up the model will be explained in order to provide 

more information about it and clarify any doubt.  

1- MUSIC DEMAND AND INFORMATION SOURCES 

The first step in marketing is to understand the consumers and their demands; so it is 

important to know the mean of demand. Before explaining what demand is, two previous 

concepts may be defined also: needs and wants (Kotler et al., 2008)  

According to Kotler et al. (2008), the most base concept subjacent marketing is 

human needs which are states of privation of something. Hawkins et al. (2003) named these 

human needs as problem recognition and define them as the result of a difference between 

the desired state and the actual state. This difference has to be sufficient in order to start 

the buying process.  

Continuing with Kotler et al. (2008) explanation, after the feeling of deprivation, 

consumers desire to fulfil their need with a specific product or service. This consumer’s 

desire is known as want.  Wants might be influenced by several variables such as culture, 

gender, age, etc.  

 Once needs and wants are defined it can be more understood the concept of 

demand. Kotler at al. (2008) defined demand as the consumer’s disposition to pay for 

his/her wanted desire. Thus, once the problem/need and the want are recognised, 

consumers will demand their want in order to fulfil their need.  

According to Walsh et al. (2003), consumers may demand music depending on 

external factors due to music has to be listened for being tasted. Thus, similarly to other 

consumer models, a second step exists in the music procurement model: the information 
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search. Hawkins et al. (2006) defined information search as the process that will be 

undertaken by consumers once the problem/need is recognised in order to obtain 

information about the solution to solve or fulfil it. The used information sources for this 

paper have been which are mentioned in the music procurement model of Walsh et al. 

(2003): 

1) Radio 

2) TV 

3) Magazines 

4) Concerts 

5) Internet 

6) Friends  

7) Disco 

 

2- PROCUREMENT PROCESS  

According to Walsh et al. (2003), in the second step of the music procurement process, the 

skills and awareness of the consumer about Internet will act: if they are low or inexistent the 

consumer, will choose buy music by the traditional way (offline shop); while if those are 

medium-high, the choice may change and the consumer may prefer acquiring music from 

the Internet (online website and servers). 

Due to the aim of this approach is evaluating the online acquisition of music; the 

offline channel is not taken into account. Thus, according to the previously explained theory, 

there are three manners for acquiring music from the Internet: 

 By paying a monthly subscription and/or paying for individual songs and entire 

albums.  

 Free legal access: websites and servers that allow listening to music for free via 

Internet. 

 Illegal downloading: websites and servers (file-sharing networks) that enable 

acquiring music for free via Internet.  

 

3- MUSIC CONSUMPTION 

Music companies are worried in the consumption habits of young people. That is why, they 

are already a target group in the industry that produce benefits, but they are going to be 

also the next mature industry market (BPI, 2006).  
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The music can be consumed and used for many reasons, that it is a well-known fact 

(Nuttall, 2008). For example, many young people consume music to the need to being 

identified with their conditions of existence (Willis, 1990) or they can use it as a distinctive 

point to show to the others to which cultural group they belong (Lewis, 1992). 

According to Nuttal et al., (2008) all the young people listen music in public and in 

private. Walsh et al. (2003) elaborated a list with other forms to consume music: stationary 

vs. mobile, single vs. in groups and privately vs. in public. 

4- POST-PROCUREMENT PROCESS 

After making a procurement process, it is very common that the consumer will have a 

reaction according to it (Hawkins et al., 2006). Kotler et al. (2008) mentioned that after 

acquiring a product or service, consumers would be satisfied or not. It can be defined the 

post-procurement process as the procedure of examining the final acquisition and the entire 

implemented process to obtain it.   

5- INDIVIDUAL CHARACTERISTICS 

According to the music procurement model elaborated by Walsh et al. (2003), individual 

characteristics can be classified in to groups: socio-demographic and music relevant traits. 

On one hand, SOCIO-DEMOGRAPHIC VARIABLES affect the consumer behaviour and 

that is why they may make consumers the same as, or different, to others (Solomon et al. 

2006). Thus, taking into account the model of Walsh et al. (2003), some socio-demographic 

factors will also be examined in order to know the different consumer behaviour among 

gender, age and social class (income and education).  

Talking about gender, the sexual identity of a person is an important variable that has 

to be known for understanding why men and women are different when they consume 

products and services. People are used to adapt their own gender acts, dress, speak, etc. to 

their culture’s expectations; however, culture rules change over the time and might be 

different among societies. It is not really clear in what extent sex differences are innate 

rather than an extension of the culture; nevertheless, there is some evidence that the 

gender influences many consumption decisions (Solomon et al., 2006).  
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The same occurs among consumers that pertain to different age groups due to each 

one have very different needs and wants. According to Kotler et al. (2008), developed 

countries are made up by different age groups: Baby boomers (consumers born among 1946 

and 1964), Generation X (born between 1965 and 1976) and Generation Y (born among 1977 

and 1994). Due to this thesis is focused on people among 18 and 29 years the most common 

characteristics of the Generation Y will be explained in detail. According to Hawkins et al. 

(2006), this generation presents the following trends: 

 The older members (more than 25 years) are in the work force; while the 

younger are studying at the university.  

 Great use of the Internet and mobile phones to communicate.  

 Concerned about what it is happening all over the world, fashion clothing, 

music, art, cinema, among others. 

For finally with the socio-demographic variables, taking into account the explanation 

of Solomon et al. (2006), people who pertain at the same social class tend to behave equally 

when consuming due to the influence of their incomes and social status. Additionally, they 

work in similar occupations; since they have similarities in their tastes of music, clothes and 

so on. Due to all these similarities, people of the same social class tend to socialise with one 

another of the same social class and sharing the same ideas and values.  

On other hand, the MUSIC RELEVANT TRAITS have to be developed too; that is why 

the concepts of music genre, perceived risk, expertise and music involvement will be 

explained.  

According to Santini (2011), the concept music genre allows the comparison and 

identification of the differences between the classification principles used by the music 

consumers and the music industry companies. These principles reflect the music consumers’ 

tastes influence the music production and distribution.  

The classification of music is a difficult process because both the music genres and 

the meaning of the genre concept are hard to understand. For example, AllMusic.com made 

a genres music list that has been very popular because many relevant sources underlie it. 

The classification is:  
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1) pop/rock  

2) jazz  

3) R&B 

4) rap 

5) country 

6) blues 

7) electronic  

8) latin 

9) reggae 

10) musical classic 

Nevertheless, Gjerdingen and Perrot (2008) consider that the classification of 

music by genres is arbitrary; that is why in this thesis it will be taken into account the 

most trended music genres among young people. The classification which is 

considered in this approach is made by Cadena1004 (2013): 

1) Pop 

2) Rock  

3) Electronic 

4) Heavy Metal 

5) Indie 

The first author to talk about perceived risk influences the consumer behaviour 

was Bauer (1960). Since then many authors (Roselius, 1971; Bettman, 1973; Kaplan, et 

al., 1974; Ross, 1975; Zikmund and Scott, 1987; Mowen, 1987) studied that a bad 

decision in a consumer’s purchase can lead to in one or a set of risks like financial risks, 

performance risks, social risks, physical risks, psychological risks, time loss and 

opportunity risks. 

Then, Mitchel (1999) affirmed perceived risk is an important and accepted 

variable in the consumer behaviour and consumer decision-making models. 

Finally, Forsythe and Shi (2003) stated that Internet browsers, those who are 

not used to make online buyings, perceived a higher risk than the Internet shoppers, 

those to are used to purchase online). 

The level of consumers’ expertise and knowledge of using Internet is one of the 

most important variables in the online consumer behaviour (Hoffman et al., 1999). 

                                                             
4 Cadena100 is one of the most famous radio programs in Spain.   

6) Reggaeton 

7) Hip-Hop 

8) Classical Music 

9) Reggae 

10) Punk 
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Moreover, Montoya-Weis et al., (2003) stated that the Internet expertise of the 

consumer is one of the main reasons of the choice of the online channels to make his 

purchases. 

Finally, Wash et al. (2003) also consider the music involvement as an individual 

trait that have to be into account when the music procurement process is analysed. 

Music involvement is understood as the degree of implication on the music of the 

consumer. Thus, people who partake in the music procurement process are likely to be 

involved with music. 

6- SITUATIONAL VARIABLES 

There are many situational variables that may influence the behaviour of consumers; 

in order to follow the model of Walsh et al. (2003) the variables that they referred on 

the model will be explained in detail. There are many situational variables that may 

influence the behaviour of consumers; in order to follow the model of Walsh et al. 

(2003) the variables that they referred on the model will be explained in detail.  

The first situational variable is time pressure. According to Duncan and Capella 

(1995) noticed that the time pressure affects the behaviour of consumers when 

buying. Their explanation concludes that consumer’s time may be classified between 

three temporal categories: work (paid) time, non-discretionary (obligated) time and 

leisure (discretionary) time. Among these types of time, the non-discretionary and 

leisure time are the most important.  That is why, during these two kinds of time, 

consumers purchase more products. In their research an important premise was 

established: consumers prefer undertake the procurement process wasting less time. 

The second variable is atmosphere. According to Kim et al. (2009), the term 

atmospherics refers to the conscious design of the store in order to influence positively 

the consumer behaviour. Manganari et al (2009) mentioned that although 

atmospherics is an important trait for conventional shops, its use is increasing among 

online retailers.  Dailey (2004) defined web atmospherics as the conscious design of 

the website to obtain positively responses of online consumers. As Kim et al. (2009) 

said, there are two variables that affect both conventional-shop and online website 



23 
 

atmospherics: the product presentation (for attacking consumer’s visual attention; e.g. 

colours and ease of use) and background music (for influencing consumer’s mood).  

The third variable is convenience. Jiang et al. (2013) defined convenience as 

anything that aggregates comfort and spares work; e.g. a useful and handy product. 

The concept of convenience affects both traditional offline and online shops. In their 

research it is said that the quality of online services has been identified as quite 

convenience due to the ease of use of websites. Thus, consumers have easily what 

they want only visiting one website and that is more comfortable. 

The fourth variable is possibilities to communicate. It can be said despite of the 

countries’ borders, people are connected thanks to the Internet and the increasing 

number of social network services (SNS) (Lee et al. 2011). However, when people use 

the Internet to purchase anything, the direct communication between the retailer and 

the consumer does not exist; that is why many companies provide an information mail 

where consumers can ask whatever. Other way that consumers can use for being sure 

of their buying is SNS (both typical, i.e. blogs, and company’s SNS, i.e. the company 

creates a blog where consumers can explain their experience).  

The last one is range of products. This concept can be explained by the Long 

Tail theory. Anderson (2004) mentioned that the Internet market offers the discovery 

and accessibility of a broad range of products; consumers may find whatever they 

want on the Internet and that do not occurs on the physical shops because they do not 

have too much space for storage obscure and old items. Thus, the range of products 

that can be found on the Internet is larger than the conventional offline shops and this 

feature is well-appreciated by consumers (Gaffney and Rafferty, 2009). 
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3. METHODOLOGY 

In this part of the thesis, the used methodology will be explained. This chapter is going 

to give a theoretical view of how the empirical part of this research is done trough the 

description of the research approach, the research type, the used instrument for data 

collection, the population, the sampling, the timing of the questionnaire and the used 

software to study the data statistically. All of this, to gather profitable data to be able 

then to perceive the differences and similarities between the young people of Spain 

and Sweden in how they behave when they procure online music and to make a socio-

demographic profile of them.  

3.1. Research approach 

Santesmases (2009) mentioned two kinds of research approaches: qualitative and 

quantitative. 

According to him, a qualitative research is about getting the integral knowledge 

of the studied phenomena. It is based in little samples and its purpose is to get ideas 

and better comprehension of the investigated phenomena. It uses methods such as 

deep interviews, group reunion and projective techniques (image association, 

incomplete sentences…).  

