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Preface 

This bachelor dissertation were written in Copenhagen and at Halmstad Universtiy during 
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and last but not least Klaus Solberg Søilen for inspiration and advice. 

My hope for this study is to shine a light on how people actually wants to use music 

streaming services. 

Billy Nilsson, Halmstad, May-2015 
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Abstract 

While the music business finally is starting to turn into a profitable market again, and the 

streaming services are seen as one of the main saviours they seem to struggle turning their free 

users into paying customers, and thereby making a profit. The freemium business model where a 

small percentage of paying customers are supposed to finance the whole service, and thereby the 

free customers, does not cut it and services are struggling turning a profit. The first part of this 

study is a function mapping of existing music streaming services, which presents a new view on the 

functions of music streaming services. The second part is a quantitative survey based on the 

function mapping, and studies the usage of said functions. This study shows that many of the 

functions offered by the services are not used by a majority of the users. Even tough previous 

research about music consumption and streaming services suggests that some functions are 

demanded, this study suggests otherwise. In addition the author suggests a new streaming service 

based on the results of the survey. 

Keywords: music, music streaming services, premium fit, freemium 
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1. Background of the study 

The music industry has in later years been struggling to turn constantly decreasing revenues 

into a positive trend. Turning from a product business to a service business turned out harder than 

expected (Fox, 2004). One of the biggest reasons is deemed by many as the activity of illegally 

downloading music of the internet, called music piracy. In 2009, 95% of the downloaded music files 

on the internet were classified as illegal file-sharing (Dilmperi, King & Dennis, 2009). By turning 

these music pirates into legal music consumers by offering them legal options where the pirates are 

most active, the music industry could start gaining revenue on these consumers instead of losing. 

After numerous years of decreasing numbers 2012 finally became the year when the industry started 

to experience some growth again, 0.3% (IFPI.org). There has been a lot of studies made on the 

subject where as the internet would be the media that would come and save the whole music 

industry. In 2013 the digital music sales stands for 39% of total revenue for the music industry 

(IFPI.org). McCourt & Burkart (2003) were certain of that the music industry would survive if they 

would start using the internet as their new channel for selling their product. A subscription-based 

model were suggested, alas it already existed in some forms as early as 2001, and these systems 

could increase the record companies revenues. This study will focus on the somewhat more modern 

term of ”streaming” music. Streaming is defined as having access to music while not owning it. 

Streaming today consists of two different business models, one where you gain free access to the 

content of the service but instead regularly get exposed to advertisement of different kinds, and the 

second is a payed, ad-free subscription. These two subscriptions combined is referred to as  a 

freemium business model. In 2012 streaming represented 90% of the digital music sales in Sweden. 

(Nguyen, Dejean & Moreau, 2013). Warr & Goode (2011) means that the best outcome for record 

companies would be to start exploring new channels to gain revenue from more sources than just 

selling records. By licensing their music catalogue to streaming services revenues should go up. But 

on the other end of the line are the companies that offers these services to both record companies 

and consumers. 

Most of the studies made on the subject of digital and streaming music is about how the 

record companies can make profit of these different services, how much a consumer is willing to 

pay for streaming music or how the artist could reach new listeners. No previous studies, known to 

the author, has studied what the streaming services offer and a even more important question, why 

they are offering it. Many of the services today are constantly evolving and the developers are in 

each new version adding, or removing, more functions to the applications. This study will not focus 
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on the pricing of music streaming but rather on functionality where a new definition of functions 

will be made, and provide ground for further studies researching if functions can turn free users into 

paying users. A Spotify subscription today costs 10$ per month. According to Spotify’s own 

numbers a average Spotify customer contributes about 3$ (spotifyartists.com). Spotify has a 15% 

conversion rate where free users becomes paying customers (Wagner, Benlian & Hess, 2013), a 

number that needs to increase since the paying customer of today does not contribute enough for the 

service to make a profit. 

