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Title:  Factors of online movie services that influence the intention of Swedish people to 

adopt it. 

Background:  Currently there are very few providers of online movie services.  There are no 

established or well known companies that provide such a service in Sweden.  One 

thought is that this may be a reason why the illegal download and piracy industry is 

still rife in Sweden.  With this in mind, it is the authors’ aim to discover what factors 

influence the intention of Swedish people to adopt an online movie service.    

Theory: The conceptual framework used in this report is based on the Theory of Planned 

Behavior. After a critical literature review, this theory was adapted and other 

variables were added in order to create the most suitable conceptual framework for 

this research. 

Method:  This descriptive research was done with quantitative approach. The primary data was 

collected from Swedish people by a questionnaire in Swedish and it was distributed 

to them via online and in person. 

Conclusion: There are several important factors for online movie services that influence the 

intention of Swedish people to adopt it. First, the subjective norm is one of the most 

important factors. A person is influenced by other people close to him/her and if 

those other people are positive about watching movies online, he/she is more likely 

to adopt the service. The second factor is the current way of watching movies. When 

people watch movies on the computer, laptop or via DVD, they are more likely to 

adopt the service, but it is the other way round for people who often watch movies 

on their TV. The third relevant factor that influences the intention to adopt is price 

consciousness. People are variously divided on this issue; some are willing to pay, 

whilst others rather want to watch free movies with commercials. However, most of 

the people do not want to pay to watch movie online and they look for the cheapest 

option. Finally, the attitude toward the service, a positive attitude is determined 

mostly by the relative advantages and the low complexity of the online movie 

services. People who think that online movies have advantages and it is not 

complicated are likely to adopt the services. Furthermore women are more likely to 

adopt than men and people older than 45 are not very likely to adopt the services.  

Keywords:  Online movie distribution, online movie service, behavioral intention, service 

adoption. 
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1 Introduction  

1.1 Background of the topic 

Technology advances enable the movie industry to have more channels of distribution. The way of 

delivering movies is dramatically changing from physical offering such as DVDs, or cinemas, to an 

online offering such as downloading or streaming. They are competing over the movie industry which 

is worth billions of dollars (Mow, 2007). However, technologies both in hardware and software are 

also harmful for the industry because they allow individuals to store, copy and share digital contents 

(Fetscherin, 2005). It leads to piracy or illegal file-sharing systems and damages the movie industry.  

In 2006, Hollywood still considered cinema and DVD sales more important because it was three-

quarters of the revenue and overlooked online distribution or legal download; they did not realize 

about the piracy figures that showed how much people wanted to download movies (Centaur 

Communications, 2006). Nowadays, many studios, such as Walt Disney Company and Paramount, 

deliver their movies through online distributors such as Voddler, iTunes, Cinemanow, etc.  

There are two main ways of an online movie delivery: streaming and progressive download. 

“Streaming is the delivery of video by means of a dedicated video streaming server to a client video 

channel and progressive download is simply the delivery of video files over standard web servers 

(HTTP)” (Mow, 2007). In other words, streaming is the way that a user can receive or watch the file 

continuously while it is being delivered but it is not stored at the end and the progressive download 

is what the content can be delivered and stored in the user’s server. Nowadays, many companies 

such as iTunes, Cinemanow and Netflix offer legal download services so movie watchers can both 

rent and buy movies online. However, streaming is also provided and companies prefer to offer 

streaming services because it makes companies feel more confident that the contents will not be 

spread illegally across the internet (Mow, 2007). Also the technology is being developed and it is 

becoming easier to watch streamed movies. Netflix spokesman Steve Swasey also mentioned that 

“we know the future belongs to instant watching, to streaming to your TV” (Wilkerson, 2008). In 

Sweden, streaming services are available for watching movie, TV, or sport (e.g. Viaplay, Voddler, 

etc.). Also Google launched an online movie streaming service in 2011 via Android Market (Efrati & 

Sherr, 2011). These are the examples to prove that streaming is becoming important. 

Illegal downloading is a serious problem in societies nowadays (The Local, 2010). European Union's 

Intellectual Property Rights Enforcement Directive (IPRED) allows copyright holders to get details of 

users sharing files or IP address from internet service providers or ISP (BBC, 2009). According to 

Statistics Sweden about 8% of Swedes used peer-to-peer file sharing in 2009 (BBC, 2009). Also, 

Sweden is home to the Pirate bay, a large and popular BitTorrent sharing site. In April of 2009, IPRED 

came into effect in Sweden and copyright holders can check IP addresses of users who download 

illegally from internet service providers (ISP) (BBC, 2009). The tougher approach taken by the 

Swedish government against piracy has decreased the amount of illegally downloaded movies and 

has opened up a market for legal alternatives.   
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Moreover, Sweden is attractive to studios as an ideal market to test new internet-based film 

distribution models because Sweden has high speed internet and most Swedes have internet access 

at home. (Landes, 2009) 

Broadband internet has improved recently and has become much faster, plus the law has become 

more strict so online streaming will be used increasingly. Cisco predicts that it will overtake piracy file 

sharing and it is expected to grow at about 130 per cent annually. (Sullivan, 2010)  

 

1.2 Purpose of the study 

This thesis has a descriptive purpose. In this report, it is described what the most important factors of 

an online movie streaming service are, that influence a person’s behavioral intention to adopt online 

movie services. With this descriptive research the authors want to enhance this field of study with 

relevant research. Because there is only scarce academic research done in the area of online movie 

distribution, despite its importance to this innovative market (Papies & Clement, 2008). Online movie 

service providers can also benefit from this research, by improving their services to meet the demand 

of the users. Therefore the following strategic question was defined: 

“How can online movie streaming services improve their offering to get more subscribers?” 

 

1.3 Focus of the study 

The primary focus of this thesis is the research what the most important factors of services are for 

Swedish people with the intention to adopt it. Subsequent, the following research question will be 

answered at the end of this research paper: 

“What are the most important factors that influence the intention of Swedish people to adopt 

online movie streaming services?” 

There are some groups of words in the research question where some clarification is needed. First, 

with “factors” is meant not only factors on online movie services but also other factors that can 

influence people such as past behavior and friends. The factors are later in the report presented via 

the conceptual framework. Second, with the “online movie streaming services” is meant services on 

the internet where movies can be seen through streaming technology (examples of these service in 

Sweden are http://www.voddler.com and http://www.viaplay.se). Third, “Swedish people” is 

mentioned in the research question and defined as people who live in Sweden and can speak 

Swedish.  

For the research, it was also decided to make a separation between the adopters and non- adopters 

of an online movie streaming service. Because adopters have already adopted the online service, 

their “intention to adopt” cannot be measured. 
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1.4 Target audience 

As mentioned before, this thesis is written for both academic and commercial purposes. On one side 

the authors want to contribute to the field of research, since there is not a lot of research done yet. 

On the other side, it is important for professional fields for online movie distribution services to know 

what is important for customers. In this way they can develop their services more customer-friendly. 

Therefore, the authors have tried to contact two companies in this type of service to work together 

with them. However, without any serious responses, the process has to be continued without them. 

Finally, this thesis is a wake-up call for the movie industry to offer their movies digitally and online 

because their current attitude is defensive, limiting the selection of offering movies online (Vogel, 

2011); (Papies & Clement, 2008). 

 

1.5 Structure of the report 

In the second chapter a critical literature review is done. The existing literature about digital movie 

offering and relevant theories which can be used for this research are described and criticized.  

In the third chapter, the conceptual framework is explained. It explains the chosen literatures and 

theories from the “Critical literature review” in more detail and develops it into a very suitable 

conceptual framework for this research.  

The methodology of this thesis is treated in the fourth chapter. In this chapter it is explained how the 

research is designed, conducted and analyzed. 

In the fifth chapter, the gathered data through the survey is analyzed. And the most important 

results are presented to the reader.  

The sixth chapter contains relevant conclusions and the research question is answered here.  