A quantitative research is that where statistics techniques are used to analyse 

the collected data. In this kind of research the data can be collected by personal 

interview, post (ordinary or email), phone, fax, Internet, and survey, etc. (Santesmases, 

2009). 

           There are big differences between these two approaches. However, there is not 

better approach, each of them has its strengths and its weaknesses. The method has to 

be selected depending the type of research questions that the researcher is looking for 

the answer (Robson, 1993). 

            Nevertheless, the two approaches are not mutually exclusive; many authors use 

multi-methods thinking on matching the strengths of one with the weaknesses of the 
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other. Although, if it is impractical or too difficult the use of a multi-method, it is not a 

bad decision opting for a mono-method (Robson, 1993). 

Many statistics and graphics can be created and studied in a quantitative 

research such as: frequency distributions, graphical displays, measures of central 

tendency, measures of variability, standard deviation error bars, box plots and 

whiskers, contingency tables, correlation coefficients, analysis of covariance, etc. 

(Robson, 1993) 

Whereas in a qualitative research can be carry out matrices, maps, charts, 

organizational charts, causal networks (Robson, 1993). 

This research will be oriented to collect data in two countries, Spain and 

Sweden, and analyse it statistically. Therefore, this paper is using a quantitative 

approach. Through the research it is going to be explained by many statistics the main 

features of the three kinds of online music consumers and the similarities and 

differences of the consumer behaviour between these two countries when they 

procure music. 

3.2. Type of research 

In this part of the methodology it will be given the definition of research design, the 

explanation of both the difference between primary and secondary data and the types 

of research.  

3.2.1. Definition of research design 

When making researches it is necessary to establish a design that helps to collect and 

analyse the data (Churchill, 1987, 2001; mentioned by Santesmases, 2009); thus, it is 

important to know how to design the research. There are many definitions of research 

design; for example Emory and Cooper (1991) affirmed that the research design is the 

project and framework of the investigation that is made for being able to procure the 

answers of the research questions.   

Later, Santesmases (2009) said that the research design implies appointing the 

methods and procedures for obtaining the required information to solve the problem. 
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He affirmed that the identification of the problem is the first and one of the most 

important phases of the research due to as he said: “a well-defined problem is a 

middle-solved problem” (pp. 76); so before starting the research the problem has to be 

clear and accurate.  

3.2.2. Types of data 

In order to develop the research, it is essential to obtain data for being able to answer 

the research question or problem. Thus, researches might collect data from several 

information sources such as interviews, observation, experiments, etc. 

According to Santesmases (2009), data can be classified by its purpose; so two 

different types of data may be chosen: primary or secondary data.  

On the one hand, primary data is the collected information for a determinate 

purpose; as Santesmases (2009) said data could be classified as primary when are 

expressly collected for the research at hand.  

The main offered chance by primary data is that the obtained information is 

more consistent and homogenous, because they were adapted for a specific purpose. 

However, the collection of primary data implies high costs, e.g. it takes long time 

(Santesmases 2009). 

According to Ghauri el al. (1995), primary data might be collected by 

observation or communication; both present chances and disadvantages. Observation 

does not enable collecting information about past behaviours, attitudes or intentions. 

Whereas, by using communication it can be obtained information about past 

behaviours, attitudes or intentions and the process of collecting it is more rapid and 

flexible; nevertheless the collected information might be influenced by many slants.  In 

addition, the habitual way of obtaining information by using communication is the 

survey. 

On the other hand, secondary data are available information that has been 

collected for previous researches. The sources of secondary data may be classified into 
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internal or external to the organisation that performs the research; in the last one, 

another differentiation can be done among private and public (Santesmases, 2009). 

Furthermore, secondary data present some advantages as less cost and needed 

time to collect the information; however, due to the data have been collected for 

other purpose may not be perfectly adaptable to the researched problem 

(Santesmases, 2009). 

3.2.3. Types of research designs 

Once the problem is defined, the type of the research to implement has to be chosen; 

many authors were agreed to establish three types of research designs:  exploratory 

studies, descriptive studies and causal studies.  

1- EXPLORATORY STUDIES 

According to Emory and Cooper (1991) defined exploratory studies as the study that is 

implemented when researchers do not have an accurate idea of the problem and 

during the exploration they improve the final research design, e.g. setting priorities 

and developing concepts.  

Santesmases (2009) mentioned that an exploratory study is a preliminary, 

flexible and informal study based on existing data for crumbling big and general 

problems to obtain more precise problems.  

2- DESCRIPTIVE STUDIES 

Emory and Cooper (1991) affirmed that implementing a descriptive study researches, it 

will be able to answer questions (who, what, when, where and how) of a topic. 

Moreover, Kotler et al. (2008) gave a definition of descriptive research from the 

marketing view; they defined it as the research that describes problems, situations or 

markets, such as attitudes of consumers.  

Furthermore, Santesmases (2009) said the most common research is 

descriptive study and it is used for describing the features of certain groups, 

determining the frequency of events, estimating the relation among two o more 

variables and performing prediction.  
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3- CAUSAL STUDIES  

For defining causal studies, it is not necessary to show different means due to the 

authors were agreed; the causal studies are defined as the studies that are focused on 

establishing cause-and-effect relationships by contrasting hypothesis (Emory and 

Cooper, 1991; Santesmases, 2009).  

The first part of this thesis has been an exploratory research where many 

literatures have been mentioned in order to give to the reader and to the authors a 

broad idea about the consumer behaviour theory and the online music procurement 

model. Whereas the second part is going to be a descriptive research where a 

description of the three kinds of online music consumers is going to be explained 

through the results of the statistics.  

3.3. Instrument for data collection 

The instrument for this paper has been a survey using an ended questions 

questionnaire. In this point is going to be explained the type of questionnaire and the 

questionnaire development (parts of questionnaire and its goals).  

3.3.1. Type of questionnaire 

The questionnaire is the application form that contains the research questions or its 

variables and in which are recorded the answers of the respondents (Santesmases, 

2009). 

Going deeply in the questionnaire, it has been an online questionnaire. Kotler 

et al. (2008) defines an online marketing research as an Internet-based research using 

online surveys, panels, experiments, focus groups, etc. 

For this thesis, it has been chosen the online questionnaire because its speed 

and low cost. Besides, it is the easiest way to bring together people of different 

countries. However, it exists the disadvantage to not reach the population without 

Internet but this is not a problem for this questionnaire because the goal is to 

interview Internet users. 
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On the other hand, it is known that this kind of questionnaires cannot capture 

the feelings, emotions and expressions of the respondents due to it is not face-to-face. 

3.3.2. Questionnaire development 

Five different parts and 35 questions in total make up the overall questionnaire (see 

Appendix 2): COMMON part (questions from 1 to 7), BY PAYING specific part 

(questions from 8 to 14), FREE LEGAL ACCESS specific part (questions from 15 to 21), 

ILLEGAL DOWNLOADERS specific part (questions from 22 to 28), SOCIO-DEMOGRAPHIC 

part (questions to 29 to 35). 

It have to be well explained that finally for the respondents the questionnaire is 

always reduced to 3 parts and 21 questions because they only are going to answer one 

specific part; this is why the last question of general part is a filter question in which it 

is asked to the respondents which one of the three type of online music procurement 

models are they using the most; depending of which one they choose they are sent to 

only one specific part avoiding the other two. It also has to be explained that the three 

specific parts have the same questions with different answers. Summarising, the 

respondents only go through the general part, one specific part and the socio-

demographic part. 

The common part has the aim of collecting general traits of online music 

consumers. It is composed by simple questions that their goals are both to ensure that 

the respondents are online music consumers and, therefore they can belong to the 

sample, and provide some information that can be attributed at the same time to the 

three types of online music consumers.   

Once it is ensured that the person who is answering the questionnaire can be 

part of the sample, he/she is sent to one of the specific part (by paying, free-legal 

access or illegal downloading) depending on his/her choice in the filter question. The 

aim of the specific part is get a description of each type of music online consumer for 

then be able to make comparisons between them and the two countries. 
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Finally, the respondents go through the socio-demographic part where it is 

asked for their social and demographic features. The goal of this part is to know if 

these kinds of traits have a correlation with their previous responses.   

Then, the types of used questions are going to be explained using Santesmases 

(2009) book. Almost all the questions had been formulated with the online music 

procurement model of Walsh et al., (2003) as a basis. Also, the questions of the 

questionnaire that correspond with each definition appear under it.  

 Close-ended questions: questions with related answers formulated with the 

end that the respondent chooses one of few of the answers. There exist two 

kinds of close-ended questions: 

 Dichotomous questions: if the question only has 2 possible answers. 

Questions number: 1, 2, 3, 5, 10, 11, 13, 17, 18, 20, 24, 25 and 27. 

 Multiple-choice question: if the question has more than 2 possible answers.  

There exist two kinds of multiple-choice question: 

o Unique answer question: if the answers are mutually exclusive and the 

respondent only can choose one of them. 

Questions number: 4, 8, 12, 14, 15, 19, 21, 22, 26, 28 and 29. 

o Multi-answer question: if the respondent can provide more than one 

answer. 

Questions number: 6, 9, 16 and 23. 

 Filter question: is a closed question, generally with a few questions, with the 

purpose of choosing concrete subsamples to continue the questionnaire on 

different paths.  

Question number: 7. 

 Classification questions: the purpose of this kind of question is to ask to the 

respondent about his/her personal attributes. 

Questions number: 30, 31, 32, 33, 34 and 35. 

In order to sum up the information of the questionnaire, it will illustrate a table of 

contents. 
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QUESTIONNAIRE 
PART 

INFORMATION 
CATHEGORY 

INFORMATION EXPLANATION 

 
 
 
SOCIO-
DEMOGRAPHIC 

Socio-
demographic traits 

- Age 
- Gender 
- Nationality 
- Incomes 
- Level of studies 
- Current situation 

Questions to know 
the socio-
demographic traits 
of the 
respondents. 
Moreover, these 
traits affect to the 
consumer 
behaviour. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
COMMON PART 

Insurance 
questions 

- Habit of listening 
music 

- Possession of 
Internet 

- Use of the Internet 
to listen/acquire 
music 

Questions to 
ensure that the 
potential 
respondent 
belongs to the 
desired sample. 

Situational 
variables 

- Time pressure 
- Convenience 
- Range of products 

Questions to know 
if the situational 
variables are drive 
influencers in the 
music 
procurement 
process. 

Music relevant 
traits 

- Music involvement 
 

Question to know 
if people like to be 
updated with the 
last music trends. 

Information search - Music information 
sources 

Question to figure 
out which are the 
principal means to 
acquire 
information about 
music. 

Online channel - By paying 
- By free legal 

access 
- By illegal sources 

Questions to see 
which online 
channel is the 
most used. 

Music 
consumption 

- Stationary vs. 
Mobile 

- Single vs. in groups 
- Private vs. public 

Questions to 
figure out how like 
to people 
consume music. 
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QUESTIONNAIRE 
PART 

INFORMATION 
CATHEGORY 

INFORMATION EXPLANATION 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
SPECIFIC PARTS: 
o BY PAYING 
o FREE LEGAL 

ACCES 
o ILLEGAL 

SOURCES 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Reasons why BY PAYING 
- Legal 
- Best music quality 
- Incomes 

Question to 
investigate which 
are the main 
reasons why to 
choose the by 
paying channel, 
the free legal 
access and the 
illegal one. 

FREE LEGAL ACCESS 
- Free 
- Faster than other 

channels 
- Easy to discover 

new music 

ILLEGAL SOURCES 
- Free 
- Enough music 

quality 
- Easy 

Online music 
sources 

BY PAYING 
- iTunes 
- Spotify 
- Just Music 
- Legal Sounds 
- MP3 Skyline 

Questions to know 
which source is 
the most used for 
acquiring/listening 
to music from the 
Internet.  