2. Definitions 

Music streaming  - using a service to gain access to a song without owning 

      it 

Music streaming service - the service that provides the record companies and the 

      consumers with the ability to stream music 

Premium fit   - how much the free version and the premium version 

      shares in functionality and content, a high premium fit 

      means no or small differences 

Freemium   - a business model where a free ad-based option is  

      offered as well as an paid version 

3. Problem statement 

The companies offering streaming services is facing one major problem, turning a 

profit. For example, in 2013, Spotify made a loss of approximately 900 million SEK (Spotify 

Annual Report, 2013). This study will  conduct a complete mapping of existing services where the 

functions of the services will be looked at in a new way. Functionality will focus on actual functions 

rather than, what the author of this study, calls content, for example the size of the services’ library 

and the quality of the audio. The mapping is made as a ground for this study’s quantitative survey. 

The survey aims to answer two questions. The first question is which functions that are used by the 
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respondents. The second is posed by Wagner, Benlian & Hess (2013), can a decreased premium fit 

turn a free user into a paying customer? 

4. Methodology 

This study consists of three parts. The first part mapped what the major streaming 

services actually were offering. Not measured in subscription costs, size of the  music catalogue or 

audio quality, which is the most common way to compare streaming services, but in functions. 

Functions were defined as the different ways to use the service, for example searching for tracks or 

creating your own playlist. The second part of the study were made up of a survey based on the 

mapping made on the functions of the streaming services. The survey focused on which functions 

that are used by the respondents. The third part consisted of a comprehensive analysis of the two 

previous parts.  

4.1 Sampling 

When choosing which services to map four criteria were set up to ensure an even 

sample. The first criteria were that the services should be considered as legal, since some services 

allows users to upload copyright protected material without the copyright owner’s permission, for 

example Grooveshark, these services were left out of the mapping. The second criteria were that the 

service offered a web or desktop platform, this criteria were used to simplify the mapping and 

because the desktop or web versions often offered the most functions. The third criteria were that 

the streaming service would focus purely on music, considering this criteria video services such as 

YouTube and Vimeo were left out of the sample. The fourth and last criteria were that the service 

offered a freemium business model, that is why services as Tidal are left out.  

The sample for the survey were made up of people that in someway were using a music 

streaming service regularly. Since the survey was based on an internet platform the survey were sent 

out on different social media networks and relevant forums. No demographic variables were 

implemented in the survey. 



�8

4.2 The mapping 

The first part of the mapping consisted of finding the services that are available for 

users, limited to services that offers a platform for computers, since the computer-based platforms 

often offers more functions than the mobile applications. When all the services for the mapping 

wore found, each of the services were examined and the functions offered by the service were  

mapped. With functions this article focused on what the software offers the consumer in ways of 

usability. From basic functions as search for tracks and store them in playlists to somewhat more 

complex functions like, recommendation systems, that in some cases may be unique for just one 

streaming provider. The mapping were not made with an operational view, which is focusing on 

what is happening, under the hub, when you as a consumer are using the software, but instead the 

functional and physical view, what does the service offer in terms of usability and how does it look? 

(Defense Acquisition University Press, 2011). When the functions of the streaming services had 

been mapped the article tried to gain more knowledge about both the technique behind the function 

but mainly why it is offered. By learning more about each function the authors later can come to 

more relevant conclusions regarding each separate function. The mapping were summarised using a 

grid where the services are listed on the y-axis and the functions on the x-axis. When a function is 

included in the service it was marked with a x. This mapping could also serve as a stand alone 

service recommending a user’s service of choice based on which functions he or she prefers, by 

combining this with the traditional criteria like sound quality, pricing and premium fit (d’Astous & 

Landreville,  2003).  

The main thing that was missing to conduct this study were an extensive mapping over 

the functions of existing services. When comparing streaming services the focus often lies on the 

monthly cost, the quality of the audio and how many songs the service’s library consists of. To 

conduct the quantitative survey a mapping of the functions, and not the content, of the services 

needed to be done. The mapping was made with the service most known to the authors, in this case 

Spotify, to explore all the different functions and gain a foundation for the mapping. Since a music 

streaming service consists of many functions a categorisation of said functions were in order to 

make both the mapping of the functions and the forthcoming survey more perspicuous. The 

functions were grouped into five different categories: playback functions, playlist functions, social 

functions, editorial functions and radio functions. After that an additional 13 services were looked 

through and some functions were added. The additional services were: 8tracks, Aupeo!, Deezer, 

Earbits, Google Play, Jango, Last.fm, Napster, Sony Music Unlimited, Rdio, Shuffler.fm, 
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Soundcloud and WiMP, now known as Tidal. Even tough the mapping is of the subjective kind it 

provided a much needed ground for the study. The authors of this study hope that the mapping will 

be used as a foundation for comparisons of music streaming services and also as an inspiration for 

creating similar mappings of other digital services. An important note to be made is that functions 

can be added to the mapping at a later time. 