Furthermore, the seventh chapter presents recommendations for practitioners and with that the 

strategic question is being answered. Finally the report is closed with implications for practitioners 

and suggestions for further research. 
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2  Critical literature review 
In this chapter, the available literature relevant for this research will be discussed. What literature is 

available, what are the good points and what is the main critique and the authors’ critique on the 

existent literature.  

2.1 Online movie offering 

Although there are plenty of academic resources to be found on the movie industry, there is not 

many of research done about the adoption of digital movie offering. It fortifies the authors’ will to 

contribute to this field.  

There are a few main themes in the field of movie offering. One main theme in the digital movie 

offering is related to piracy (Dejean, 2009), for example what the motives are (Liao, Lin, & Liu, 2010), 

or how to influence it (Rott, 2008). Another main theme is the economic impact and shift of power 

for the distribution of movies (Zhu, 2001); (Daidj & Vialle, 2007); (Vogel, 2011) and (Hashim & Tang, 

2010). An online movie streaming service has a positive effect on the overall profits of a movie. 

When used properly, the profits could rise with more than 16 % (Hennig-Thurau, Henning, Sattler, 

Eggers, & Houston, 2007).  

 

New media, such as online movie offering, have a higher profitability potential than the primary 

market. These new media services have the advantage that entertainment can be enjoyed wherever 

and whenever a customer wants. The same like the development for music, books, television shows 

and newspapers, also movies become available anywhere and anytime. (Vogel, 2011) 

For the adoption of online movie services, some literature is important for this paper, especially 

Papies and Clement (2008). Their research data was collected in 2006 but the article is published in 

2008. They researched the most important factors for an online movie service for innovators to 

adopt it. Although this report is a good contribution to the research on this topic, the authors of this 

paper have some critique on this report. First, the data of this research is outdated, 5 years is a long 

time in the internet era. Second, they focus on both streaming and downloading, where streaming 

should have the focus. Since streaming will eventually satisfy the customers’ needs, because people 

want to be able to reach their media whenever and wherever they want (Woo & Tuna, 2011). And 

the third point of critique is the choice of the research group. They chose a European group of 

innovative people, who already use legal online music offering services. In this way they have 

researched only the ‘Innovators’ and ‘early adopters’ according to Rogers’ adopter’s categories 

(Rogers, 2003). This is not representative for the whole population because there are differences 

between the characteristics of “adopters” (subscribers) and “non-adopters” (people who have not 

subscribed yet) (Ozdemir & Trott, 2009). This research group is also not representative because they 

could have already created other influencing attitudes and behaviors connected to the music services 

or piracy.  

 

“Ten years from now, we’ll release a film, and you’ll be able to consume it however you want.” 

Yair Landau, Vice Chairman of Sony Pictures (Smith, 2005, p. 52) 
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2.2 Consumer behavior 

To find out what the most important factors are that make people adopt an online movie service, the 

theories in the area of consumer behavior can be used. However, it is very difficult to research the 

actual behavior in this study because no access to a big group of adopters. It is decided to study the 

“behavioral intention” which is a good predictor of the actual behavior (Ajzen, 1991).  

To study the intention of a behavior, the Theory of Reasoned Action (TRA) and Theory of Planned 

Behavior (TPB) are proven theories and often used. TRA is used to predict behavior by predicting a 

behavioral intention which is influenced by some variables: attitude and subjective norm (Taylor & 

Todd, 1995a); (Taylor & Todd, 1995b). This theory measures the volitional intention (free to move 

according to own will) to a behavior.  

However a big point of critique on the TRA is that the intentional behavior often has a weak 

correlation with the actual behavior, due to a lack of confident and control over the behavior 

(Sheppard, Hartwick, & Warsha, 1988). For instance maybe there is an intention to buy a new car but 

there is no money to buy it. Or you want to use an internet banking system, but you think you do not 

have the technical abilities to do that. 

Therefore, TRA was extended to a new construct, the Theory of Planned Behavior (TPB). TPB can be 

used to study the behavioral intention the same as TRA but it was added one more factor, which is 

“perceived behavioral control” to eliminate the limitation of TRA (Ajzen, 1991); (Taylor & Todd, 

1995a). Therefore, three factors are counted in TPB which are attitude, subjective norm and 

perceived behavioral control. Perceived behavioral control has been studied that it can predict the 

intention accurately (Ajzen, 1991). 

The article of Ajzen (1991) is important in the field of adoption behavior and it was put as reference 

in many articles or studies to explain the customer’s intention to adopt an online media service 

(Papies & Clement, 2008); (Hsieh, 2005); (Plowman & Goode, 2009). In this report, TPB is the most 

suitable and was used to analyse or predict behavioral intention to adopt the movie online streaming 

service. 

  

2.3 Innovation 

Since it is a rather innovative service, the characteristics of innovations are used to understand the 

drivers for the demand of an online movie streaming service. However, some adjustments are made 

for this research, because of some critique on the widely used theory of Rogers and it is not complete 

for this research.  

Rogers (2003) mentions five characteristics of an innovation which are success factors for the 

diffusion of an innovation: relative advantage, compatibility, complexity, triability and observability. 

However, only three of these factors have a strong correlation with the adoption of an innovation: 

relative advantage, compatibility and complexity (Tornatzky & Klein, 1982). Whereas triability and 

observability have no strong correlation with the adoption of a new service and therefore they were 

left out the research.  
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Still, this set of factors was not complete. Perceived risk seemed to be a significant factor for the 

adoption of internet banking (Ozdemir & Trott, 2009). Connected to that, also the privacy risk 

(Featherman, Miyazaki, & Sprott, 2010) and trust (Carter & Bélanger, 2005) are key predictors in the 

adoption of a new online service. Therefore, “perceived risk” was added to the success factors of an 

innovation, as proposed by Ostlund (1973).  

 

2.4 Extra dependables 

In some studies other variables apart from TPB’s factors have influence on the intention to adopt. For 

example Papies & Clement (2008) mention that price consciousness, past behavior and planned 

usage have an effect on the intention to adopt.  

2.4.1 Price consciousness 

Price consciousness can influence people’s decision when choosing or buying a product or service if 

that customer has a high price consciousness (Ofir, 2004). Many articles studied on price and found 

that it was one factor whether a customer will use an online service or not. It is the bothersome issue 

(Papies & Clement, 2008) and it relates to the intention of behavior (Plowman & Goode, 2009).  

2.4.2 Past behavior 

Past behavior can affect an intention to adopt as well (Papies & Clement, 2008); (Sommer, 2011). 

There are two main lines of the research on past behavior: one line agrees that it is part of planned 

behavior and the other thinks that it is not related (Sommer, 2011). Sommer (2011) has studied past 

behavior as an extension of the Theory of Planned Behavior, by analyzing those researches and drew 

a conclusion that past behavior influences future behavior.  

2.4.3 Planned usage 

Like past behavior can influence the intention to adopt, the future planned usage may also influence 

this (Papies & Clement, 2008). This has some connections with Rogers’ (2003) compatibility, if the 

planned usage of a new service fits with the existing ways to consume the service. Then it is likely 

that it will be adopted faster. This is an important factor for online movie streaming services, because 

they need to know in what way (e.g. quality, format) the service should be offered.  
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3 Conceptual framework 
In this chapter, the conceptual framework is explained. With this conceptual framework, the 

research is given structure and credibility. First the variable behavioral intention is described. This 

variable was researched to answer the research question. Second the other variables are explained. 

These variables together determine what the outcome of the behavioral intention variable is. An 

overview of the conceptual framework is shown in Figure 1. 

 

Figure 1 – Conceptual framework [authors]  

Highlighted with red interrupted borders is the construct of the Theory of Planned Behavior 

 

3.1 Behavioral intention 

Behavioral intention is the ‘intention’ to perform a certain ‘behavior’. The actual behavior is one step 

further, but the behavioral intention measured with the Theory of Planned Behavior is a good 

indicator of the actual behavior.  