FREE LEGAL ACCESS 
- YouTube 
- Spotify 
- GrooveShark 
- Deezer 
- Mucelli 

ILLEGAL SOURCES 
- Ares 
- eMule 
- MP3 Converter 

Pages 
- BiTorrent 
- Soulseek 

Music relevant 
traits 

- Genre 
- Expertise 
- Perceived risk 

Questions to get 
information about 
the music traits 
that influence in 
its procurement. 
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QUESTIONNAIRE 
PART 

INFORMATION 
CATHEGORY 

INFORMATION EXPLANATION 

SPECIFIC PARTS: 
o BY PAYING 
o FREE LEGAL 

ACCES 
o ILLEGAL 

SOURCES 
 

Post-procurement 
behaviour 

- Satisfaction Question to know 
both the positive 
and the negative 
assessment of 
consumers after 
using one of the 
channels. 

Other channels - By paying 
- Free legal 

access 
- Illegal sources 

Question to know if 
respondents are 
also using other 
online channel for 
acquiring/listening 
to music or not.   

Table 1. Questionnaire table of contents. 

3.4. Population and sample  

To gather information researchers collect data from the population, however trying to 

get all the information of the whole population it would be very difficult, extremely 

time consuming and expensive. Therefore, researchers only interview only a small part 

of the population in order to avoid these kinds of problems; this process is called 

sampling (Ghauri, et al., 1995). 

Santesmases (2009) defined both population and sample. Population is the 

whole set of individuals or objects of interests of a specific research. Sample is a part of 

the population of interest. Santesmases (2009) gave six steps to sampling: 

1- To define the target population of the study  

2- To choose the sample structure 

3- To specify the sample unit (people, companies..) 

4- To select the sampling method 

5- To determine the size of the sample 

6- To design the sampling plan and, finally, to select the sample. 
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Santesmases (2009) defined probability samples and non-probability samples. A 

probability sample is the sample that has been chosen by random procedures; there 

are four types of probabilistic sample:  

 Simple random sampling: all the population elements have the same probability 

to be chosen.  

 Systematic sampling: Divide the total number of the population by the number 

of the elements in the sample; from the result it is assigned to each element a 

number and randomly it is chosen a smaller sample from within this population.  

 Stratified sampling: it can be done when the population can be divided in classes 

or strata.  

 Cluster sampling: groups of elements, previously formed, are chosen randomly. 

Then subgroups within the previous group are chosen randomly again until the 

final sample is made. 

A non-probability sample is this one that has not been chosen by random procedures. 

Here, it is possible to differentiate between three kinds of samples:  

 Convenience sampling: consisting in choosing those population elements that 

the investigator has preference of. 

o Snow-ball sampling: is a type of convenience sampling in which some 

elements of the sample are selected firstly by the investigator; then the 

previous mentioned sample is the responsible to collect the rest of the 

sample. 

 Sampling discretionary: the elements are chosen by the investigator judgments. 

 Quota sampling: there is few “control features” and all the elements of the 

sample have to fulfil them.  

 

3.4.1. Population for this study 

According to the aim of this paper the elements of the population has to fulfil the 

following features: 

 Their nationality has to be Spanish or Swedish. 
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 They have to be on the age range from 18 years old to 29. 

 They have to acquire/listen to music from the Internet. 

To give an idea of the population, because the sample elements must have two 

more features which ones are going to be asked in the questionnaire, it is presented a 

table with the population of both countries between the age range of 18-29: 

POPULATION FOR THIS RESEARCH 

AGE  SWEDEN SPAIN TOTAL 

18 121,689 436,138 557,827 

19 126,676 445,305 571,981 

20 132,567 455,824 588,391 

21 135,450 467,346 602,796 

22 137,497 478,703 616,200 

23 131,521 495,047 626,568 

24 130,118 510,004 640,122 

25 125,037 529,759 654,796 

26 124,490 551,360 675,850 

27 122,828 576,847 699,675 

28 119,227 607,368 726,595 

29 117,478 641,144 758,622 

TOTAL 1,524,578 6,194,845 7,719,423 
Table 2. Population for the research. Source: INE and SBC. 

3.4.2. Sample for this paper 

Two of the sample methods, previously explained in this point, have been chosen for 

this research: the convenience and the snow ball method.  

Firstly, the convenience method was used to choose the two countries in which 

the research is focused. The goal was to make a comparison between one country of 

the North with one of the South of Europe; due to the investigators are Spaniards 

living in Sweden, Spain and Sweden was the selected countries for the investigation. 

Then, the snowball method was used to select randomly the final sample. The 

way it was used was the following: the investigators created events on Facebook and 

invite the maximum possible people who fulfil the population features, then it was said 

to them to do the same. Two events was created: one for Spanish people being the 
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questionnaire in Spanish and one for Swedish people being the questionnaire in 

English.  

Finally, 145 questionnaires were completed in Spain and 127 in Sweden; 

however only it was taken as valid 120 of each of the countries, therefore the total 

sample was of 240 elements. According with Santesmases (2009) when the entire 

population is not taken there exists always the standard error; to calculate it for an 

infinite population (more than 100.000 elements) the next formula has to be used: 

                 
   

 
 

Where: 

p = proportion of the population who has the attribute. 

q = proportion of the population who has not the attribute = 1 - p 

N = sample size 

To calculate the standard error for this paper the attribute that has been taken 

is the age range (18-29 years). For this purpose, it has been estimated the proportion 

of the total population that fulfil with it (p) and the proportion that do not (q). Then, 

applying the previous explained formula, these results were obtained: 

  SWEDEN SPAIN TOTAL 

ENTIRE POPULATION 9,555,893 46,116,779 55,672,672 

POPULATION FOR THIS RESEARCH (Between 18-29 years) 1,524,578 6,194,845 7,719,423 

REST OF POPULATION (Not between 18-29 years) 8,031,315 39,921,934 47,953,249 
Table 3. Population for calculating standard and margin errors. 

p 0.138657311 

q 0.861342689 

STANDARD ERROR 0.022307646 

Table 4. Standard error.  

Then, the error margin is going to be calculated for a confidence level of 95.5% with 

the next formula:  
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This result means that there is a probability of 95.5% that the actual proportion of 

respondents is between 9’2% and 18.48%.  

3.5. Testing and timing for the questionnaire 

The questionnaire has been previously tested with six random Spanish and Swedish 

people before to upload it on Internet. Few little mistakes as problems with the filter 

questions, orthographical errors as well as bad introduction of answers into the 

software were corrected in order to the data was not influenced by them.  

The average time to do the questionnaire is approximately 5 minutes. 

Moreover, the time to collect the 240 elements of the sample has been to weeks, from 

9th April to 22th April. 

3.6. Used software 

Much software have been used to fulfil with the targets of this paper: 

 Microsoft Office Word 2007: it is a software that application is intended to 

the creation or modification of documents that are written by computer. This 

has been used to elaborate this report. 

 Microsoft Office Excel 2007: it is a software that allow to manipulate numeric 

and alphanumeric data presented by tables composed by cells (that can be 

organized in a two-dimensional matrix of row and columns). The cell is the 

basic unit of information in the spreadsheet, where the values of the 

variables are inserted and its formula. In this paper, this software has been 

used to calculate the sample size, graphics, etc. 

 Google Docs: it is an online file storage. This service has been used to collect 

the data by the previous explained online questionnaire. 

 DYANE version 4: it is a software that it is completely dedicated to the 

surveys design and the data analysis in social and market researches. In this 

paper, this software has been used to elaborate all the questionnaire results, 

calculate, cross tabulations, basic tabulations, tabulations of mean values, 

etc. 
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4. EMPIRICAL DATA 

In this point the collected data for this research will be shown. The data will be 

examined from both the Spanish and the Swedish point of view. Moreover, the data 

will be studied using simple-tabulation in order to know the results of all the questions, 

i.e. showing the acquired results of all the questions, and using cross-tabulation for 

knowing the possible correlation between socio-demographic factors and the chosen 

channel for acquiring music from the Internet.  

4.1. Simple-tabulation 

4.1.1. Socio-demographic traits 

First of all, the results of the answers of the socio-demographic questions will be 

examined in order to know the socio-demographic traits of the respondents.  

According to the gender charts of both countries, it can be said there are more 

answers from women than men. Of 120 Spanish respondents, 47 are from men (39%) 

and 73 (61%) from women. The same situation is observable in Sweden: among the 

120 Swedish respondents, 48 (40%) of them are male and 72 (60%) are women.

  

Graph 1.1. Gender in Spain.   Graph 1.2. Gender in Sweden.  

 

Examining results of the age ranges of the respondents in both countries are 

again similar: there are more answers of the age range between 22 and 25 than the 

other two. In addition, the second age range with more answers is the one between 18 

and 21 and the third is the one between 26 and 29.  

Male 
39% 

Female 
61% 

Gender - Spain 

Male 
40% 

Female 
60% 

Gender - Sweden 
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      Graph 2.1. Age in Spain.   Graph 2.2. Age in Sweden 

 

According to the following charts, it can be said the level of studies of the 

respondents in both countries is high. In both countries almost 100 answers were 

given by college and master students or already graduated people.  

 

Graph 3.1. Level of studies in Spain.  

 

Graph 3.2. Level of studies in Sweden.  

 

Studying the data of the current situation of the respondents, it has been again 

very similar. On one hand, in Spain 75 respondents were students, 15 were worker, 26 

were students and workers and 4 were unemployed. On other hand, in Sweden there 
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were 66 answers of students, 21 answers of workers, 32 replies of students and 

workers and 1 answer of unemployed.  

To finalise with the socio-demographic factors, the monthly incomes at home 

were analysed. Despite of the both countries present similar results in the others 

factors; in monthly incomes at home the results were different. In Spain the incomes 

were sparse, whereas in Sweden there was one range that has drawn attention 

(between 801€ - 1600€ / 6,686 SEK – 13,370 SEK).  

 

Graph 4.1. Monthly incomes at home in Spain 

 

Graph 4.2. Monthly incomes at home in Sweden.  
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In order to understand why it has been produced this differentiation between 

these two countries; it has to be taken into account the trends of young people in both 

countries. As a guess, in Spain it is very common living with parents until finalising the 

degree and/or finding a job that enables young Spaniards living alone; however, in 

Sweden it is more common to independent of parents when young Swedes start their 

studies at the university. So, it is not the same living with the incomes of both parents 

than living with only one source of incomes.  

4.1.2. Common part 

Before going deeply with the common questions of the questionnaire, it has to be said 

that all the respondents fulfil the requirements to answer it due to all of them replied 

affirmatively to the insurance questions: they usually listen to music, have Internet 

connexion and use the Internet to acquire/listen to music. Thus, if some respondent 

answer negatively to one of these requirements, his/her replies were not taken into 

account. 

Then, with the question regarding to situational variables it was asked some 

assessments about acquiring/listening to music from the Internet in comparison with 

the acquisition of offline music. These are the results: 

 

Graph 5.1. Assessments of why choosing online music in Spain.  
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Graph 5.2. Assessments of why choosing online music in Sweden. 

As it can be appreciated in the graphics, the opinions were quite different 

between the two countries. In Spain, more than 100 respondents have assessed as 

“very important” or “important” that the online music is cheaper, more comfortable, 

has a major music offering, has a faster process of acquisition and is easier to manage.  

However, in Sweden the opinion is more diversified. Many Swedes also thought 

that these traits were “very important” or “important”, but there were some people 

who assessed them as “very unimportant”, “unimportant” and “neither important nor 

unimportant”. 

 Referring to the music involvement of the people, the answers of both 

countries were very similar. In Spain the 67% of the respondents affirmed that they 

liked to be updated with the last music trends and in Sweden it was the 64%. 
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Taking into account the information sources about music, the respondents 

selected the three means from which they most often get information about music. In 

both countries, the most popular means to obtain it were: radio, the Internet and 

friends. 

 

Graph 7.1. Most common sources for obtaining information about music in Spain.  

 

Graph 7.2. Most common sources for obtaining information about music in Sweden.  