4.3 The Survey 

The survey were based on the examined services and their functions. The respondent 

were asked some basic question about their usage of music streaming services. Later the respondent 

also answered on which functions they are using in their service of choice. 

4.4 The Analysis 
  

With the intelligence gathered from the literature review and the survey an analyse were 

conducted. From the service mapping the different services were categorised for an easier overlook, 

and then relevant theories were applied to each function and category. 

4.5 Biases 

One bias the sampling design is that most of the respondents will be somewhat linked to 

the author’s personal network. This bias will be accepted by the authors but also time will be put in 

to spread the survey as much as possible on different social networks and forums. Much effort will 

be put into the survey to reduce all possible biases linked to time and language. The survey will be 

designed in such manner so it both will be seen as interesting and that by participating, the 

respondent will contribute to the study. The functions will be named in a way so that by just reading 

the name of the function the respondent will understand what the function consists of, by doing this 

we will reduce any biases linked to long descriptions that may cause the respondent to lose interest. 

The search term ”Springsteen” will be used when exploring the services, this to reduce any biases 

related to using different search terms and thereby ensuring that similar results will be reached. 

Another bias were the fact that the mapping of services may be seen as to subjective, but since there 

is no previous work done on analysing streaming functions this was the best way to carry out the 

studies. 
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5. Theoretical framework 

5.1 Functions 

Software design can be defined as a process where designers chooses which elements 

that will fulfil the customer requirements in the most effective way. To find out which functions said 

requirements consists of, a requirement analysis is made. Software requirements can be categorised 

as: functional requirements, which this study will focus on, performance requirements, external 

interface requirements and design constraints (Thayer, 2007). 

A software requirements specification (SRS) should help customers to describe what 

they expect of a software and help the developer to understand the customer. A SRS should contain 

a complete description of what functions the customer expects and for this study the question of 

functionality is the most important (Institute of Electrical and Electronics Engineers [IEEE], 1998). 

This study will concentrate on the output of the systems engineering process called the 

functional view. The functional view focuses on what the system must do and there for which 

functions it should consist of (Defense Acquisition University Press, 2001). By using these 

definitions of functions a categorisation will be made by the authors of this study. The 

categorisation will later work as a foundation when constructing the quantitative survey. It is also 

important to remember that users have heterogenous preferences in many situations regarding music 

streaming services (Lyons, Messinger, Nio & Stroulia, 2012). 

H1a. The mapping of different services for music streaming will show similarities between  

services. 

There is only so many ways you can develop a music streaming service, and since the 

customers have similar needs some services will share a lot of functions or maybe even be identical. 

H1b. We can map music streaming services into groups which are convenient for the 

survey. 

By grouping services, a wider understanding regarding which type of services are offering 

which functions can be made. This for easier creating a suggestion system based on the mapping. 
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5.2 Users 

The internet has long been described as one of the few possibilities that could stop the 

record industry from vanishing completely, and subscription based streaming services has since 

long been seen as one viable saviour. When discovering new music the internet has been the main 

channel for some time now (Warr & Goode, 2011). While the internet also turned ordinary music 

listeners into dangerous music pirates that slowly are stealing music for free than using the internet 

to buy music through legal and profitable services. Pirates is either seen as savers, a person who 

thinks that music online is to expensive, or a sampler, a person who first download, tries it on an 

illegal service, then buys the music file from a legal service. A study of music pirates showed that 

almost everybody in the study would like to use free streaming services, but very few are willing to 

pay for it. A strong attitude against the classical definition of functions, for example sound quality, 

does not increase willingness to pay either. Although recommendations based on your listening and 

the fact that music streaming is a legal alternative have some influence on the willingness to pay 