“… given a sufficient degree of actual control over the behavior, people are expected to carry out 

their intentions when the opportunity arises. Intention is thus assumed to be the immediate 

antecedent of behavior.”  (Ajzen, 2002, p. 665) 

The behavioral intention is measured as a result from the other variables described below. Also it can 

be measured by directly asking how likely the intention to adopt an online movie streaming service 

is.  
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3.2 Other variables 

According to the conceptual framework, these variables are the factors from the Theory of Planned 

Behavior (TPB) and extra variables. TPB’s variables are attitude towards the behavior, subjective 

norm and PBC.  Then, the extra variables (past behavior, price consciousness and planned usage) are 

added because they are relevant in this research. 

3.2.1 Theory of Planned Behavior 

Figure 2 shows the Theory of Planned Behavior. Behavioral beliefs, normative beliefs and control 

beliefs determine respectively the attitude towards the behavior, subjective norm and the perceived 

behavioral control (Ajzen, 1985). These three variables have the intentional behavior as a result. This 

is explained in more detail, in the text below. Intentional behavior measured with the Theory of 

Planned Behavior is a good predictor for the actual behavior (Ajzen, 1991). 

 

 

 

 

 

 

 

 

 

3.2.1.1 Attitude towards the behavior 

The positive or negative attitude toward the behavior that a person can have, is the result of several 

behavioral beliefs that a person can have about the outcome of a behavior and the expected 

probability of the outcome. If the subjective expectancy of a positive outcome of the behavior is high 

and the behavioral beliefs are positive, than the attitude towards the behavior is positive. And a 

positive attitude towards a behavior strengthens the intention to a behavior and thus the intention 

of the adoption of a service. (Ajzen, 1985) 

In simpler words, it can be explained with the example of the attitude towards the intention of a 

service adoption. One can have behavioral beliefs towards a service such as the advantage that can 

be gained by adopting it and that the service fits to the current behavior and if it is expected that the 

service has a low complexity and risk. The attitude towards the adoption of the service will be very 

positive.  

By measuring what the most important behavioral beliefs are towards an online movie streaming 

service, it can be determined how the service can be improved to create a better attitude towards 

the service. The behavioral beliefs are measured by variables from an adaptation of Rogers’ (2003) 

characteristics of an innovation. These adaptations are previously discussed in the literature review. 

The variables are: relative advantage, compatibility, complexity and perceived risk. 

Behavioral 

beliefs 

Attitude 

toward the 

behavior 

Subjective 

norm 

Perceived 

behavior 

control 

Normative 

beliefs 

Control 

beliefs 

Behavior Behavioral 

intention 

Figure 2 – The Theory of Planned Behavior [adapted from Ajzen, 1985] 
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Relative advantage 

What is the perceived advantage that a consumer gets? The bigger the advantage is, the faster and 

more likely they are to adopt the product or service. This advantage can be reached via many ways, 

for instance economic terms, social factors, convenience, etc. It is important to bear in mind that it is 

about the perceived relative advantage for an individual. (Rogers, 2003) 

Compatibility 

It is about how well the new service fits into the current behavior in a society. If it matches with past 

behavior and current norms and values, then the new service will ‘fit’ easily into the current lifestyle. 

In that way it will be adopted faster. If a new service is incompatible, values have to be changed and 

this can be a long process. (Rogers, 2003) 

Complexity 

If it is hard to understand and utilize a new service then people will adopt it more slowly. A reason 

for this is that consumers have to develop new skills and knowledge to use the new service. A new 

service that is easy to understand will be adopted much faster. (Rogers, 2003) 

Perceived risk 

“Perceived risk is the degree to which risks are perceived as associated with the innovation” 

(Ostlund, 1973, p. 24). These risks can appear in many different forms. As an example, for an online 

service people could feel a privacy risk (Featherman, Miyazaki, & Sprott, 2010). A high perceived risk 

from a person has a negative effect on the attitude towards the behavior. 

3.2.1.2 Subjective norm 

Subjective norm influences the behavioral intention as a social pressure to perform or not to perform 

the behavior, or the behavior will be approved or disapproved by society. Subjective norm is a 

combination of normative beliefs, the perceived behavior expectation from referents and the 

motivation to comply with referents. The more normative beliefs and motivation to comply with 

referent, the stronger the subjective norm is. The referents can be a parent, spouse, friend, or 

brother/sister. (Ajzen, 1991); (Taylor & Todd, 1995b) 

Subjective norm implies that individuals not only make a decision to adopt the streaming service by 

themselves, but that they are also influenced by other people around them (Papies & Clement, 

2008). Normally, the measurement of the subjective norm can be done by letting respondents rate 

how the referents would accept or refuse of performing a given behavior by them (Ajzen, 1991).   

3.2.1.3 Perceived behavioral control (PBC) 

“PBC refers to people’s perceptions of their ability to perform a given behavior” (Ajzen, 1985) or the 

perception that it is easy or difficult to perform the behavior (Ajzen, 1991). It is the formation of 

facilitating condition and self efficacy. Facilitating condition is to make the resources available which 

are needed to perform behavior, such as money, time, skill, or technology. Another one is self 

efficacy, the confidence in himself/herself to perform behavior. (Taylor & Todd, 1995b) For example, 

one may want to see movie streaming, but she does not have high speed internet or does not know 

on which website she can find the service.   
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PBC is one factor which has been studied that it affects the behavioral intention. In this study, PBC 

can identify that customers think it is easy or difficult to use streaming download by considering their 

beliefs and facilities they have. 

3.2.2 Extra variables 

3.2.2.1 Price consciousness  

Price is another factor which has been studied if it affects the willingness to buy a product.  Price-

conscious customers consider price as the priority.  They are likely to search for the cheapest option 

and think that it is worth to search or spend time and effort if they can adopt the cheapest option. 

However, some customers have a low price-consciousness and they are willing to pay for 

convenience, fashion, or appealing features. (Ofir, 2004)  

Some customers search and compare the price between companies to find the cheaper one and they 

think that it is worth the time and effort (Papies & Clement, 2008).  In the music industry, a lower 

price is a significant factor to make both light and heavy downloaders buy music online (Plowman & 

Goode, 2009). 

This research also considers price as a variable to identify if customers have a high or low price-

consciousness and also if they prefer to watch movie for free, even if there are commercials in the 

movies. 

3.2.2.2 Past behavior 

Past behavior or experience is a predictor of the future behavior or intention to adopt (Papies & 

Clement, 2008); (Sommer, 2011). The past behavior of customers of movie streaming services can be 

(illegal) downloading movies, renting or buying DVD’s, going to cinemas or using internet at home to 

play games or shop online, etc. (Papies & Clement, 2008).  

The authors categorized past behavior of people who watch movie online into two groups: one is 

people who love movies and the other one is people who normally use the internet. Because this 

study is on the service of movie online streaming, it can be suitable for one or for both of them. That 

means someone may like to see movies but do not use internet, or someone uses internet, have the 

facility and easy access to the service but may not like to watch movies. Therefore the indicators of 

past behavior should be positive for both of them. 

3.2.2.3 Planned usage 

How past behavior could influence the willingness to adopt a service, so planned usage also could 

influence it (Papies & Clement, 2008). If the service can be consumed in a way that fits with the 

current methods, then it is more likely to be adopted faster. For instance, a lot of movies are 

watched on a laptop or television. As an example, if people would prefer a television, probably a 

higher quality has to be delivered by online movie services. 
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4 Methodology 
This chapter explains how the research was developed. Figure 3 presents an overview of the 

methodology chapter.  

 

 

Figure 3 – Methodology chapter [authors] 

 

First the choice of the topic is explained; also the interest, relevance and durability of the research 

are described. The last paragraph in this part is about the breadth of the research question. Second, 

the type of research is determined. Following that, the right research approach is chosen. A big part 

of this chapter is about the data collection process which starts with the questionnaire design. After 

that an explanation of how the conceptual framework is operationalized. Then, the population and 

sample group are described and determined. And last for the data collection, the distribution of the 

questionnaires is described. After the data collection, it shows how the data is analyzed in the data 

analysis. At the end of the chapter, the reliability, validity and the limitations of the gathered data are 

described. 
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4.1 Choice of topic 

The choice of the topic section explains the interest of the authors, the relevance and durability of 

this research and the breadth of the research question. 