 

It was also asked to the people to choose the channel to acquire/listen to 

online music that they use the most. The results were quite different between Spain 

and Sweden: 
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    Graph 8.1. Most used channel in Spain.                    Graph 8.2. Most used channel in Sweden. 

  

In Spain, the trend was to listen to music from legal websites and applications 

(free legal access), whilst in Sweden it was more common paying to acquire online 

music (by paying). The most used second channel in Spain for acquiring music was 

illegal servers (illegal downloads), whereas that the Swedes preferred using the legal 

websites and applications to listen to music. 

The most surprising data was almost any Swede used the illegal channel to 

acquire online music. It is said “surprising” because the known problem of the current 

music industry with the illegal servers. However, in Spain it has been demonstrated 

that people preferred acquire/listen to music without paying: only the 11% of the 

Spaniards paid for the online music. 

Although the question according to the music consumption was one of the last 

question of the questionnaire, it was answered by all the respondents without taking 

into account the channel that they were used to use for acquiring/listening to online 

music. This question included three statements that were assessed by the respondents 

as “I agree, indifferent and I disagree” in order to know how they preferred listening to 

music.  

As it can be observed on the following chart, the most of the Spaniards 

consumed music in whatever situation due to the majority of them assessed the three 

sentences as “indifferent”; however it can be also appreciated that for the first 

statement there were more Spaniards that assessed it as “I disagree” than “I agree”, 
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i.e. they preferred listening to music when they were out rather than when they were 

at home. For the second sentence, the results of the assessment “I agree” and “I 

disagree” were almost the same; nevertheless, for the last one, there were more 

assess “I agree” than “I disagree”.   

 

Graph 9.1. Music consumption in Spain. 

 

In Sweden the results were not the same as in Spain. The assessment 

“indifferent” was the most chosen for both the first and the second sentence; 

however, it was only in the second one where the assessment “indifferent” obtained 

more votes by difference. Observing the results of the third statement it can be said 

that there were more Swedes those preferred consuming music privately rather than 

in public places due to the assessment “I agree” was the one that obtained more 

votes; however, the votes of this sentences were so sparse and the other two 

assessments had several votes.  

 

Graph 9.2. Music consumption in Sweden. 
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4.1.3. By paying channel 

When analysing this part of the data, it has to be taken into account that there were 60 

Swedes and 13 Spaniards who normally use this channel to acquire online music.  

Regarding to the reasons of why the respondents chosen this channel, the 

users of the “by paying” channel assessed from 1 to 4, being 1 the highest score and 4 

the lowest, the following motives why they choose acquire music from the Internet by 

this channel. The next table is showing the average and the mode of the obtained 

responses for each one of the reasons; therefore, according to the table, it can be said 

that these three reasons were very important for them when they buy online music 

because both the average and the mode of these reasons were more nearly to 1 than 

to 4. In addition, the answer “others” is the one that presented the lowest score; that 

is why it can be guessed that the other three reasons were the most common.  

SPAIN SWEDEN 

  Average Mode   Average Mode 

Legal 1,7692 2 Legal 2,1833 1 

Best music quality 2,2308 1 Best music quality 2,1333 2 

My incomes can afford it 2,3846 2 My incomes can afford it 2,1000 1 

Others 3,6154 4 Others 3,6333 4 
Table 5. Average and mode of the main reasons for using the by paying channel in Spain and in Sweden.  

According to the music genres, people have to choose the three most that they 

usually buy. In Spain, the results show that there were four popular purchased music 

genres: Pop, Rock, Electronic and Indie. However, the affirmation of the popular 

purchased music genres in Spain is considered as a guess due to there were only 13 

Spaniards that were using this channel.  
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Graph 10.1. Purchased music genres in Spain.  
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Whereas the most purchased music genres in Sweden were Pop, Rock and Hip 

Hop. 

 

 

 

 

 

 

Graph 10.2. Purchased music genres in Sweden. 

 

Examining the results of the questions about expertise and the perceived risk of 

using this channel, it can be said that all the Swedish users considered that this channel 

is easy to use and, but one respondent, not risky. In Spain similar results were 

obtained: the majority measured this channel as easy and not risky.  

  

 Graph 11.1. Expertise and perceived risk in Spain.    Graph 11.2. Expertise and perceived risk in Sweden.  
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           Graph 12.1. By paying sources in Spain                  Graph 12.2. By paying sources in Sweden 

 

As it can be observed on the charts, the 100% of the Swedish users answered 

Spotify. It can be guessed that this result is a consequence of Spotify is a Swedish 

company. The 70% of Spanish users also preferred acquiring music from Spotify, but 

the others opted for iTunes.    

Regarding the post-procurement behaviour results after using this channel, it 

can be said that all of them, but one Spaniard, are satisfied with the procurement 

process.  

 

Graph 13.1. Post-procurement behaviour in Spain.  Graph 13.2. Post-procurement behaviour in Sweden. 

 

Finally users had to answer if they utilised one or both of the other channels to 

acquire/listening to online music. These were the results: 
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Graph 14.1. Other used channels in Spain.           Graph 14.2. Other used channels in Sweden.  

 

Both Spain and Sweden, the users of this channel were more willing to utilise 

also the “free legal access” channel to listen to online music.  

 

As it has been said before, it was surprising the result of the number of Swedish 

users of illegal sources to procure music from the Internet was quite low. This number 

has increased according to this chart: although the Swedish users of the “by paying” 

channel affirmed they normally utilise this channel, there were 18 (including the 

answer of “illegal download and “both”) more that declared themselves as a illegal 

downloaders.    

4.1.4. Free legal access channel 

When studying this part of the data, it has to be taken into account that there were 51 

Swedes and 68 Spaniards who normally use this channel to listen to music from the 

Internet.  

SPAIN SWEDEN 

  Average Mode   Average Mode 

Faster than 
downloading/buying it 1,5588 1 

Faster than 
downloading/buying it 2,2353 1 

Free 1,3088 1 Free 1,7059 1 

Easier to discover new music 1,5294 1 Easier to discover new music 2,3333 1 

Others 3,4853 4 Others 3,6863 4 
Table 6. Average and mode of the main reasons for using the free legal access channel in Spain and in 

Sweden.  

The previous table shows the average and the mode of the main reasons for 

using the “free legal access” channel in both countries. The respondents were asked to 
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assess these four reasons from 1 to 4, being 1 the highest score and 4 the lowest. In 

both countries the main reasons were that it is faster than downloading/buying 

channel, it is free and it enables discovering new music easily, because the average and 

the mode were closer to 1. The other non-specify reasons are not considered so 

important by them due to the results of the mode and the average were next to 4.  

The question number 16 was referring to the most listened music genres in this 

channel, in Spain there were four genres that highlighted: Pop, Rock, Indie and 

Electronic.   

 

Graph 15.1. Listened music genres in Spain.  

 

However in Sweden, there were three listened music genres that stood on the 

others: Rock, Electronic and Pop.  

 

Graph 15.2. Listened music genres in Sweden.  

Studying the expertise and the perceived risk, respectively, of this channel, it 

can be mentioned that almost the 100% of the users measured it as easy and not risky.  
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 Graph 16.1. Expertise and perceived risk in Spain. Graph 16.2. Expertise and perceived risk in Sweden.  

 

Talking about which sources were the most used by all of the users of this 

channel, it can be observed in the following graphics that there are three main 

sources: Spotify, YouTube and GrooveShark. In Spain, the 54% of the users of this 

channel preferred using Spotify, the 34% preferred YouTube and the 12% decanted to 

GrooveShark. In Sweden, it was the same: Spotify is the most common source with the 

51% of the users, followed by YouTube with the 43% of the users and finally 

GrooveShark with the 6%.  

 

Graph 17.1. Used free legal access sources in Spain. Graph 17.2. Used free legal access sources in Sweden.  

 

Analysing the post-procurement behaviour of the users of the “free legal 

access” channel, it can be appreciated in the next charts, the 97% of the Spanish users 

and the 96% Swedish users of this channel were satisfy after using it for listening to 

music from the Internet.  
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Graph 18.1. Post-procurement behaviour in Spain.  Graph 18.2. Post-procurement behaviour in Sweden.  

 

Finally, it was wanted to know if the “free legal access” users were also users of 

the other channels for acquiring online music.  As it can be perceived in the following 

charts that the number of illegal downloaders was increased in both countries. It can 

be guessed that people that use the “free legal access” channel are not willing to pay 

for acquiring music from the Internet.   

 

        Graph 19.1. Other used channels in Spain.                 Graph 19.2. Other used channels in Sweden.  

 

4.1.5. Illegal channel 

When analysing this part of the data, it has to be taken into account that there were 9 

Swedes and 39 Spaniards who normally use the illegal channel to acquire online music.  

The following table shows the average and the mode of the obtained results of 

the reasons why people used this channel which were assessed from 1 to 4, being 1 

the most important and 4 the least, by the respondents who defined themselves as 

users of the illegal channel; thus, if both the average and the mode were closer to 1 

than to 4, it means that respondents assessed these reasons as important. In both 
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countries the best assessed was “because it is free”, the second was “because it is 

easy” and the third “because the music quality is good enough”. There were other 

reasons that explained the choice of this channel, however they were undervalued.  

SPAIN SWEDEN 

  Average Mode   Average Mode 

Free 1,1026 1 Free 1,3333 1 

Good music quality 2,4615 2 Good muic quality 2,0000 2 

Easy to do it 1,4103 1 Easy to do it 1,5556 1 

Others 3,5385 4 Others 3,3333 4 
Table 7. Average and mode of the main reasons for using illegal sources in Spain and in Sweden.  

Analysing the most downloaded music genres, it was observable that the 

Spanish trend remained the same, as well as the other channels Pop, Rock, Indie and 

Electronic were chosen among the downloaders. In Sweden, there were too less illegal 

downloaders for considering that as a trend; however with the obtained data of the 

users of this channel and taken into account the previous data of the other channels, it 

can be deduced that the genres which were download the most are Pop, Rock and Hip 

Hop. 

 

 

Graph 20.1. Downloaded music genres in Spain.  
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Graph 20.2. Downloaded music genres in Sweden. 

Referring to the expertise and the perceived risk of this channel by its users, it 

can be mentioned that almost the 100% of the users assessed this channel as easy; 

however, they disagreed on the perception of risk. Between the 9 Swedish there were 

4 that considered this channel as risky; among the 39 Spanish users there were also 4 

who believed that using illegal sources is risky.  

 

 Graph 21.1. Expertise and perceived risk in Spain.    Graph 21.2. Expertise and perceived risk in Sweden.  

 

Moreover, it can be seen the sources that illegal downloaders were normally 

using. It can be assumed that in both countries the most used sources were Ares, 

eMule, MP3 converter pages and BiTorrent; however the popularity of them was 

different between the two countries.  
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          Graph 22.1. Used illegal sources in Spain.               Graph 22.2. Used illegal sources in Sweden.  

 

Between Spanish users of this channel the 38% of them preferred Ares, the 

33% chose MP3 converter pages, 18% were more likely for using BiTorrent and 11% 

favoured eMule. In Sweden the distribution of the sources was different: the 45% of 

the Swedish users chose BiTorrent, the 33% preferred eMule, the 11% favoured Ares 

and other 11% preferred MP3 converter pages.  

It was also analysed the post-procurement behaviour of these users. It can be 

observed that all the users, but one Spaniard, were satisfied after using this channel 

for acquiring music from the Internet.  

 

Graph 23.1. Post-procurement behaviour in Spain.  Graph 23.2. Post-procurement behaviour in Sweden.  

 

When the respondents were asked about the use of other channels for 

acquiring/listening to music from the Internet, it can be mentioned that illegal 

downloaders of both countries were also users of the “free legal access” channel 

although it was in less measure. It was observable that there were few illegal Spanish 

users who also used the “by paying” channel and the Swedish users were not willing to 

pay for obtaining music from the Internet.  
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Graph 24.1. Other used channels in Spain.              Graph 24.2. Other used channels in Sweden.  