(Dörr, Wagner & Hess, 2013). Today most music streaming services offers a free version where 

users instead regularly are exposed to advertisement under and between songs and sometimes the 

free version does not offer all the functions that the paid, premium version, do. This business model 

are called freemium, where the paying users finance the free users. However this has nor turned out 

as well as planned since streaming services are facing problems turning a profit. The problem that 

most music streaming services faces today are converting free users to the paid version of their 

service. If the functions of the free version are very similar to the paid one users may gain a positive 

attitude towards the paid version (Wagner, Benlian & Hess, 2014). Social recommendations for 

finding new music is a factor that could influence music consumption positively and also influences 

concert attendance for national and international acts (Nguyen et al., 2014). Another problem stated 

is that users are satisfied with their free services as long as they can listen to music in them (Wagner 

et al., 2013). 

  

H2. It will be clear that some music streaming functions, that exists today are not 

preferred by a majority of users. 

H3. The social functions will be used by a majority of the respondents. 
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5.3 Services 

Opinions diverge regarding how the music streaming services can convert free users 

into paying customers. When talking about music streaming it is easy to believe that the freemium 

business model does not contribute positive numbers to any company. The freemium model is 

working for many other digital services, for example Skype who is gaining a profit from offering 

both a free and a paid version (Lyons et. al), the problem is for music streaming services to mould 

the business model to suit their cause. Premium fit is described as offering a product or service for a 

low price or free-of-charge in exchange for purchasing a more expensive product or service 

(d’Astous & Landreville,  2003), this has been deemed similar to the free version of a music 

streaming service where the service provider is hoping that the customer will purchase the paid 

version after been offered either a trial version of the premium version or been trying a stripped 

down free version (Wagner et. al., 2014). Findings indicates that the premium, in this case the free 

version, should be as close to the actual product, in this case the premium version (d’Astous & 

Landreville,  2003). 

It is suggested that a free trial period of the premium version is the way to go if service 

providers wants to attract paying customers. A high premium fit, no or little functional differences 

between the free and the premium version, could increase the possibilities for a free user to convert 

to the premium version. (Wagner & Hess, 2014). Other findings by the same authors suggests that if 

a user starts to like the free version they tend to develop negative feelings against the premium 

version. When comparing free and premium versions, all of the music services often offered the 

same benefits when using the premium service instead of the free version. (Wagner et. al., 2013). 

Although several services have started to offer trial periods to attract customers, a if a customer 

intends to use the free service the same customer probably will not use the paid version later. 

(Wagner & Hess, 2013). In another study Wagner et. al (2013) suggests that a trial period with full 

functionality, a high premium fit, could work as a mean for converting free users into paying 

customers. 

H4. Free accounts with limited functionality would cause users to switch to a service with 

a higher premium fit, or use illegal alternatives. 
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6. Empirical findings 

6.1 Mapping of services 

A short presentation of each service follows here, each presentation is copied from the 

corresponding services’s wikipedia page. 

8tracks 

”8tracks.com is an internet radio and social networking website revolving around the concept of 

streaming user-curated playlists consisting of at least 8 tracks. Users create free accounts and can 

either browse the site and listen to other user-created mixes, and/or they can create their own mixes. 

The site also has a subscription-based service, 8 tracks plus, although its features are still evolving. 

Currently, a $25 payment purchases a 6-month subscription, during which time advertisements are 

removed from the website interface while subscribers are logged in (Wikipedia).” 

Aupeo! 

”AUPEO! is a personalized internet radio service. The service currently offers over 120 pre-

developed stations, and covers a range of genres; these include Pop, Rock, Hip-Hop, R&B, Heavy 

Metal, Country, House, Techno, Classical, and Punk. Users are able to select stations that follow a 

theme, genre, or musical mood. In addition to these stations, users can also listen to ‘Artist 

Stations’, stations that play music related to an artist selected by the user (Wikipedia).” 

Deezer 

”Deezer is a web-based music streaming service. It allows users to listen to music content from 

record labels including EMI, Sony, Universal Music Group, and Warner Music Group on various 

devices online or offline. Created in Paris, France, Deezer currently has 35 million licensed tracks in 

it’s library, over 30,000 radio channels, 16 million monthly active users, and 5 million paid 

subscribers as of 6 November 2013. The service is available for Web, Android, BlackBerry, 

Windows Phone and Symbian (Wikipedia).” 