4.1.1 Interest 

The origin of the choice for this topic can be found in the authors’ interest in movies. Almost 

everybody knows people who download movies illegally. Then the question arose: “why there were 

not any good (well known) alternatives to see some digital movies legally?” After searching for some 

information it seemed that there were legal alternatives. So why don’t people adopt these services? 

The first intention was to research the differences between adopters and non-adopters of online 

movie services, therefore the authors tried to cooperate with companies offering in this service.  

That is why the management of two well-known Swedish companies were contacted (Voddler and 

Viaplay), but no reaction was received. Due to time limitations it was decided to process with the 

research without their involvement.   

4.1.2 Relevance 

The topic of a thesis should interest the authors and readers (Fisher, 2010, p. 33). As mentioned 

before the topic is of relevance because it is a subject that has drawn a lot of attention, which is 

already pointed out in the introduction. In the introduction is explained that this subject cannot be 

more relevant at this time. 

Another reason for its relevance is the lack of research in this subject area. Both companies who 

offer an online movie streaming service and researchers in this area can be supported with the 

outcomes of this dissertation. 

4.1.3 Durability 

The outcomes of this research should be useful for a long period. This topic is concerning an industry 

which is rapidly developing and constantly changing so it can be expected that a lot of the 

information will quickly become obsolete. However, it has already shown that the adoption of online 

movie streaming services is for instance much slower than the adoption of the ‘similar’ music 

services. On top of that, the most important factors to adopt a service, do not change that fast. 

Therefore, the outcomes of this research will be certainly valid for a year as Fisher (2010, p. 34) 

suggests.  

4.1.4 Breadth of the research question 

A topic should be not too narrow and not too broad (Fisher, 2010, p. 34). A good balance between 

these two has to be found. Making the research area too wide is a mistake often made by students 

(Fisher, 2010, p. 34). With the research question used in this report it is believed that it is an 

appropriate question for a Master thesis, because the research question wants to identify the most 

important factors of an online movie service. For instance, it would be a step too far if it also asked to 

use these factors into a marketing strategy for those companies.  
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4.2 Research type 

There are three different types of marketing research: exploratory research, descriptive research and 

causal research. Descriptive research is to describe things, such as consumer behavior and adopting 

new services. (Kotler & Armstrong, 2010, p. 130) 

This research is of a descriptive research type. With the support of statistical information, it is 

described what the most important factors are that influence the intention of Swedish people to 

adopt an online movie streaming service.  

 

4.3 Research approach 

In order to answer the research question, primary data were needed. In general, the methods that 

can be used to collect them are qualitative or quantitative methods. The qualitative method 

emphasizes on understanding and more relates to interview or observation. On the other hand, the 

quantitative method emphasizes testing and verification, collecting broad data and using statistics to 

analyze them. It relates to survey (questionnaire). (Ghauri & Grønhaug, 2010).  

The aim of this research is to study on Swedish people to get general ideas, so it needs data from a 

number of people. Therefore, quantitative method was used to collect an amount of data to 

represent the targeted group. However, it had a drawback that the answers were limited to only 

what the authors prepare for the respondents to choose. 

 

4.4 Data collection process  

As it was mentioned above, a quantitative method was chosen and a questionnaire was used to 

collect the data that was later analyzed by statistics. 

4.4.1 Questionnaire design 

Fisher (2010, p. 210) mentions that when designing a questionnaire, it concerns with maximizing the 

response rate. Therefore, the questionnaire for this report is not too long but needs to be sufficient 

for a master thesis. The questionnaire is less than two A4 pages long and is easy to read. To fill in the 

questionnaire takes about 3 minutes. Refer “questionnaire” in Appendix 1: Questionnaire (English 

version) and Appendix 2: Questionnaire (Swedish version). 

In the introduction of the questionnaire, a short description about the online movie services is given 

to explain what the questions are about (see appendices 1 and 2). This is to help the respondents to 

interpret the questions in the right way. 

To ask about opinions or attitudes, the Likert scale is the most suitable tool. It is a five-point scale 

presenting a series of statements from positive to negative; for example, strongly agree, agree, 

uncertain, disagree and strongly disagree. Respondents can read a sentence or question and choose 

one in the scale. (Fisher, 2010, p. 214) 

However, to utilize the Likert scales, the question or statement have to relate to the subject and 

should also be clear in the view point of the respondents not only the researchers (Fisher, 2010). In 

other words the questions should be easy to understand. The questionnaire was originally written in 
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English but it was translated to Swedish in order to filter out non-Swedish people or people who live 

in Sweden temporarily. The translation was done by a person who speaks both English and Swedish 

as a native speaker; therefore the reliability of the questionnaire is high. 

4.4.2 Operationalization; from conceptual framework to questionnaire 

In the previous chapter, the conceptual framework was designed to answer the research question. It 

is important for the validity of the research that the operationalization of the conceptual framework 

is done right. Therefore, beneath are given some examples about the created questions for the 

questionnaire which measure the variables of the conceptual framework.  

The first example is the subjective norm which is about finding out if the people who he/she knows 

influence his/her intention to adopt the services or not? Two questions were asked to measure this 

variable (Table 1). First, it asked if the respondent was influenced by people who are important to 

him/her. And the second question is if the people close to him/her have a positive or negative feeling 

about online movie watching. This is asked to connect the variable to the intention to adopt. 

Table 1 – Operationalization of variable “subjective norm” [authors] 

Subjective norm 

I care about what other people close to me say about watching movies online. 

Most people I know think that watching movies online is  

 

The variable planned usage was measured with the question presented in Table 2. People were 

asked how they prefer to watch an online movie. People were able to give multiple answers. The 

answers where respondents could choose are the most conventional media, such as TV, laptop, 

mobile phone, etc. 

Table 2 – Operationalization of variable “planned usage” [authors] 

Planned usage   

If I would watch a movie online, I would watch it via: Computer / Laptop 

TV 

 Mobile phone 

 Other mobile device 

 Others 

 

An overview of all variables of the conceptual framework with the attached questions that are 

supposed to measure those variables can be found in appendix 4. 

Moreover, segmentation’s questions were added as well. They asked for gender, age and occupation. 

This segmentation data was useful in the analysis because it allowed the authors to analyze deeper if 

there were different results between male and female, old and young people and students and 

working people, etc. 
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4.4.3 Population and sample size 

As it was mentioned above that the research was done among Swedish people. This means all people 

who live in Sweden, can speak Swedish, use facilities in Sweden and with the age between 16 and 74 

years old, who are allowed to pay online and have internet access.   

The demography of this paper is not a main variable because we focus on people in general and not a 

specific group. However, there is statistical data collected by (StatisticsSweden, 2010) showing that 

most of the people living in Sweden (age 16 to 74, both men and women) have access to the internet 

at home (see Figure 4). Therefore, the questionnaire should be handed out in Sweden to people who 

are about 16 to 74 years old. . Considered there are more than 9 million Swedish inhabitants (CIA, 

2011), a rough estimation is that there are between 5 to 7 million people in Sweden with the age 

between 16 and 74 years old. It is impossible to catch all of them; therefore was chosen to use 

statistical (or quantitative) methods by focusing on a sampling group. 

According to Fisher (2010, p. 209), when deciding on the number of sampling size, the margin of 

error and the level of certainty have to be considered. There is a table showing the estimating margin 

of error on sample survey results (Fisher, 2010, p. 209).  From this table (with a 95 per cent certainty) 

is considered the population and the accepted margin of error which is at 5%; this makes the sample 

group more than 384 respondents.  

However, these 384 respondents should be reached as a random sample group for the target 

research population, but the sample group for this report is a non-random one. (see more 

information  in the “Limitations” paragraph).  