 

4.2. Cross-tabulation 

4.2.1. Cross-tabulation of the Spanish respondents 

Analysing the correlation between gender and the used channel for acquiring/listing to 

music from the Internet in Spain, it was observable that both genres preferred utilising 

the “free legal access” channel. In the same way of the simple-tabulation, the second 

used channel was “illegal sources” and the last one the “by paying” channel.  

It can be said that exist a dependence correlation between these two variables 

due to the p-value was lower that 10%; i.e. the likely to be true of this explanation is 

more than the 90%.  

Which one of the following means do 

you use most commonly to 

acquire/listen to music online? Total sample 

Gender 

Male Female 

Code Categories Frequencies 

% s/ 

sample Frequencies % s/ sample Frequencies % s/ sample 

1 By paying channel                            13 10,83 9 19,15 4 5,48 

2 Free legal access channel                                        68 56,67 25 53,19 43 58,90 

3 Illegal channel 39 32,50 13 27,66 26 35,62 

 TOTAL 120 100,00 47 100,00 73 100,00 

Chi-squared with 2 degrees of freedom = 5,6532 (p = 0,0592) 

Table 8. Cross-tabulation between gender and chosen cannel for acquiring/listening to music in Spain. 
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The table 9 shows the correlation between age and the chosen channel for 

obtaining/listening to online music. As it can be seen in the table 2, Spaniards between 

18 and 25 years favoured the use of the “free legal access” channel, whilst Spanish 

people between 26 and 29 were more likely to utilise “illegal sources”.  

The second favourite channel for Spaniard between 18 and 25 years was the 

“illegal”, whereas that for the group between 26 and 29 was the “free legal access”.  

Which one of the following 

means do you use most 

commonly to acquire/listen to 

music online? Total sample 

Age 

Between 18 and 21 Between 22 and 25 Between 26 and 29 

Code Categories 

Frequenci

es 

% s/ 

sample 

Frequenci

es 

% s/ 

sample 

Frequenci

es 

% s/ 

sample 

Frequenci

es 

% s/ 

sample 

1 By paying channel                            13 10,83 2 6,25 5 7,58 6 27,27 

2 
Free legal access 

channel 
68 56,67 21 65,63 40 60,61 7 31,82 

3 Illegal channel 39 32,50 9 28,13 21 31,82 9 40,91 

 TOTAL 120 100,00 32 100,00 66 100,00 22 100,00 

Chi-squared with 4 degrees of freedom = 10,4629  (p = 0,0333) 

Table 9. Cross-tabulation between age and chosen cannel for acquiring/listening to music in Spain. 

The three age ranges did not use so much the “by paying” channel, although it 

can be observed that the older Spaniards were more likely to use this channel due to 

the 27.27% of them declared themselves as users of this channel. 

The previous interpretations between age and the chosen channel had the 

likelihood to be true of 96.67%.   

According to the table 10 that analyse the level of studies, it can be supposed 

that Spaniards with lower level of studies (until high school) were more likely to use 

the “illegal” channel than college and superior students/graduates. The choice of 

college and superior students/graduates on the preferred channel to acquire/listening 

music from the Internet was “free legal access”; however, the second most common 
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option that college students/graduates favoured was the “illegal” channel, whereas 

that for the superior students/graduates was the “by paying” channel.  

Which one of the following 

means do you use most 

commonly to 

acquire/listen to music 

online? Total sample 

Studies 

No studies 

Primary 

education 

Until High 

School University 

Master or 

Superior 

Code Categories 

Frequ

encie

s 

% s/ 

samp

le 

Freq

uenc

ies 

% s/ 

sampl

e 

Freque

ncies 

% s/ 

sampl

e 

Freque

ncies 

% s/ 

sampl

e 

Freque

ncies 

% s/ 

sampl

e 

Freque

ncies 

% s/ 

sampl

e 

1 By paying channel 13 10,83 0 0,00 0 0,00 2 10,53 7 7,87 4 36,36 

2 
Free legal access 

channel                                        
68 56,67 0 0,00 0 0,00 6 31,58 57 64,04 5 45,45 

3 Illegal channel 39 32,50 0 0,00 1 100,00 11 57,89 25 28,09 2 18,18 

 TOTAL 120 
100,0

0 
0 100,00 1 100,00 19 100,00 89 100,00 11 100,00 

Chi-squared with 8 degrees of freedom = 17,6266    (p = 0,0242) 

Table 10. Cross-tabulation between level of studies and chosen cannel for acquiring/listening to music in 

Spain. 

 

For Spaniards who have been students/graduates until university, the least 

preferred channel was the “by paying”, whilst for superior students/graduates was the 

“download” channel.  

The previous explanations have a 97.58% of likelihood to be true due to the p-

value to reject them is 0.0242.  

The table 11 shows the correlation between the current situation of Spaniards 

and the chosen channel for acquiring/listening online music. 

On one hand, the order according to the choice of the favoured channel for the 

two groups with more members, ‘only students’ and ‘students and workers’, was the 

same: at a first place was the “free legal access” channel, at the second was the 

“illegal” and the last one was the “by paying” channel.   
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On other hand, the distribution of the workers’ choice was too sparse between 

the three channels, but the most preferred for them was the “illegal” one. Finally, 

unemployed Spaniards were more likely to not spend money for acquiring/listening to 

music due to nobody of them chose the “by paying” channel.  

The analysis of this data is true with a probability of 98.13%. 

Which one of the following 

means do you use most 

commonly to acquire/listen to 

music online? Total sample 

Current situation: 

Student Worker 

Student and 

Worker Unemployed 

Code Categories 

Freque

ncies 

% s/ 

samp

le 

Frequen

cies 

% s/ 

sample 

Frequen

cies 

% s/ 

sample 

Frequen

cies 

% s/ 

sample 

Frequen

cies 

% s/ 

sample 

1 By paying channel                            13 10,83 5 6,67 5 33,33 3 11,54 0 0,00 

2 
Free legal access 

channel                                        
68 56,67 48 64,00 4 26,67 15 57,69 1 25,00 

3 Illegal channel 39 32,50 22 29,33 6 40,00 8 30,77 3 75,00 

 TOTAL 120 
100,0

0 
75 100,00 15 100,00 26 100,00 4 100,00 

Chi-squared with 6 degrees of freedom =  15,2017   (p = 0,0187) 

Table 11. Cross-tabulation between the current situation and chosen cannel for acquiring/listening to 

music in Spain.  

 

Finally, the table 12 is studying the correlation between the monthly incomes at 

home of Spaniards and their choice of the online music channel. Examining this table, 

it can be said that it did not exist a correlation between these two variables due to the 

p-value is too high (0.8053); i.e. the Spaniards’ monthly incomes at home did not 

influence the choice for one channel or other; the money was not the matter to 

understand why they are choosing one channel or other.  
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Chi-squared with 10 degrees of freedom  = 6,1178    (p = 0,8053) 

Table 12. Cross-tabulation between the monthly incomes at home and the chosen cannel for 

acquiring/listening to music in Spain. 

 

4.2.2. Cross-tabulation of Swedish respondents 

The table 13 is analysing the correlation between the genders and the used channel for 

acquiring/listening to music from the Internet. It can be observed that the preferred 

channel by both men and women was the “by paying”.  In the second place, also for 

both genders, it was situated the “free legal access” channel.  Finally, the third 

favourite canal was the “illegal sources”. 

Swedish men were more likely to download music illegally than the women: the 

12’5% of the male of the sample downloaded music front of the 4’17% of the women. 

This analysis has 77’21% of likelihood to be true. 

 

Which one of the 

following means do 

you use most 

commonly to 

acquire/listen to 

music online? Total sample 

Monthly incomes at home: 

Hasta 800€ / 

Up to 6,685 

SEK 

Up to 801€ y 

1600€/ 

Between 

6,686 SEK 

and 13,370 

Between 

1601€ y 

2400€/ 

Between 

13,371 SEK 

and 20,055 

SEK 

Between 

2401€ y 

3200€/ 

Between 

20,056 SEK 

and 26,740 

SEK 

Bewteen 

3201€ y 

4000€/ 

Between 

26,741 SEK 

and 33,425 

SEK 

More than 

4000€/ More 

than 33,426 

SEK 

Co

de Categories 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% 

s/sa

mple 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

1 
By paying 

channel              
13 10,83 3 11,54 2 8,00 2 13,33 2 11,11 1 7,69 3 13,04 

2 

Free legal 

access 

channel                                        

68 56,67 16 61,54 11 44,00 9 60,00 9 50,00 10 76,92 13 56,52 

3 Illegal channel 39 32,50 7 26,92 12 48,00 4 26,67 7 38,89 2 15,38 7 30,43 

 TOTAL 120 
100,0

0 
26 

100,0

0 
25 

100,0

0 
15 

100,0

0 
18 

100,0

0 
13 

100,0

0 
23 

100,0

0 
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Chi-squared with 2 degrees of freedom = 2,9575    (p = 0,2279) 

Table 13. Cross-tabulation between genders and the chosen cannel for acquiring/listening to music in 
Sweden. 

 

The correlation between the age and the channel showed curious results in the table 

14. The “by paying” and “free legal sources” channels increased a 10% from the age 

range of 18-21 to the 26-29 range; whilst the “illegal sources” followed a decreasing 

trend: 20% (18-21), 4’55% (22-25) and 0% (26-29). 

Chi-squared with 4 degrees of freedom = 10,0920    (p = 0,0389) 

Table 14. Cross-tabulation between age and chosen cannel for acquiring/listening to music in Sweden. 

 

As a guess, it can be supposed that over the years people start to earn every 

time more money and one piece of this incomes are destined to “buy music”. 

Which one of the following means do 

you use most commonly to 

acquire/listen to music online? Total sample 

Gender 

Male Female 

Code Categories Frequencies % s/ sample Frequencies % s/ sample Frequencies % s/ sample 

1 By paying channel 60 50,00 22 45,83 38 52,78 

2 Free legal access channel                               51 42,50 20 41,67 31 43,06 

3 Illegal channel 9 7,50 6 12,50 3 4,17 

 TOTAL 120 100,00 48 100,00 72 100,00 

Which one of the following 

means do you use most 

commonly to acquire/listen to 

music online? Total sample 

Age 

Between 18 and 21 Between 22 and 25 Between 26 and 29 

Code Categories 

Frequenci

es 

% s/ 

sample 

Frequenci

es 

% s/ 

sample 

Frequenci

es 

% s/ 

sample 

Frequenci

es 

% s/ 

sample 

1 By paying channel                            60 50,00 12 40,00 36 54,55 12 50,00 

2 
Free legal access 

channel                                        
51 42,50 12 40,00 27 40,91 12 50,00 

3 Illegal channel 9 7,50 6 20,00 3 4,55 0 0,00 

 TOTAL 120 100,00 30 100,00 66 100,00 24 100,00 
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The conclusions of this data are true with a probability of 96’11%. 

According to the showed results in the table 15 of the correlation between the 

level of studies and the used channel any deduction can be made, it means that people 

with different level of studies are using whichever of the three possible channels. 

Moreover, any affirmation that could be made would be certain with a likelihood of 

21’33%. 

Which one of the 

following means do 

you use most 

commonly to 

acquire/listen to music 

online? Total sample 

Studies 

No studies 

Primary 

education 

Until High 

School University 

Master or 

Superior 

Code Categories 

Freque

ncies 

% s/ 

muestr

a 

Freque

ncies 

% s/ 

sample 

Freque

ncies 

% s/ 

sample 

Freque

ncies 

% s/ 

sample 

Freque

ncies 

% s/ 

sample 

Freque

ncies 

% s/ 

sample 

1 
By paying 

channel 
60 50,00 2 100,00 0 0,00 8 44,44 45 52,33 5 38,46 

2 

Free legal 

access 

channel                                        

51 42,50 0 0,00 1 100,00 8 44,44 35 40,70 7 53,85 

3 Illegal channel 9 7,50 0 0,00 0 0,00 2 11,11 6 6,98 1 7,69 

 TOTAL 120 100,00 2 100,00 1 100,00 18 100,00 86 100,00 13 100,00 

Chi-squared with 8 degrees of freedom  = 4,7238    (p = 0,7867) 

Table 15. Cross-tabulation between level of studies and chosen cannel for acquiring/listening 

to music in Sweden. 