Earbits 

”Earbits is a commercial-free music streaming service & music marketing platform that was 

founded in 2010. The streaming service is available to consumers as a website in addition to clients 
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for the iPhone, iPod Touch & Android mobile devices. The music marketing platform is available to 

independent artists, labels and concert promoters who can bid for their songs to be played. Earbits 

currently has 550 labels, 10,000 artists and 100,000 songs in its library (Wikipedia).” 

Google Play 

”Google Play, originally the Android Market, is a digital distribution platform operated by Google. 

It serves as the official app store for the Android operating system, allowing users to browse and 

download applications developed with the Android SDK and published through Google. Google 

Play also serves as a digital media store, offering music, magazines, books, movies, and television 

programs (Wikipedia).” 

Jango 

”Jango is a free online music streaming service that allows users to create and share custom radio 

stations. Users choose artists to stream, and the station plays music from similar artists. Users can 

further refine their stations by rating songs and artists in their feed to play less or more frequently 

(Wikipedia)”. 

Last.fm 

”Last.fm is a music website, founded in the United Kingdom in 2002. Using a music recommender 

system called "Audioscrobbler", Last.fm builds a detailed profile of each user's musical taste by 

recording details of the tracks the user listens to, either from Internet radio stations, or the user's 

computer or many portable music devices. This information is transferred ("scrobbled") to Last.fm's 

database either via the music player itself (Rdio, Spotify, Clementine, Amarok, MusicBee) or via a 

plugin installed into the user's music player. The data are then displayed on the user's profile page 

and compiled to create reference pages for individual artists (Wikipedia)”. 

Napster 

”Napster is an online music store and a Rhapsody company, branded under the purchased name and 

trademarks of former free file sharing service Napster (Wikipedia).” 

Sony Music Unlimited (discontinued) 

”Music Unlimited, formerly Music Unlimited powered by Qriocity (pronounced as ”curiosity"), was 

an on-demand music streaming service provided by Sony, and powered by Omnifone. The service 
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was part of the Sony Entertainment Network, and expanded into European markets by the end of 

2010. By January 2012, it had over 1 million active users and 15 million songs. At the launch of the 

PS4, the service has over 22 million songs. Sony launched a new streaming service, PlayStation 

Music, in partnership with Spotify in early 2015, and Music Unlimited was closed down in favour 

of the new service on March 29, 2015 (Wikipedia).” 

Spotify 

”Spotify is a commercial music streaming, podcast and video service that provides digital rights 

management-restricted content from record labels and media companies including BBC, Sony, 

EMI, Warner Music Group, and Universal. Music can be browsed or searched by artist, album, 

genre, playlist, or record label. Paid "Premium" subscriptions remove advertisements and allow 

users to download music for offline listening (Wikipedia).” 

Rdio 

”Rdio is an online music service that offers ad-supported free streaming service and ad-free 

subscription services in 85 countries. It is available as a website and also has clients for the iPhone, 

iPod Touch & iPad, Android, BlackBerry, and Windows Phone mobile devices, which can play 

streaming music or cache songs for offline playback. There are also clients for the Roku and Sonos 

systems. The web-based service also offers a native desktop client application for Mac OS X and 

Windows.[5] Its library has content from the four major record labels, as well as the Merlin Network 

and the aggregators IODA, INgrooves, The Orchard, CD Baby, IRIS Distribution, BFM Digital, 

Finetunes, and Catapult. Rdio also offers social networking, allowing users to share playlists and 

follow others to see what music they listen to (Wikipedia).” 

Shuffler.fm 

”Shuffler.fm is internet radio powered by the web’s leading voices in music culture (shuffler.fm).” 

Soundcloud 
”SoundCloud is a Swedish online audio distribution platform based in Berlin, Germany, that 

enables its users to upload, record, promote, and share their originally-created sounds. According to 

the company’s data, in December 2014, the service attracts more than 175 million unique monthly 

listeners, while content creators upload about 12 hours worth of audio every minute (Wikipedia).” 
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WiMP (Tidal) 

”WiMP is a music streaming service. The service is available on mobiles, tablets, network players 

and computers. Music in WiMP is streamed using the AAC+ file format in a bitrate of 96 kbit/s or 

the AAC file format in a bitrate of 320 kbit/s if the high quality streaming option is selected. WiMP 

also offers a HiFi-product with FLAC/ALAC (Wikipedia).” 