 

Figure 4 – Share of persons with internet access at home in Sweden [Statistics Sweden, 2010] 

4.4.4 Distribution of the questionnaire 

The sampling method used to gather respondents is the purposive sampling method. This is often 

chosen by students because of practical reasons. Purposive sampling has the goal to gain as much as 

respondents as possible in a short time period. A non-random sample group is often the result of this 

sampling method, which means that the sample group is not representative for the whole 

population. But to create a more random sample group, the questionnaires were distributed in two 

different ways. This will be explained below. (Fisher, 2010, p. 209) 
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The questionnaires were distributed to the sampling group both via an online survey and by asking 

people on the street. This was done by two different ways in order to create triangulation (described 

further in paragraph 4.6) and a less non-random sample group. To increase the response rate, a prize 

was given away to a randomly selected person who filled in a complete questionnaire.  

For the online questionnaire, the authors sent the link of the questionnaire to Swedish people who 

they knew and asked them to distribute to other Swedes as well. Moreover, the authors contacted 

some organizations and Voddler again if the link could be put on their websites. Unfortunately there 

was no positive response. Also the online questionnaire was put on some Swedish forums on the 

internet. Considered the amount of people who were asked to fill in the online questionnaire, the 

result of the online distribution was a very low response rate. At the end 160 people filled in a valid 

online questionnaire. 

The second part of distributing the questionnaires was via physical survey. The locations were on the 

street in Västerås, at the central station in Västerås (where also a lot of people from other cities were 

asked) and at Mälardalen University. Finally, 228 people filled in a valid questionnaire via this way of 

distributing. 

In total a number of 388 completely filled in questionnaires were collected at the end. 

 

4.5 Data analysis 

The data collected from 388 respondents by the questionnaire were processed according to the 

following steps. 

1. Data preparation: at the first step, collected data were inspected if the respondents had 

really read the questionnaires and answered all questions. After that, it was simplified, 

sorted and given a sequence in order to be easy for analysis stage. Incomplete 

questionnaires were deleted out of the data set. The summary of the results of every 

question can be found in the appendix 3. 

 

2. Data analysis: the complete data were analyzed for all the respondents together and also 

separately analyzed between adopters and non-adopters. At this stage, the data was 

analyzed in four ways below.  

 

a. Mean, standard deviation and percentage: the answers of questions with 5-scale Likert 

were put into SPSS software to find out “mean” value in order to know the average of all 

data, also “standard deviation” in order to measure dispersion of the data from the 

mean (Fisher, 2010, p. 231). The answers of some questions with multiple choices were 

presented in terms of frequent numbers and “percentages” to show the summary of the 

answers. The overall of the presented statistical value is on appendix 4. 

b. Correlation coefficient: the variables or factors, which were mentioned in the conceptual 

framework, were analyzed with the correlation coefficient. This shows how each factor 

relates to the intention to adopt the online service (See appendix 5). However, only the 

answers from non-adopters were analyzed because only they can have a certain level of 

intention to adopt.  
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c. Cross-tabulation: the relationships between intention to adopt and segmentations (age, 

gender and occupation) were analyzed by using the cross-tabulation method for the 

following sets: 

1. Intention * Past behavior 

2. Intention * Planned usage 

3. Intention * Gender 

4. Intention * Age 

5. Intention * Occupation 

6. Intention * Internet Speed  

d. T-test: The differences between different groups of data were analyzed for example, 

adopters and non-adopters and the survey collected online and in person to get results 

of the triangulation.  

In order to manage these data, the SPSS software was used as a statistic tool. SPSS could analyze the 

data and showed the coefficient, cross-tabulation and other statistical values.  

 

4.6 Reliability 

Reliable conclusions can only be drawn, when a research is designed and conducted properly. That is 

why reliability together with relevance and validity, are the three most important factors to conduct 

a good research. This section explains how the issue of reliability is taken into consideration for both 

the primary data, secondary data, the sample group and with triangulation.  

4.6.1 Secondary data 

Secondary data used to construct this research were from the articles published in academic journals 

with peer-review and also well known and broadly used books. By using mostly academic sources the 

reliability for the report is high. The secondary sources from regular newspapers are hardly used in 

this report, except when describing current situations. They had no further effect on the reliability of 

the report.   

4.6.2 Primary data 

Of course there is also the primary data which have to be as reliable as possible. As it was mentioned 

above, to gather primary data for this research, a survey was conducted among Swedish people. In 

the data collection process is described how many respondents are needed to draw safe statistical 

conclusions for a whole group. The research sample group should be at least 384 respondents (with a 

5 per cent error margin and a 95 per cent level of certainty). At the end, there were 388 respondents 

filled out the survey completely. This means that the reliability for the primary data is reliable 

considered the number of respondents.   

4.6.3 Sample group 

Some observations need to be mentioned about the sample group, which is non-random. The 

respondents were from around whole Sweden, but a big group was from around Västerås. And a 

larger/largest percentage of the sample group that filled in the questionnaire were students and 

mostly female. Thus this sample group does not reflect the real population completely; therefore it is 

a non-random sample group. But it is a good approximation of the reality, as a result of the many 

different ways of distributing the questionnaires. 
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4.6.4 Triangulation 

To create a higher reliability, two ways of gathering the primary data were used. On one side the 

surveys were filled out on the street, in a personal manner. And on the other questionnaires were 

handed out online. With this way of gathering primary data, triangulation was used. Triangulation 

means the gathering of data in two different ways. And if they give the same result, it strengthens 

the reliability of the research because contaminating influences from outside which could change the 

respondents answers are then proved to be not there.  

For the triangulation, only the questions with the Likert scales and segmentation questions were 

compared to possible clarify any differences in the result. The comparison showed that there were 

only three questions (Q6, Q8.1, Q8.2) that gave different results. But these differences can be 

explained by the unbalance of the sample group. The online survey contained more women and 

working people while surveys in person were more students. The detailed comparison and 

explanation can be found in appendix 6.  

The three bigger different results (Q6, Q8.1, Q8.2) between the online and street distribution of the 

questionnaire are declared above. Therefore it can be concluded that the contaminating influences 

from the way of collecting data were proved to be very low. As a result, the way of gathering the 

answers on questionnaire was reliable.  

 

4.7  Validity 

Validity of a research means that what is said in the report is valid or true (Fisher, 2010, pp. 267-275). 

There are different aspects of validity which can be highlighted in this dissertation. First, the validity 

of the constructs of this report, this can be explained with the conceptual framework which is used. 

Central in this conceptual framework is the Theory of Planned Behavior. This theory has been used in 

this field of study in many academic researches (Papies & Clement, 2008); (Hsieh, 2005); (Plowman & 

Goode, 2009) and thus a valid theory is used in this research. Second, the internal validity can be 

discussed. This is the logical derivation of interpretations and conclusions out of the data; also the 

robustness is important, this can be improved with statistics (Fisher, 2010, pp. 273-274). With 388 

respondents and a sample group which is a good approximation of the real population, the 

conclusions and interpretations that are made in this report can be called robust. The conclusions 

and interpretations written by the authors are also logically derived from the data, because the right 

questions were asked in the questionnaire. These questions were formed with a great care and a lot 

of studying about the topic. Third, there is the external validity. This is often linked to the population 

that is researched (Fisher, 2010, pp. 267-275). The questionnaire should be filled in by people living 

in whole Sweden. And it is also filled in by Swedes all around the country, because several Swedes 

living in the south and middle of Sweden were asked to distribute the questionnaire as well. The 

external validity is therefore high. Fourth and last, the ecological validity decides if the measurement 

of the data is done with the right technique. So does the collected data also represent the complex 

real life (Fisher, 2010, pp. 267-275). For this research it was chosen to work with a questionnaire. The 

ecological validity can thus be low if people fill in the questionnaire different from their real life. But 

the topic of this questionnaire is not very controversial, in other words persons have no reasons to 

fill in the questionnaire different from their real opinions. Also the questions are easy; there is no 

room to misunderstand the questions. So the ecological validity is also high.  
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4.8 Limitations 

Every research is bound to some limitations which affects the research. These limitations should be 

considered when presenting the analysis and outcomes of the report. 