 

To comment the obtained results in the table 16 of the correlation between the 

current situation and the used channel would be worthless because the p-value is 0’9, 

it means that all the deductions that could be made would be true with only a 

probability of 10%. 

However, watching the table it could be said that more or less the 50% of each 

“current situation” used the “by paying” channel, the 42’5% the “free legal access” and 

the 7’5% the “illegal sources”. 
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Which one of the following 

means do you use most 

commonly to acquire/listen 

to music online? Total sample 

Current situation: 

Student Worker 

Student and 

Worker Unemployed 

Code Categories 

Frequen

cies 

% s/ 

sample 

Frequen

cies 

% s/ 

sample 

Frequen

cies 

% s/ 

sample 

Frequen

cies 

% s/ 

sample 

Frequen

cies 

% s/ 

sample 

1 By paying channel 60 50,00 32 48,48 12 57,14 16 50,00 0 0,00 

2 
Free legal access 

channel                                        
51 42,50 28 42,42 8 38,10 14 43,75 1 100,00 

3 Illegal channel 9 7,50 6 9,09 1 4,76 2 6,25 0 0,00 

 TOTAL 120 100,00 66 100,00 21 100,00 32 100,00 1 100,00 

Chi-squared with 6 degrees of freedom = 2,2046    (p = 0,9000) 

Table 16. Cross-tabulation between current situation and chosen cannel for acquiring/listening to music 

in Sweden 

 

Analysing the correlation between the monthly incomes at home (table 17) and 

the used channel it can be observed a positive relation between the incomes and the 

“by paying” channel; i.e. having more incomes implies more use of the “by paying” 

channel. It can be observed that in the monthly income range “up to 6,685 SEK” the 

“by paying channel” had a percentage of the 29’63% and in the next range “between 

6,685 SEK and 13,370” the percentage increased to 61’29%.   

The deductions that have been done of this table have a likelihood of 87’35% to 

be true. 
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Chi-squared with 10 degrees of freedom  = 15,1549    (p = 0,1265) 

Table 17. Cross-tabulation between monthly incomes at home and chosen cannel for acquiring/listening 

to music in Sweden 

 

4.2.3. Cross-tabulation of the total respondents 

Examining the relation among the nationality of the respondents and their used 

channel (table 18), it can be mentioned that it existed a depending relation between 

both. As it was said in the analysis of simple tabulation, the trend in Spain was using 

the “free legal access” for listening to online music, whereas in Sweden the trend was 

utilising the “by paying” channel for acquiring it.  

On one hand, it can be guessed that Spaniards were not likely to spend money 

when acquiring/listening to music from the Internet due to the “by paying” channel 

was the least chosen. On the other hand, it can be supposed that Swedes tended to 

use legal sources, both “by paying” and “free legal access” channels, for 

obtaining/listening to online music.  

Which one of the 

following means do 

you use most 

commonly to 

acquire/listen to 

music online? Total sample 

Monthly incomes at home: 

Hasta 800€ / 

Up to 6,685 

SEK 

Up to 801€ y 

1600€/ 

Between 

6,686 SEK 

and 13,370 

Between 

1601€ y 

2400€/ 

Between 

13,371 SEK 

and 20,055 

SEK 

Between 

2401€ y 

3200€/ 

Between 

20,056 SEK 

and 26,740 

SEK 

Between 

3201€ y 

4000€/ 

Between 

26,741 SEK 

and 33,425 

SEK 

More than 

4000€/ More 

than 33,426 

SEK 

Code Categories 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

1 
By paying 

channel                            
60 50,00 8 29,63 38 61,29 8 57,14 2 33,33 2 33,33 2 40,00 

2 

Free legal 

access 

channel                                        

51 42,50 18 66,67 20 32,26 4 28,57 3 50,00 4 66,67 2 40,00 

3 
Illegal 

channel 
9 7,50 1 3,70 4 6,45 2 14,29 1 16,67 0 0,00 1 20,00 

 TOTAL 120 
100,0

0 
27 

100,0

0 
62 

100,0

0 
14 

100,0

0 
6 

100,0

0 
6 

100,0

0 
5 

100,0

0 
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The previous analysis was made with a probability of the 100% to be true, thus 

the p-value is zero.  

 

Chi-squared with 2 degrees of freedom = 51,4388    (p = 0,0000) 

Table 18. Cross-tabulation between nationality and chosen channel for acquiring/listening to music. 

 

The table 19 illustrates the inexistent relation between gender and the choice 

of the online music channel due to the p-value to reject the dependent relation among 

them is 0.815. However, examining the results it can be mentioned that both genres 

were more likely to use the “free legal access” because the 47.37% of men and the 

51.03% of women who answered the questionnaire declared themselves as commonly 

users of it.  

Chi-squared with 2 degrees of freedom = 0,4092    (p = 0,8150) 

Table 19. Cross-tabulation between genders and chosen cannel for acquiring/listening to music. 

 

Which one of the following means do 

you use most commonly to 

acquire/listen to music online? Total sample 

Nationality 

Swede Spaniard 

Code Class Frequencies % s/ sample Frequencies % s/ sample Frequencies % s/ sample 

1 By paying channel 73 30,42 60 50,00 13 10,83 

2 Free legal access channel  119 49,58 51 42,50 68 56,67 

3 Illegal channel 48 20,00 9 7,50 39 32,50 

 TOTAL 240 100,00 120 100,00 120 100,00 

Which one of the following means do 

you use most commonly to 

acquire/listen to music online? Total sample 

Gender 

Male Female 

Code Categories Frequencies % s/ sample Frequencies % s/ sample Frequencies % s/ simple 

1 By paying channel       73 30,42 31 32,63 42 28,97 

2 Free legal access channel                                        119 49,58 45 47,37 74 51,03 

3 Illegal channel 48 20,00 19 20,00 29 20,00 

 TOTAL 240 100,00 95 100,00 145 100,00 
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Moreover, it can be said that their second and third choices were positioned as 

the same way: “by paying channel” and “illegal” sources, consecutively. As a curious 

data, it was observable that the same percentage (20%) of the requested men and 

women were users of the “illegal” sources for acquiring music from the Internet.  

The table 20 is analysing the correlation between age and the most used 

channel for obtaining/listening to music from the Internet, it can be said that all the 

age ranges chose the “free legal access” channel as the most common: more than the 

50% in both age rages 18-21 and 22-25 and more than the 40% in the 26-29 age range.  

Which one of the following 

means do you use most 

commonly to acquire/listen to 

music online? Total sample 

Age 

Between 18 and 21 Between 22 and 25 Between 26 and 29 

Code Categories 

Frequenci

es 

% s/ 

sample 

Frequenci

es 

% s/ 

sample 

Frequenci

es 

% s/ 

sample 

Frequenci

es 

% s/ 

sample 

1 By paying channel                            73 30,42 14 22,58 41 31,06 18 39,13 

2 
Free legal access 

channel                                        
119 49,58 33 53,23 67 50,76 19 41,30 

3 Illegal channel 48 20,00 15 24,19 24 18,18 9 19,57 

 TOTAL 240 100,00 62 100,00 132 100,00 46 100,00 

Chi-squared with 4 degrees of freedom  = 4,0241    (p = 0,4028) 

Table 20. Cross-tabulation between age and chosen cannel for acquiring/listening to music. 

 

However, for establishing the second and the third most used channel it can be 

found differentiations: the 24.19% of the youngest respondents favoured the “illegal” 

channel as the second one, whilst the other two age ranges preferred to utilise the “by 

paying” channel (more than 30% in both age ranges).  

Talking about the third channel, it can be observed that the youngest 

respondent were less likely to spend money for acquiring online music and the older 

ones did not used so much the “illegal” channel for obtaining music from the Internet.  

Taking into account the p-value of the chi-squared, it can be said that the 

previous explanation has a 59.72% of likelihood to be true.  
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According to the results of the correlation between the variables level of 

studies and most used channel, showed in table 21, it can be appreciated that ‘until 

high school’ the three channels was used almost for the same amount of people 

(27’03% by paying, 37’84% free legal access and 35’14% illegal sources).  

Then, in the ‘University’ time people tended more to listen to music from the 

legal access (52,57%) to the detriment of the illegal sources channel (17,71%), 

remaining almost in the same percentage (29’71%) the by paying channel.  

Finally, the results showed that in the stage of Master or Superior the channel 

that increased its percentage was the “by paying” one to the detriment of the other 

two (50% “free legal access” and 12’5% “illegal sources”). 

This affirmations are true with a likelihood of 90’01%. 

Which one of the 

following means do 

you use most 

commonly to 

acquire/listen to 

music online? Total sample 

Studies 

No studies 

Primary 

education 

Until High 

School University 

Master or 

Superior 

Code Categories 

Frequ

encies 

% s/ 

sampl

e 

Frequ

encies 

% s/ 

sampl

e 

Frequ

encies 

% s/ 

sampl

e 

Frequ

encies 

% s/ 

sampl

e 

Frequ

encies 

% s/ 

sampl

e 

Frequ

encies 

% s/ 

sampl

e 

1 
By paying 

channel                            
73 30,42 2 100,00 0 0,00 10 27,03 52 29,71 9 37,50 

2 

Free legal 

access 

channel                                        

119 49,58 0 0,00 1 50,00 14 37,84 92 52,57 12 50,00 

3 Illegal channel  48 20,00 0 0,00 1 50,00 13 35,14 31 17,71 3 12,50 

 TOTAL 240 100,00 2 100,00 2 100,00 37 100,00 175 100,00 24 100,00 

Chi-squared with 8 degrees of freedom = 13,3632    (p = 0,0999) 

Table 21. Cross-tabulation between level of studies and chosen cannel for acquiring/listening to music  

 

Commenting the results of the correlation between the variables current 

situation and most used channel (table 22), it can be appreciated that the most used 

channel when you are student was the “free legal access” (53’9%) whilst for the 
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workers was the “by paying” one (47’22%). Then, analysing the people who work and 

study at the same time the most used channel was again the “free legal access” (50%). 

Finally, of the few unemployed people who were in the data no one of them used the 

“by paying” channel. 

The probability of certain of these deductions is 94’92%. 

Which one of the 

following means do you 

use most commonly to 

acquire/listen to music 

online? Total sample 

Current situation: 

Student Worker 

Student and 

Worker Unemployed 

Code Categories 

Frequen

cies 

% s/ 

sample 

Frequen

cies 

% s/ 

sample 

Frequen

cies 

% s/ 

sample 

Frequen

cies 

% s/ 

sample 

Frequen

cies 

% s/ 

sample 

1 By paying channel 73 30,42 37 26,24 17 47,22 19 32,76 0 0,00 

2 
Free legal access 

channel 
119 49,58 76 53,90 12 33,33 29 50,00 2 40,00 

3 Illegal channel 48 20,00 28 19,86 7 19,44 10 17,24 3 60,00 

 TOTAL 240 100,00 141 100,00 36 100,00 58 100,00 5 100,00 

Chi-squared with 6 degrees of freedom  = 12,5459    (p = 0,0508) 

Table 22. Cross-tabulation current situation and chosen cannel for acquiring/listening to music. 