Playback functions 

The playback functions consist of the functions needed when you search for tracks, change 

tracks, like tracks, use repeat and shuffle functions and so on. Every service included the function to 

change tracks, even tough with some limitations in some services, or like/favourite a track. But only 

a few included the functions to search for tracks, repeat/shuffle tracks or organising a play queue. 

When mapping these functions two distinct form of streaming services, the ones where you search 

for tracks and the more radio-based service. From here on those services will be described as music 

catalogues and radio services. The rarest function was the ability to block or dislike tracks, and was 

mostly found in radio services. 

Playback 
functions

Search 
track Repeat Repeat 

One Shuffle Change 
track

Like/
favorite 
track

Block/
dislike 
track

Play 
queue

8tracks X X

Aupeo! X X X

Deezer X X X X X X X X

Earbits X X X X

Google Play X X X X X X X

Jango X X X X

Last.fm X X X

Napster X X X X X

Sony Music 
Unlimited X X X X X X X

Rdio X X X X X X X

Shuffler.fm X X X

Spotify X X X X X X X

Soundcloud X X X X

WiMP X X X X X X
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Playlist functions 

Under playlist functions the possibilities to store your favourite tracks in different lists and 

also search and browse for playlists created by other users or the editorial team of the service are 

listed. The ability to create, search and browse for playlists were found in all music catalogue-

services and only in one radio service. No services were moved between groups. 

Music catalogues Radio services

Deezer 8tracks

Google Play Aupeo!

Napster Earbits

Sony Music Unlimited Jango

Rdio Last.fm

Spotify Shuffler.fm

Soundcloud

WiMP

Playlist 
functions

Create 
playlists

Search 
playlists

Browse 
playlists Tag playlists Offline 

functions

8tracks X X X X

Aupeo!

Deezer X X X X

Earbits

Google Play X X X

Jango

Last.fm

Napster X X

Sony Music 
Unlimited X X X

Rdio X X X

Shuffler.fm

Spotify X X X X

Soundcloud X X X X

WiMP X X X
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Social functions 

Social functions refers to either create a profile, track other users activity or message other 

users within the service or the possibility to share your listening activity on existing social platforms 

as Facebook or Twitter. No distinction between which functions were used by which service group 

could be made. And no services were moved between groups. A function provided by almost every 

service was the option to share tracks or playlists on other social media platforms. And even tough 

every platform needs an account, or a link to your existing social media-account, almost every 

service focus on them which reflects in possibilities to follow and interact with other users on the 

service either with direct messaging or by following their activities through a feed. 

Social 
functions

Create 
profile

Follow 
profiles

Share 
tracks/
playlists/
profiles

Activity feed Message 
profiles

Groups/
forums

8tracks X X X X X

Aupeo! X X

Deezer X X X X

Earbits X

Google Play X X X X

Jango X X

Last.fm X X X X X

Napster X X X X

Sony Music 
Unlimited

Rdio X X X X

Shuffler.fm X X X X

Spotify X X X X X

Soundcloud X X X X X X

WiMP X
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Editorial functions 

Editorial functions refers to what hired editorial staff or algorithms present to the users in 

terms of music recommendations, top lists, recommendations based on what the user listens to, 

news and biographies about artists, lyrics, concert info and more. Almost every service offered 

recommendations by editors and all music catalogues-services, except Soundcloud, used 

algorithms to recommend music to users by analysing their listening. No services where moved 

between groups since there were no distinction of functions between the two groups. 

Editorial 
functions 

and content

Recome
ndations

Personal
ised 

recomen
dations

News Top lists Artist 
biography Lyrics Concert 

info Video Applicati
ons

Mobile 
app

8tracks X X X X X X

Aupeo! X X

Deezer X X X X X X X

Earbits X X X

Google Play X X X X X

Jango X X X X X

Last.fm X X X X X X X

Napster X X X X

Sony Music 
Unlimited X X X X

Rdio X X X X

Shuffler
.fm X

Spotify X X X X X X X X

Soundcloud X X

WiMP X X X
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Radio functions 

Almost every service, including the music catalogues, offers some kind of radio function 

where the service plays songs based on an artist or a genre. Of course the pure radio services does 

this, note that 8tracks, which is referred to as a radio service, did not offer a pure radio service 

according to the authors. 