As mentioned before at the paragraph 4.6, there are some limitations concerning the compilation of 

the sample group. It has to be concluded that this group is non-random and therefore not a random 

sample group for the whole population. Many different ways of distributing the questionnaires to 

gain respondents were used in order to get a sample group that can represent the total population 

that is meant to be researched. But this did not work out completely mainly due to time pressure, 

with a result that the group of students and women is of a bigger percentage than normal in the 

Swedish population. Students seemed to be way more likely to answer the questionnaires then other 

people. Another thing is that the group 45 years or older is underrepresented.  

Finally, the correlation coefficient value of planned usage cannot be analyzed because of a wrong 

decision in designing the questionnaire. For the question in the planned usage section was asked 

only string data which could not be changed to numeric data, therefore it is impossible to transform 

the data to a correlation coefficient value. Instead, this variable is in combination with the intention 

to adopt, analyzed with cross-tabulation. 
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5 Findings & Analysis 
The research results are presented and analyzed in this chapter. First, all collected data both from 

adopters and non-adopters were analyzed with basic statistic functions (mean, standard deviation, 

frequency and percentage) and also compared with each other for the similarities and differences. 

Second, the correlation coefficients in the conceptual framework were analyzed, for the non-

adopters only. Third, this chapter presents the relationship of some factors such as segmentations 

with intention to adopt an online movie service.  The last section of this chapter contains some sub-

segmentations. 

The word “adopters” mentioned in this report means people who have already subscribed for an 

online movie streaming service. In contrary, the word “non-adopters” means people who are not a 

member of a service yet. To separate these two groups, the questionnaire asked if the respondents 

are a member of this kind of service or not.  

 

5.1 Overall research results 

A complete overview of the results from every question can be found in appendices 3 and 4. 

However, the results from each section are discussed here separately. The results are presented in 

terms of non- adopters of an online movie service (343 respondents), adopters (45 respondents) and 

as total (388 respondents). In this part, the numbers of mean, standard deviation, frequency and 

percentage are shown. 

Mean value is the average of the data. The answers from respondents were numbers in the five point 

scale of Likert which ranges from negative to positive, such as strongly disagree to strongly agree: 1 

(strongly disagree), 2 (disagree), 3 (uncertain), 4 (agree) and 5 (strongly agree). For example, if the 

average of the number (mean) is 2.03, it means most of the respondents disagree.  

Standard deviation is the number showing the dispersion of data. The greater the dispersion is, the 

bigger the standard deviation becomes (Fisher, 2010, p. 231). The results of the questions have 

standard deviations varying from 0.70 to approximately 1.40. For standard deviations above 1.00 can 

be concluded that the answers were divided. Then it is possible that there are several groups of 

respondents with disagreeing opinions. In later sections of this chapter is tried to find good 

segmentations. 

5.1.1 General questions 

A vast majority, about 93 % of the respondents have broadband internet (Table 3). Further all of the 

adopters of an online movie service have a broadband internet connection; otherwise almost 7% of 

the non-adopters have a low bandwidth connection.  

Table 3 – Results Broadband internet question [authors] 

   

Non-adopter (343) Adopter  (45) Total  (388) 

   
 

SD/n % 
 

SD/n % 
 

SD/n % 

General question                       

1. I have a broadband internet.  Yes  

 

317 92.4 

 

45 100 

 

362 93.3 

 No  

 

23 6.7 

 

_ _ 

 

23 5.9 

 Don't know  

 

3 0.9 

 

_ _ 

 

3 0.8 

 



 

At the result of the internet speed, overall can be seen that on average most people fall in the groups 

“until 8 Mbit/s”, “until 20 Mbit/s” or “until 100 Mbit/s” 

speed connection are pretty equal for both adopters and non

“don’t know”-answer, one sees more adopters are aware of their internet speed connection. 

Another thing that is different between t

have an internet connection up to 8 Mbit/s. But the most catch in the eye is that for the connection

more than 100 Mbit/s, the adopters of an online movie service are over represented compared to 

the non-adopters. It could be interesting to test if people with a high internet connection also have a 

higher intention to adopt. Therefore, this factor will be test

paragraph 5.3.4. 

The minimum requirement for the internet speed connection to watch a movie via an online 

streaming service is around 3.5 or 4 MBit/s (checked with several companies). 

people with a connection until 4 MBit/s could face difficulties to watch movies online. 

looking at Figure 5 can be concluded that 1 out of 20 people can have problems 

online. 

Figure 

 

5.1.2 Behavioral intention 

This paragraph contains the result of two questions. The first question is asked to be able to identify 

adopters and non-adopters of an online movie service. And the second one asks for the current 

behavioral intention to adopt such a service. 

The subscribers (adopters) of an online movie service cannot have a behavioral intention to adopt 

these services. Thus the adopters 

for this question, it can be concluded that almost 12% (45 respondents) is subscriber of an online 

movie service (Table 4). And self
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Therefore, this factor will be tested the correlation to intention to adopt in 

The minimum requirement for the internet speed connection to watch a movie via an online 

5 or 4 MBit/s (checked with several companies). 

a connection until 4 MBit/s could face difficulties to watch movies online. 

can be concluded that 1 out of 20 people can have problems 

Figure 5  – Results internet speed connection [authors] 
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Table 4 – Results behavioral intention questions [authors] 

   

Non-adopter (343) Adopter  (45) Total  (388) 

   

M SD/n % M SD/n % M SD/n % 

General question (behavioral intention)                       

5. I’m a subscriber of a service where  

I can watch movies online. 

Yes  

  

_ 

  

_ 

  

11.6 

No  

  

_ 

  

_ 

  

88.4 

6. (If the previous answer is No) It is very likely that I would 

subscribe for an online service to watch movies online. 

  

2.60 1.08   _ _   _ _   

 

As explained previously, the question for the behavioral intention could only be answered by non-

adopters. The result is that non-adopters on average react slightly negative (mean=2.60) on the 

statement that “it is very likely that they would adopt an online service to watch movies”. The 

standard deviation is hereby 1.08 and can be mentioned as high. Most of the people are non-

adopters, only 11.6% of the respondents subscribed for an online movie service and can be classified 

as an adopter. 

5.1.3 Subjective norm 

For the subjective norm, two questions were asked (Table 5). Question 8.1 asks about the influence 

that the close environment has on the respondents. And question 7.1 asks if those surrounding 

people have a negative or positive opinion about watching movies online.  

On average, the total population does not care a lot about what people close to them say about 

watching movies online as it has a low mean of 1.84 presented in Table 5. However, the 

environment’s opinion about watching movies online is a lot more important for adopters (M=3.26) 

than for non-adopters (M=1.77). They say that they do get influenced by the people close to them. 

Therefore, this seems to be an important factor that can influence the behavioral intention of 

people. However, the answers are more spread for this group because there is a high standard 

deviation of 1.38. This can indicate groups of people who have different opinions. 

Table 5 – Results subjective norm questions [authors] 

   

Non-adopter (343) Adopter  (45) Total  (388) 

   

M SD/n 
 

M SD/n 
 

M SD/n 
 

Subjective norm                     

8.1 I care about what other people close to me say about 

watching movies online. 

 

1.77 1.02 

 

3.26 1.38 

 

1.84 1.08 

 7.1 Most people I know think that watching movies online is    3.41 0.81  3.64 0.71  3.44 0.80  

 

Most of the respondents think that the people who they know tend to be positive (M=3.44) about 

watching movies online. The respondents are also pretty unanimous in their answers, when the 

standard deviation of 0.80 is considered (Table 5). The people that adopters know are expected to be 

slightly more positive about watching movies online.  
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5.1.4 Perceived behavioral control 

The perceived behavioral control (PBC) variable measures in what way people perceive to be able to 

perform the behavior. And another factor is, if there are external factors that can prevent people 

from being able to carry out the behavior. This was asked in the questionnaire with one questions 

earlier presented in paragraph 5.1.1 and one other question. Both are presented in  Table 6. 