 

The table 23 is showing the data obtained of the correlation between the variables 

monthly incomes at home and most used channel. It can be mentioned that people 

with incomes up to 800€/6,685 SEK was more likely to use the “legal access sources” 

(64’15%). However, the people with incomes between 801€ and 1600€/6686 SEK and 

13370 SEK tended to use the “by paying” one the most. Then, since this range of 

incomes the trend was surprisingly the “free legal access” to the detriment of the “by 

paying”. Finally, it has to be commented that the “illegal sources” channel ranked the 

third position in almost all the incomes range. Surprisingly, they were in the second 

position in ranges of high incomes.  
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Which one of the 

following means do 

you use most 

commonly to 

acquire/listen to 

music online? Total sample 

Monthly incomes at home: 

Hasta 800€ / 

Up to 6,685 

SEK 

Up to 801€ y 

1600€/ 

Between 

6,686 SEK 

and 13,370 

Between 

1601€ y 

2400€/ 

Between 

13,371 SEK 

and 20,055 

SEK 

Between 

2401€ y 

3200€/ 

Between 

20,056 SEK 

and 26,740 

SEK 

Between 

3201€ y 

4000€/ 

Between 

26,741 SEK 

and 33,425 

SEK 

More than 

4000€/ More 

than 33,426 

SEK 

Code Categories 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

Frequ

encie

s 

% s/ 

samp

le 

1 
By paying 

channel  
73 30,42 11 20,75 40 45,98 10 34,48 4 16,67 3 15,79 5 17,86 

2 

Free legal 

access 

channel                                        

119 49,58 34 64,15 31 35,63 13 44,83 12 50,00 14 73,68 15 53,57 

3 
Illegal 

channel  
48 20,00 8 15,09 16 18,39 6 20,69 8 33,33 2 10,53 8 28,57 

 TOTAL 240 
100,0

0 
53 

100,0

0 
87 

100,0

0 
29 

100,0

0 
24 

100,0

0 
19 

100,0

0 
28 

100,0

0 

Chi-squared with 10 degrees of freedom  = 25,8941    (p = 0,0039) 

Table 23. Cross-tabulation between monthly incomes at home and chosen cannel for acquiring/listening 

to music. 
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5. ANALYSIS  

The goal of this part of the thesis is to compare the results of this thesis with the 

previous studies and check if it exists coincidence between them. 

First of all, Kotler et al. (2008) affirmed that customers before to begin one 

procurement process they feel a privation of something, i.e. a need. Then, this need is 

converted in a want and finally this want is going to transform in a demand of 

whichever good/service.  Supporting this theory, Walsh et al. (2003) mentioned in 

their model that consumers have to identify a need of music which finally is going to 

become a demand of it.  

The insurance questions of the questionnaire had the aim to identify if the 

respondents had usually a need of online music. The 100% of them, both in Spain and 

in Sweden, answered affirmatively to these questions: Do you often listen to music?, 

Do you have Internet connection?, and, Do you use Internet to acquire/listen to music? 

Thus, all of them initiated the online music procurement process because their answer 

was ‘yes’, as Kotler et al. (2008) and Walsh et al. (2003) said. 

According to Hawkins et al. (2003) when people recognise the need that they 

want to fulfil they seek information about it in order to know and compare the 

different options. Walsh et al. (2003) numbered seven main different sources of music 

information: Radio, TV, Magazines, Concerts, Internet, Friends and Disco. 

Regarding to the music information sources, the respondents had to select the 

three means, between the sources that Walsh et al. (2003) defined, that they used the 

most to get information about music. Moreover, the authors of this thesis added the 

option ‘Others’ to figure out if nowadays the previous list has changed. The obtained 

results showed that in both countries the most common means were: Radio, Internet 

and Friends and the option ‘Others’ was the less chosen. 

According to Walsh et al. (2003) model, once the information about music is 

obtained, the next step is the decision of the channel for acquiring/listening to music. 

As it was explained in the frame of reference before, nowadays there are three types 

of channels to acquire/listen to music from the Internet: “by paying”, “free legal 
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access” and “illegal sources”. Meisel and Sullivan (2002) mentioned that the music 

industry was suffering a crisis since the creation of the Internet due to people could 

obtain music illegally. That is why music industry wanted to erase this kind of 

distribution, so the market had to reinvent the way of supplying music. Casadesus-

Massanell and Hervas-Drane (2010) said that one of the initiatives that the music 

industry implemented was the creation of channels where consumers could buy music 

online. However, Bustinza et al. (2013) defended that since that moment there were 

two ways of acquiring music from the Internet and that propitiated two kinds of 

consumers: those who downloaded music illegally and those who were not 100% 

satisfied with the legal mechanisms for acquiring music. Thus, taking into account the 

proposition of Meisel and Sulivan (2002), a new online music distribution channel 

appeared: the free legal access, where people could listen to music legally and freely.  

Talking about which one of the online music channels is the most used 

nowadays, the results were quite different in both countries. In Spain the most used 

canal was the ”free legal access”, followed by the illegal sources and in the last 

position it was the ”by paying” one. However, in Sweden the most popular was the “by 

paying”, then the “free legal access” and after the “illegal sources”. Thus, it can be 

perceived that in both countries the two legal ways to acquire/listen to music are the 

favourites in detriment of the illegal one. Therefore, it can be appreciated in the 

results that the reinvention of the distribution channels of the music industry has 

worked out. 

However, according to Walsh et al. (2003) not only the efforts of the marketers 

are influencing the channel choice. Consumers are affected by individual 

characteristics (socio-demographic traits and music relevant traits) and situational 

variables.  

Solomon et al. (2006) mentioned that the consumer behaviour might be 

influenced by socio-demographic variables such as gender, age and social class 

(income, education and current situation). It means that differences could be 

appreciated in the behaviour of the consumers depending on each one of the factors 

and in this research and it has been so for this research: 
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 Gender  

In Spain it can be observed that males and females have ranked in the same way the 

different online music channels. However, there were more males than females using 

the “by paying” channel and more females than males using the “illegal sources”. In 

Sweden, it occurred the same: they ranked in the same way the distribution channels 

but there were more females paying for the music and more males using the illegal 

sources. In contrast to the explanation of Walsh et al. (2003), it can be mentioned that 

Spanish women were more likely to download music illegally than Spanish men and, 

although the number of men was lower, there were more men than women who 

favoured to pay for acquiring online music. In Sweden, the mentioned relation by 

Walsh et al. (2003) about gender and using illegal sources is fitted with the obtained 

results.    

 Age 

In Spain, the people between 18 and 25 years behaved similarly using more the “free 

legal access” and the “illegal sources”; whilst young Spaniards between 26 and 29 

years preferred the use the three channels in almost the same proportion. Then, in 

Sweden, it can be observed that at the same time that the age increased, the use of 

the illegal sources decreased. This explanation was just the opposite to the research of 

Walsh et al. (2003); they mentioned that the illegal user profile tended to be young, 

and according to the collected data for this thesis, in Spain the illegal downloader was 

predisposed to be older; however, once again in Sweden the results agreed with Walsh 

et al. (2003).   

 Level of studies 

In Spain it can be clearly observed that people with a high level of studies were less 

likely to use the “illegal sources” for acquiring music in favour of the legal ones. In 

Sweden, it happened exactly the same than in Spain.  

 Current situation 

In Spain, depending on their current situation people did not behave in the same way 

and followed no patron, e.g. students are more likely to use the “free legal access” and 
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workers the “illegal sources” and “by paying”. In Sweden, the workers favoured the 

“by paying” more than the others ones.  

 Incomes 

In both countries it did not exist a clear trend between the incomes and the chosen 

channel. For example, people with huge incomes kept using the “illegal sources”.  

Music relevant traits are also drivers of the selection of the online music 

channel. Between them it can be found: involvement, music genre, expertise and 

perceived risk. (Walsh et al. 2003) 

 Involvement 

 It was asked to the respondents if they liked to be updated with the latest music 

trends in order to know if they were involved with the music. According to Walsh et al. 

(2003) people who participate in the music procurement process normally liked to be 

involved with the music. Both countries presented a similar result: more than the 60% 

of the people declared themselves aware of music news.  

 Music Genre 

Santini (2011) said that music genres influence the way to distribute and produce 

music. It means that different music genres are consumed in each channel. On one 

hand, the results of this thesis for Spain did not support this theory: the same three 

music genres (Pop, Rock and Indie) were the most popular in whichever of the 

channels. On the other hand, in Sweden they did: the most common listened genres 

(Rock, Electronic and Pop) are not the same in comparison with the most common 

purchased/downloaded genres (Rock, Pop and Hip-Hop). 

 Expertise 

Montoya-Weis et al. (2003) affirmed that the level of expertise of the consumers in 

one online music channel was a conditioning when they choose it. Corroborating this 

theory, almost the 100% of the respondents considered easy to utilise their favourite 

canal.  
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 Perceived risk 

Forsythe and Shi (2003) mentioned that the Internet browsers (users of free legal 

access and illegal sources) notice a higher risk than the Internet shoppers (consumers 

of the by paying channel). According to the data, this theory is not fulfilled in the music 

industry due to the assessments of the risk of every channel showed how people did 

not perceive as risky anyone of them.  

According Walsh et al. (2003), situational variables also affect the consumer 

behaviour in the procurement of online music; some of them are: time pressure, 

convenience and range of products.  

 Convenience 

Jiang et al. (2013) affirmed that online services are identified as convenience due to 

the facilities for the consumers. The 90% of the Spanish respondents considered that 

the convenience is ‘Very important’ and ‘Important’ factor to acquire/listen to online 

music; whilst in Sweden, the 70% considered it so. Thus, the results of this thesis 

supported the statement of Jiang et al. (2013). 

 Range of products 

According to Anderson (2004) said that Internet market offers a broad range of 

products that the physical one and as Gaffney and Rafferty (2009) said, this 

characteristic is well assessed by the consumers. The 87’5% of Spaniards and the 61% 

of the Swedes measured ‘Very important’ and ‘Important’ this feature. Hence, it can 

be said that the results fitted with the Anderson’s (2004) and Gaffnet and Rafferty’s 

studies. 

 Time pressure 

Duncan and Capella (1995) mentioned that people that undertake one procurement 

process appreciate go through it in the minimum possible time. In Spain almost the 

90% of the respondents assessed the speed of the online channels as ‘Very important’ 

and ‘Important’, whilst in Sweden the 61’6% assessed it so. Therefore, the data 

collected for this thesis agreed with the Duncan and Capella (1995) concept.  
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Once, all the factors mentioned before have influenced the consumer in the 

procurement process of music, they consume it. There are different ways to consume 

the music: stationary vs. mobile, single vs. groups and private vs. public (Walsh et al. 

2003). The collected data of this thesis showed that in Spain more than 50% of young 

people of the sample answered that they are ‘indifferent’ to the classification of music 

consumption of Walsh et al. (2003), e.g. they did not care to listen to music stationary 

rather than mobile. However, in Sweden, it resulted that the respondents preferred to 

listen to music privately rather than in public; the other two ways of consumption 

were assessed as ‘indifferent’ for more than the 50% of the respondents.  

According to Hawkins et al. (2006) after the procurement process, it exists an 

evaluation, i.e. the post-procurement process, by the people who went through it. 

Kotler et al. (2008) said that this evaluation could be positive or negative. Almost the 

100% of respondents of both countries and each channel were satisfied with the 

online music procurement process.  
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6. CONCLUSION 

6.1. Conclusion 

In the conclusion, according with the purpose of this thesis, an analysis of the 

similarities and differences between Spain and Sweden and a socio-demographic 

consumer profile of each channel are going to be developed. 

Taking into account of the empirical data, it can be observed that there are 

more resemblances than differences between Spain and Sweden. 

Both countries agreed in that they liked to be updated with the latest music 

trends, they used radio, Internet and friends as sources for obtaining information 

about music and they did not care about if they have to listen to music stationary or 

mobile and singly or in groups.  

However, some differences between Spain and Sweden existed. In Spain, the 

online music channel is well assessed in comparison with the offline one by almost all 

the respondents; whilst in Sweden, despite of also being well considered there were 

more Swedes that did not perceive chances when using the online channel. Although 

the respondents of both countries agreed in two ways of consume the music as it was 

mentioned before, they differed in one: the Swedish respondents preferred to listen to 

music privately rather than in public places whereas that the Spaniards said that it was 

indifferent to them.  