6.2 Quantitative survey 

The quantitative survey were conducted online on a service called ”Typeform”. A total of 

227 respondents joined the survey, 155 complete surveys were collected with a completion rate of 

68%. The survey’s average completion time were 2 minutes and 50 seconds. 99 of the 155 

completed surveys were done on smartphones. Some of the questions from the questionnaire are not 

presented in this study and are saved for future studies. 

The authors of this article uses the option ”none” as divider for which functions that are 

wanted by the respondents and which functions that should be removed or looked over. The 

Radio functions Search 
stations

Browse 
stations

Create 
stations Share stations Personalised 

stations

8tracks

Aupeo! X

Deezer X X

Earbits X X

Google Play X X X

Jango X X X X

Last.fm X X

Napster X X X

Sony Music 
Unlimited X

Rdio X X X

Shuffler.fm X

Spotify X X X

Soundcloud
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functions that get a higher usage-rating than the none option should be viewed as necessary, or that 

the function is missing from the respondents music streaming service of choice. 

The common playback functions as search track, queue tracks or shuffle got high usage-

ratings. Over all many of the playback functions were commonly used by the respondents. Some 

respondents claim that they did not use any playback functions (6%) which may seem strange and 

should be looked upon as a sign that some respondents found the survey hard to understand or 

found it time consuming and just speeded through it.  

 

A majority of the respondents (84%) made their own playlists and also used the ability to 

listen to them offline (75%). Searching (50%) or browsing (45%) for playlists from the editorial 

team or other users were not used as frequently as listening to your own. 
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For the first time the none-option were the most popular choice. 47% answered that they 

were not using any of the social functions offered. The most popular social functions were the 

ability to follow other users (37%) and the share tracks-function (30%). 

 

Top lists (46%), new songs recommended by editors (37%) and reading the artist 

biographies (36%) were the functions most used by respondents. Also discovering new music based 

on your listening (26%) were used by more respondents than the respondents that were not using 

any of the editorial or content functions. 
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100 of the 155 respondents are not using any of the radio functions in their music 

streaming. The browse radio stations (21%) were the most popular of these functions. 
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On the question how a person would react if their free version of a music streaming service 

suddenly where stripped on functions, the majority answered that they already used the premium 

version, but the majority of the free users said that they probably would change to the premium 

version, just as posed by Wagner er. al (2013). 

 

The most important findings are the fact that more respondents were not using any of the 

social or radio functions, than the respondents that actually were using social or radio functions. 

Existing theory mentions both social functions and internet as a music discovery tool as the two 

foremost reasons for using streaming services. These findings will be discussed in the analytic part 

of this study, and were also presented in future qualitative interviews.  



�25

7. Results and analysis 

As expected similarities were found between services. Some functions were offered by 

every service like the possibility to change and favourite/like tracks. Other common functions 

offered by many services were social functions like creating your profile or sharing tracks on other 

social media. As mentioned earlier this was expected since users in many cases are heterogenous 

(Lyons et. al, 2012) and the basic functions of a music service can not differ that much from each 

other. With this in mind we could accept H1a and continue investigate if services could be 

categorised into groups.  

After the playback functions an initial categorisation were made where services sharing 

functions were placed in two different groups, music catalogues and radio services. The plan were 

to move services between groups if showed that they shared more functions with the other group. 

Despite this, services were not moved from the initial categorisation, and we could accept H1b.  

One reason why many services share functions and are so similar could be that the music 

catalogue-services all gathered inspiration from one of the pioneers within that group, and the same 

thing goes for radio services which in some way also have collected inspiration from traditional 

radio stations. Another reason might be since the offering always revolves around the ability to 

listen to music, the different services can not differ that much from each other and need to offer 

some basic functions like different playback modes and the ability to create a playlist if the service 

is a music database. Since recommendations is regarded as an important aspect for music 

consumers (Wagner & Hess, 2013) it is strange that some services did not offer personalised 

recommendations based on listening, this could be to lack of funds, although almost every service 

offered a radio service which can be seen as a tool for discovering music. But since very few of the 

respondents actually were using the radio functions, the authors will suggest that the radio functions 

either are removed or in some way presented more as a recommendation system than a radio 

channel. People have moved from the analogue way of listening to radio to the digital world in 

search of new music, since the radio functions actually are good ways of discovering music that you 

may like, the services needs to repackage this function. 