 

Table 6 – Results perceived behavioral control [authors] 

Non-adopter (343) Adopter  (45) Total  (388) 

M SD/n % M SD/n % M SD/n % 

Perceived behavioral control                       

2. My internet speed is: Until 4 MBit/s    19 5.5    3 6.7    22  5.7 

  Until 8 MBit/s    86 25.1     9 20.0     95 24.5 

  Until 20 MBit/s    64 18.7     9 20.0     73 18.8 

  Until 100 MBit/s    60 17.5     8 17.8     68 17.5 

  More than 100 MBit/s    22 6.4     8 17.8     30 7.7 

  Don't know   92  26.8     8 17.8     100 25.8 

8.2 I think it is complicated to watch movies online. 2.32 1.14 1.91 1.02 2.27 1.13 

 

In a previous section is mentioned that about 1 out of 20 people could face difficulties to watch 

movies online, because they are in the group “Until 4 MBit/s”. A minimum of 3.5 to 4.0 MBit/s is a 

requirement to use online movie streaming services.  So if the internet is under this speed 

connection, it becomes a problem.  

But most people do not think it is complicated to watch movies online, on average they disagree 

(M=2.27) with the statement that it is complicated. Although there are differences in the answers 

among the respondents. And the adopters disagree stronger compared to the non-adopters.  

5.1.5 Attitude toward the behavior 

At the section of the attitude toward the behavior, the respondents’ attitude toward the service is 

measured with one question. Furthermore, the attitude toward watching movies online is, according 

to the conceptual framework (Figure 1, page 7), influenced by four innovation success factors. To 

measure each variable, also one question was asked for each variable (Table 7). Like all other 

questions in this report the mean values presented in Table 7 are going from negative to positive. 

Question 7.2 from “very bad” to “very good”, the other questions from “strongly disagree” to 

“strongly agree”.  

People living in Sweden have a slightly positive feeling about watching movies online. That means 

their attitude toward watching movies online is positive. The respondents have a consistent opinion 

about that, considering the standard deviation of 0.89. Subscribers of an online movie service are 

significantly more positive (mean of 4.00) than non-adopters.  
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Table 7 – Results attitude toward the behavior questions [authors] 

  

Non-adopter (343) Adopter  (45) Total  (388) 

  

M SD 
 

M SD 
 

M SD 
 

Attitude toward the behavior                    

7.2 My feeling about watching movies online is 3.49 0.88  4.00 0.88  3.55 0.89 

 Relative advantage                   

8.3 I think that watching movies online has many advantages 

compared to other alternatives (cinema, physical rent/buy of DVDs). 2.94 1.16   3.36 1.09   2.99 1.16   

Compatibility 

         8.4 I think that watching movies online is very different from my 

current way of watching movies. 2.47 1.08 

 

2.36 1.13 

 

2.46 1.08 

 Complexity                   

8.5 I think it takes too much efforts to watch movies online (i.e. 

Subscribe or sign up, install software, etc.). 2.78 1.32   2.38 1.17   2.73 1.31   

Perceived risk 

         8.6 I think I will not subscribe for this kind of service because I would 

be worried about the misuse of my personal information (name, 

email, credit card number). 2.34 1.21 

 

2.02 1.18 

 

2.30 1.21 

  

The researched population answers on average neutral on the question if they think that watching 

movies online has many advantages compared to alternatives. But also for this question the adopters 

of such a service think that watching movies online does have some small relative advantages. 

Most of the people living in Sweden do not think that there is a big difference between watching 

movies online and the way they do it now.  

On average the respondents do not think that it takes a lot of efforts to watch movies online, 

therefore the service has a low complexity. But the standard deviation of the results of this question 

was 1.31, so it has to be taken into account that not all respondents agreed with each other. 

Adopters of an online movie service think it is even less complicated to watch movies online than the 

non-adopters.  

The perceived risk to subscribe for the movie service is low (M=2.30) that most of them disagree 

about this question. The mean of adopters’ perceived risk is lower than the number of non-

adopters’. But also here is a high standard deviation measured, so the answers differ widely.  

5.1.6 Price consciousness 

Three questions were asked to find out the level of Swedish people’s price consciousness on this 

service and Table 8 shows the results of them.  

Table 8 – Results of price consciousness's questions [authors] 

  

Non-adopter (343) Adopter  (45) Total  (388) 

  

M SD 
 

M SD 
 

M SD 
 

Price consciousness                   

8.7 I don’t mind to pay for watching a movie online. 2.61 1.31  2.82 1.30  2.63 1.30  

8.8 I would rather watch a movie for free even if it has 

commercials in between. 3.34 1.36   3.67 1.26   3.38 1.35   

8.9 I would always check the prices between different websites 

for the cheapest price to save some money. 3.31 1.39 

 

3.11 1.28 

 

3.29 1.38 

  

On question 8.7, the mean is 2.63 for the total of 388 respondents. It indicates that most of the 

respondents disagree that they do not mind to pay to watch movies online, especially non-adopters 

because their mean is 2.61 which is slightly lower than the adopters’ mean (M=2.82). Similarly, 

question 8.9 presents the mean at 3.29  for all the respondents (total); it shows that respondents 
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always check the prices between services or websites to find a cheaper option and non-adopters are 

even more likely to do that. Finally, question 8.8 shows the same result that most of the respondents 

rather watch a movie for free even it has commercials in between. However, this answer differs from 

the previous two questions because here the adopters’ mean (M=3.67) is higher than the one of the 

non-adopters (M=3.34). In other words, more adopters prefer to watch movies for free with 

commercials compared to non-adopters.  

However, the standard deviations of these results are very high. They are more than 1.30 which 

indicates that the results are spread out widely from the mean. In other words, respondents have 

different opinions, some care about price or high price consciousness while some are less price 

consciousness. 

Overall for all three questions, it seems that the price consciousness level of people living in Sweden 

varies very much, when considering the high number of standard deviations of these questions. 

However, the majority of people have a higher level of price consciousness. 

5.1.7 Past behavior 

The past behavior section has four questions. Question 3 asks the respondents how many movies 

they watch per week. In the questionnaire, there was a 5 scale answer possibility from 0 movie / 1 

movie / 2 movies / 3-5 movies / 6 movies and up. In order to get a mean and standard deviation, the 

data was transformed to a scale of the level of how often they watch movies from 1 to 5. Therefore, 

1 now represents that a respondent does not watch movies often or watches zero movies a week. 

Similarly, 5 represents that the respondent watch movies very often.  

Table 9 – Results of Past behavior's questions [authors] 

  

Non-adopter (343) Adopter  (45) Total  (388) 

  

M SD/n % M SD/n % M SD/n % 

Past behavior                   

3. I watch …….. movies a week.  2.68 1.07 

 

2.87 1.14 

 

2.70 1.08 

 8.10 I consider myself as someone who uses internet a lot. 4.47 0.95   4.60 1.03   4.48 0.96   

8.11 I often watch other online streaming services (i.e. YouTube). 3.62 1.27 

 

4.02 1.16 

 

3.66 1.26 

 4. The way I watch most videos is via:  The cinema   79 23.0   8 17.8   87 22.4 

  Computer / Laptop   190 55.4   34 75.6   224 57.7 

 TV 

 

233 67.9   23 51.1   256 66.0 

  DVD   112 32.7   20 44.4   152 39.2 

  Mobile phone   3 0.9   1 2.2   4 1.0 

  Other mobile device   0 0   0 0   0 0 

  Others   5 1.5   1 2.2   6 1.5 

 

From the data in Table 9, people in Sweden on average watch 1 to 2 movies a week. They also 

consider themselves as heavy internet users, with a very high mean of 4.48 on the Likert scales. By 

considering the mean values of question 3 and 8.10, the answers are not much different between the 

groups, but still adopters watch movies and use internet slightly more often than non-adopters.   

Respondents often use other streaming services such as YouTube.com as the data have a mean value 

of 3.66 on this question. However, it is clear that adopters more often use this kind of services 

because the mean is 4.02 while the non-adopters’ mean is 3.62. The standard deviations are quite 

high which indentify the big dispersions in the answers. 