The most important difference between countries was the used online channel 

for acquiring/listening to music. The ranking of online music channels of the Spanish 

respondents was: “free legal access”, “illegal sources” and “by paying”. In Sweden, the 

respondents ordered them in the next way: “by paying”, “free legal access” and “illegal 

sources”. Then, the similarities and the differences between the users of the countries 

of each channel are going to be explained. 

At the “by paying” canal, the Spaniards and Swedes respondents coincided in to 

assess as important the following characteristics of it: legitimacy, best music quality 

and having enough money to use it. Also, it was considered for them as easy, not risky 

and satisfactory. Moreover, the respondents who used this channel declared 
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themselves as secondary users of the free legal access channel. However, the most 

buying genres were not the same in both countries: Pop, Rock and Hip Hop were 

favoured by the Swedish respondents, whilst Pop, Rock, Electronic and Indie were the 

preferred by the Spaniards. In addition, while the Swedish interviewees only used 

Spotify for buying music from the Internet, the Spaniards besides using Spotify also 

used iTunes.  

Regarding to the “free legal access” channel Swedes and Spaniards respondents 

only disagreed on the music genres which they consumed through this canal: in Spain 

the favourite genres were Pop, Rock and Indie and in Sweden were Rock, Electronic 

and Pop. Nevertheless, they coincided on many things. It was appreciated for them as 

very important that this channel was free, faster than the other ones and also allow 

easily discover new music. Moreover, this canal was perceived as easy, not risky and 

satisfactory. Also, Spotify, YouTube and GrooveShark were the favourite sources for 

listening to music from the Internet. Finally, the second channel most used by free 

legal access users was the illegal one.  

In the “illegal channel” the respondents of both countries agreed when 

assessed the following characteristics of this channel: it was free, easy and enabled 

acquiring music with enough good quality. The process of downloading music illegally 

was considered satisfactory. The second favourite channel was the “free legal access” 

for the users of the illegal one.  Then, there were some differences among the 

Spaniards and Swedes respondents. The most downloaded music genres in Spain were 

Pop, Rock and Indie whereas those in Sweden were Pop, Rock and Hip Hop. In spite of 

the same sources for downloading music were the same in both countries the usage 

rate was not the same: in Spain the most common were Ares and MP3 converter pages 

and in Sweden were BiTorrent and eMule. Finally, Spaniards considered this channel 

not risky while in Sweden half of the respondents considered it risky and the other half 

did not.  

Since here it has been explained the main objective of this thesis. However, 

with the information that has been collected it can be developed a socio-demographic 

profile of each one of the channels for each one of the countries.  
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Thus, according to the results, the by paying user in Spain tended to be male, 

between 26 and 29 years, worker and with a master o superior education. The free 

legal access user inclined to be of both genders, between 18 and 25 years and, student 

and with an education level of university.  Finally, the profile of the illegal downloader 

was female, of any age between 18 and 29, unemployed and with an education level of 

high school.  

Then, in Sweden, according to the data collected the next profiles were given. 

For the by paying channel, the users were likely to be female, between 22 and 29 and 

with incomes between 1601€ and 2400€. The free legal access profile was made up by 

both genders, between 26-29 and with incomes up to 800€. To end, the profile of the 

Swedish illegal downloader tended to be male, between 18-21 and with incomes 

between 801€ and 1600€.  

The limitations for this thesis were that the respondents were young online 

music consumers between the age of 18 and 29. Moreover, the study was only focus in 

two countries, Spain and Sweden, being the questionnaire only answered online and 

by Google Docs. Then, only 120 valid questionnaires were collected in each country. 

Finally, the questionnaire had to be translated into Spanish for a better comprehension 

of it due to the low level in English of Spaniards and the Swedish version of the 

questionnaire took into account the differences of currency and the name of the 

different level of studies.  

6.2. Implications 

As it was explained before, the current music industry was concerned about the 

increasing use of the illegal sources for obtaining music from the Internet. This fact 

provoked that the offline channel became almost obsolete to distribute music and the 

creation of news online channels to do it: the by paying and the free legal access 

channels.  

With this research it has been observed, at least in Spain and Sweden, that the 

online music consumers preferred to utilize the two legal channels for 

acquiring/listening to music from the Internet as the main ones. However, there are 
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still many users who use illegal sources for obtaining online music, either as primary or 

secondary canal. Therefore, music companies should keep trying to erase completely 

the illegal downloaders due to they gain nothing from them.  

These companies could take into account the results and conclusions of this 

thesis in order to understand the users of the three online channels, try to maintain 

the legal users and attract the illegal ones. As a recommendation they could use the 

three main information founts where the consumers often get information about 

music: Radio, Internet and Friends.  

Moreover, music companies could use the information of this thesis and the 

developed profiles to target concrete markets and lead their marketing strategies 

towards them.  

Finally, this study could be also useful for the offline music companies. They 

could use this information to enhance their strategies and try to make attractive once 

again their product.  

6.3. Further studies 

The music procurement model of Walsh et al. (2003) was affected by socio-

demographic traits, which are also included in the consumer behaviour theory. This 

study was only focused on young people between 18 and 29 years old and who lived in 

Spain or Sweden. That is why other researches could be done taking into account 

another age range and another geographic situation. 

Moreover, the consumer behaviour theory includes more influential variables 

which could be affect the music procurement process and which have not been bear in 

mind, such as motivational and personality factors. Besides, others models instead of 

the one of Walsh et al. (2003) could be useful to make a research of a related topic.  

The information of this thesis could be useful as a base to make a causal study 

of this topic to gather information for establishing hypothesis and, for example to seek 

a causal-effect relationship between the chosen channel and the reasons why they 

have chosen it.   
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Appendix 1. Model of music procurement behaviour.  
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Appendix 2. Questionnaire.  

1. Do you often listen to music? 

o Yes o No 

2. Do you have an Internet connection? 

o Yes o No 

3. Do you use Internet to acquire/listen to music? 

o Yes o No 

4. When you acquire/listen to music from the Internet, what is the importance 

given to each of these factors? Tick your assessment for each of them: 

 

5. Do you appreciate being updated with the latest musical trends? 

o Yes o No  

 

6. Tick 3 of the following means from which you most often get information about 

music: 

o Radio 

o TV 

o Magazines 

o Concerts 

o Internet 

o Friends 

o Disco 

o Other 

 

7. Which one of the following means do you use most commonly to acquire/listen to 

music online. 

o I pay per song/album (e.g.  iTunes) and/or I pay a monthly subscription on 

music applications (e.g.  Spotify Premium) (Pass to question 8) 

o I use applications/websites for listening to music directly without having to 

pay/download (e.g. YouTube) (Pass to question 15) 

o I use servers/websites to download music without paying for after to be able 

listening to music without being connected to the Internet (e.g. Ares, eMule, 

Torrent, converter pages, etc.) (Pass to question 22) 

 

 Not 
important 

Slightly 
important 

Indifferent Important Very 
important 

Price      
Convenience      
Major music offerings      
Speed      
It is easier to manage my 
music (i.e. creating playlists, 
putting music on mobile 
phones, creating CDs, etc.  
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BY PAYING CHANNEL 

8. Evaluate by degree of importance from 1 to 4 the following reasons why you buy 

music from the Internet, being 1 the highest score and 4 the lowest: 

 

 1 2 3 4 
Because it is legal     
Because I can acquire the best music quality     
Because my income lets me afford it     
Others     

 

9. Select the three musical genres that you buy the most from the Internet: 

o Pop 

o Rock 

o Electronic 

o Heavy metal 

o Indie 

o Reggaeton 

o Hip-hop 

o Classical music 

o Reggae 

o Punk 

o Others 

 

10. Do you think it is easy to buy music from the Internet? 

o Yes o No 

 

11. Do you think it is risky to buy music from the Internet? 

o Yes o No 

 

12. From where on the Internet do you buy music the most? 

o iTunes 

o Spotify  

o Just Music 

o Legal Sounds 

o MP3 Skyline 

o Others  

 

13. After buying music from the Internet, do you tend to be satisfied? 

o Yes o No  

 

14. Although you usually buy music online, do you use the other systems ever? 

o Yes, I also use websites to listen to music. 

o Yes, I also download music without paying. 

o Yes, I also use the both above. 

o No, I do not use them. 

(Pass to the question 29) 
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FREE LEGAL ACCES CHANNEL 

15.  Evaluate by degree of importance from 1 to 4 the following reasons why you listen 

to music from the Internet, being 1 the highest score and 4 the lowest: 

 1 2 3 4 
Because it is faster than 
downloading/buying it 

    

Because it is free     
Because it is easier to discover new music     
Others     

 

16. Select the three musical genres that you listen to the most from the Internet: 

o Pop 

o Rock 

o Electronic 

o Heavy metal 

o Indie 

o Reggaeton 

o Hip-hop 

o Classical music 

o Reggae 

o Punk 

o Others 

 

17. Do you think it is easy to listen to music from the Internet? 

o Yes o No 

 

18. Do you think it is risky to listen to music from the Internet? 

o Yes o No 

 

19. From where on the Internet do you listen to music the most? 

o Youtube 

o Spotify 

o Grooveshark 

o Deezer 

o Mucelli 

o Others 

 

20. After listening to music online, do you tend to be satisfied? 

o Yes o No  

 

21. Although you usually listen to music online, do you use the other systems ever? 

o Yes, I also buy music from the Internet. 

o Yes, I also download music without paying. 

o Yes, I also use the both above. 

o No, I do not use them. 

(Pass to the question 29) 
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ILLEGAL SOURCES 

22. Evaluate by degree of importance from 1 to 4 the following reasons why you 

download music from the Internet, being 1 the highest score and 4 the lowest: 

 

 

 

 

23. Select the three musical genres that you download the most: 

o Pop 

o Rock 

o Electronic 

o Heavy metal 

o Indie 

o Reggaeton 

o Hip-hop 

o Classical music 

o Reggae 

o Punk 

o Others 

 

24. Do you think it is easy to download music from the Internet? 

o Yes o No 

 

25. Do you think it is risky to download music from the Internet? 

o Yes o No 

 

26. From where on the Internet do you download music the most? 

o Ares 

o eMule 

o MP3 Converter Websites 

o BiTorrent 

o Soulseek 

o Others  

 

27. After downloading music online, do you tend to be satisfied? 

o Yes o No 

 

28. Although you usually download music online, do you use the other systems ever? 

o Yes, I also use websites to listen to music. 

o Yes, I also buy music from the Internet. 

o Yes, I use both the above options. 

o No, I do not use them. 

 

 

 1 2 3 4 
Because it is free     
Because the musical quality is 
good enough 

    

Because it is easy to do it     
Others     
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SOCIO-DEMOGRAPHIC 

 

29. Indicate to what extent are you agree with the following statements: 

 I agree Indifferent I disagree 

I prefer listen to music quietly at home rather than 
when I am out (i.e. doing sports, in the car, etc.) 

   

I prefer listen to music alone rather than with other 
people 

   

I prefer listen to music privately rather than in 
public places 

   

 

30. Nationality 

o Spaniard o Swede 

 

31. Gender: 

o Male o Female 

 

32. Age: 

o Between 18 and 21 

o Between 22 and 25 

o Between 26 and 29 

 

33. Education level 

o No education 

o Primary education 

o Until High school education 

o University education 

o Master or Superior 

 

34. Current situation 

o Student 

o Worker 

o Student and worker 

o Unemployed 

 

35. Monthly incomes at home: 

o Up to 800€ 

o Between 801€ and 1600€ 

o Between 1601€ and 2400€ 

o Between 2401€ and 3200€ 

o Between 3201€ and 4000€ 

o More than 4000€ 



 

Cristina	  Crespí	  Lozano,	  Spanish	  student	  at	  Balearic	  Islands	  
University.	  

	  
Antoni	  Salort	  Domingo,	  Spanish	  student	  at	  Balearic	  Islands	  

University.	  
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