This study makes a connection between usage and the user’s demand for a function. If a 

function is used, it is also preferred and there for functions that are not used are either not wanted, 

poorly designed or maybe hard to find and understand. To talk about why common playback 

functions are used are quite redundant and since they are used they are working well and are desired 
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by the users. What this study want to focus on is how to improve what is already in the services and 

to improve something that already is used by many respondents could be seen as a waste of time. 

Our second hypothesis, H2, regarding that some functions would not be preferred, used, by 

a majority of the respondents could be accepted since only 7 out of 34 mapped functions where 

used by over 50%, which is the common definition of a majority. Although the authors did not 

expect an outcome this extreme.  This means that 27 functions are used by fewer than half of the 

respondents, implications of this will be discussed in the next chapter. The money and man hours 

put in to designing and maintaining new functions should reflect in functions that are desired by 

users, but in this case users either seem to think that the services are to well packed with functions 

or that the functions are difficult to understand.  

Based on previous work by Wagner & Hess (2013), Wagner et. al (2014) and Nguyen et. al 

(2014) H3 were built. Although we needed to reject H3 since ”none” was chosen by 47% of the 

respondents when they were asked which social functions they were using in their service of choice. 

This finding goes against previous research which suggests that it is important for people to share 

their favourite tracks and also that online word of mouth is important for discovering new music. 

Findings like this were exactly what the authors were looking for. And also when there are more 

users not are using a type of functions than users that actually are using them the service should see 

this either as a sign that the functions should be removed or seen as an opportunity to revise the 

functions and make something that people actually wants, more about this in the next chapter. 

Another noteworthy finding were that very few actually used the radio functions offered in 

the streaming services. Wagner & Hess (2013) suggested that internet is one of the prime sources 

for discovering music and music streaming services’ radio functions should be seen as the perfect 

tool for finding music that are in the genre you like or similar to your favourite artists. Why so few 

people uses the radio functions can not be told by this study, but should be interesting for future 

research. 

The last hypothesis, H4, also had to be rejected since it were based on the theory that 

stripping functions and thereby reducing the premium fit should cause users to develop negative 

tendencies against the service (Wagner & Hess, 2013). Our study suggests that rather than changing 

service or going back to illegally downloading files users would consider start paying for the 

premium version of their service. So by offering a trial period with full functionality for a limited 
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period of time and then stripping functions, not content as suggested by previous research, could 

make the user to switch to the premium version. 

8. Conclusion, implications and future research 

The main contribution of this study can be divided into two different parts, one is the 

empiric categorisation of music streaming services which did not exist before this study and the 

findings of which functions that not are used by the users of music streaming services.  

The categorisation were mainly made for being able to conduct the survey needed for this 

study but is also fills a function on it’s own. A comprehensive mapping of functions could be used 

by customers when choosing service, or by other services when comparing their own service with 

others. The mapping will also be updated regularly when new services and/or functions will be 

added. The mapping will be used as a ground for further research in this rather undiscovered area. 

The fact that the respondents of this survey were not using functions that by previous 

researchers are named as important incitements for using internet as your music provider can be 

seen as the  main contribution of this study. Based on the results of the survey we will now suggest 

a music streaming service with very few functions, but the result of the survey shows that users 

wants a very stripped down streaming service. 

The service is what the authors refers to as music catalogue, a big database where the user 

can search for songs. In addition to searching the database the service will offer the possibility to 

change between tracks, creating and downloading your own playlists and being able to shuffle play 

those playlists. The service will also offer the feature of being able to queue a track while listening 

to another. This service would offer a very small interface without lot of pictures, text and other 

disturbing things and take up very little of your desktop space. A service that purely focuses on 

listening to your favourite music. 

Since we lost our qualitative interview, this will be conducted in the future and 

complemented in the study. Future research will consist of  further exploring what users think about 

the functions they not are using, why they not are using them and making a market research 

regarding the suggested streaming service. 
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