 



 

Question 4, respondents could give more than one answer on this question, therefore, the total 

number of “n” is more than 388. The result shows that 66% of total 

movies on TV, 58% on computer/laptop

are different for adopters and non

movies on TV, while most of adopter

connected to the internet. 

computer/laptop. A clear picture of the percentage

can be found at Figure 6.  

Figure 

 

The highest percentage of people who watch movies on TV are non

observation, Swedish TV normally shows many movies on many channels especially on Friday and 

Saturday night. This may satisfy some group

movies on TV.  

On the other hand, a high percentage of people who watch movies on 

are adopters. It is possible that people who rent or buy DVDs, or download movies (illegally) may 

prefer to watch new release movies or specific ones. Then, 

an alternative for them. 

To sum up the results of past behavior, it can be seen 

the internet and the use of other streaming services

Therefore past behavior is possibly

adopt the services. 
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Question 4, respondents could give more than one answer on this question, therefore, the total 

more than 388. The result shows that 66% of total respondents 

movies on TV, 58% on computer/laptop and 39% watch DVD. However, the ways of watching movies 

are different for adopters and non-adopters. The highest percentage of non-adopters (68%) watches 

movies on TV, while most of adopters (76%) watch it on computer or laptop which 

connected to the internet. There are also non-adopters (55%), who 

computer/laptop. A clear picture of the percentages of respondents and the way they watch movies 

  

Figure 6 – Results of past behavior's questions [authors] 

The highest percentage of people who watch movies on TV are non-adopters. From 

n, Swedish TV normally shows many movies on many channels especially on Friday and 

Saturday night. This may satisfy some groups of people already and it is enough for them 

high percentage of people who watch movies on the computer/laptop 

are adopters. It is possible that people who rent or buy DVDs, or download movies (illegally) may 

prefer to watch new release movies or specific ones. Then, an online movie streaming 

To sum up the results of past behavior, it can be seen a high amount of watching

other streaming services increase the intention to adopt the service. 
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Question 4, respondents could give more than one answer on this question, therefore, the total 

respondents currently watches 

39% watch DVD. However, the ways of watching movies 
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who watch movies on 

of respondents and the way they watch movies 

 

adopters. From the authors’ 

n, Swedish TV normally shows many movies on many channels especially on Friday and 

people already and it is enough for them to watch 

computer/laptop or DVD 

are adopters. It is possible that people who rent or buy DVDs, or download movies (illegally) may 

online movie streaming service can be 

ing movies, high use of 
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factor that influences the intention of Swedish people to 

Others
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5.1.8 Planned usage 

There is one question which measure

out how people will watch a movie online

Table 10 – Results of planned usage's question

  

  Planned usage   

9. If I would watch a movie online,  

I would watch it via: 

Computer/ Laptop

TV

 Mobile phone

 Other mobile device

 Others

 

In Table 10, the number shows that about 73% of 

the computer or laptop. Also about 52% of them want to watch movies 

adopters and non-adopters, it also shows the same 

movies on a computer, laptop and

phone.  

Figure 

 

From Figure 7, there is not a big 

(388 respondents). Therefore, it can be concluded that planned usage do not really influence 

Swedish people to become an adopt

5.1.9 Segmentation 

Segmentation in this research consists of gender, age and occupation. In 

respondents are women and 38% are men. 

almost 59% of all respondents is 16

And for the occupation part, about 69% of the 

have another occupation. 
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measures the planned usage variable. This question 

movie online if they have adopted the online streaming service.

lanned usage's question [authors] 

 

Non-adopter (343) Adopter  (45)

 
 

n % 
 

n 

            

Computer/ Laptop  

 

248 72.3 

 

35 

  

 

179 52.2 

 

23 

Mobile phone  

 

16 4.7 

 

4 

Other mobile device  

 

1 0.3 

 

0 

Others  

 

4 1.2 

 

0 

the number shows that about 73% of the respondents want to watch 

laptop. Also about 52% of them want to watch movies on TV. 

adopters, it also shows the same answers that most of them planned to watch 

laptop and/or TV. Only a few people want to watch movies on 

Figure 7 – Results of planned usage's question [authors] 

a big difference between adopters and non-adopters and in terms of total

. Therefore, it can be concluded that planned usage do not really influence 

adopter of this services or not. 

Segmentation in this research consists of gender, age and occupation. In Table 11

respondents are women and 38% are men. Question 11 asked for the age group 

59% of all respondents is 16-24 years old, 35% is 25-44 years old and only 6% is 45

the occupation part, about 69% of the respondents is student and only 28% is working
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variable. This question was asked to find 

if they have adopted the online streaming service. 

Adopter  (45) Total  (388) 
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respondents want to watch a movie online on 

TV. When looking at 

that most of them planned to watch 

few people want to watch movies on a mobile 

 

adopters and in terms of total 

. Therefore, it can be concluded that planned usage do not really influence 

11, about 62% of the 

for the age group of the respondents, 

only 6% is 45 or older. 

only 28% is working, 3.1% 
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Table 11 – Results of segmentation's questions [authors] 

   

Non-adopter (343) Adopter  (45) Total  (388) 

   
 

n % 
 

n % 
 

n % 

Segmentations                       

10. Gender Male  

 

130 37.9 

 

18 40.0 

 

148 38.1 

 Female  

 

213 62.1 

 

27 60.0 

 

240 61.9 

11. My age is  16-24     198  57.7    30 66.7    228 58.8 

  25-44          120 35.0    15 33.3    135 34.8 

  45 up      25 7.3    0 0.0    25 6.4 

12. I am ..... Studying  

 

231 67.3 

 

37 82.2 

 

268 69.1 

 Working  

 

101 29.4 

 

7 15.6 

 

108 27.8 

 Others  

 

11 3.2 

 

1 2.2 

 

12 3.1 

 

However, Table 11 shows only overall of sampling group, it cannot be compared in each factors for 

example how many percentage of male are adopters and non-adopters. Therefore, Figure 8 is 

provided in order to show the comparison of adopters and non-adopters in each segmentation 

group. 

 

Figure 8 – Comparison of adopters and non-adopters of segmentations [authors] 

From Figure 8, it is about 12% of male and 11% of female are adopters. There is no different in terms 

of gender between adopters and non-adopters.  

At age group, there is a trend that younger people are more likely to be adopters than old people 

because the graph of “16-24” has highest percentage and followed by “25-44” and it is clear that no 

one in the age group of “45 up” is an adopter.  

The graph shows that about 14% of the students is an adopter, while only 6% of the working people 

is. It can be concluded that a student are more likely to be an adopter of these services than a 

working person. 
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5.2 Correlation with behavioral intention 

Since the intention to adopt an online movie streaming service cannot be measured for people who 

already adopted this service (adopters). The correlations to adopt are only measured with 

respondents who are not (yet) a subscriber of such a service (non-adopters). An overview of this can 

be found in Figure 9. 

5.2.1 Correlations in the conceptual framework 

To start analyzing correlation, all the questions with Likert scales are tested on their significance of 

the correlation with the “behavioral intention”. Also the questions related to attitude toward the 

behavior were tested on their significance of their correlation. The questions which were not 

significant were left out of this analysis, to calculate the correlation with the behavioral intention and 

the attitude toward the behavior. See appendix 5 for the results of these tests. 

Significance is determined by the p-value (Figure 9). This value is used in statistical research to reject 

null-hypotheses between two variables. A null hypothesis states that there is no relation between 

two variables. And that the results of the correlation coefficient are a coincidence. Thus, a low value 

means that there is a significant relationship between two variables. The significance p-values that 

are normally accepted in statistical research are 5% or 1% (0.05 or 0.01). So if the p-value is lower 

than 0.05, the chance that the measured correlation is a coincidence, is lower than 5%. Thus, when 

correlations need to be found in statistical research, it is important that there is a low p-value. 

(Experiment-Resources, 2008) 

As mentioned in the limitations paragraph of the methodology chapter, the question to measure 

planned usage was not designed correctly for the questionnaire. The question to measure the 

planned usage did not give the desired presentation of the answers (not Likert scales). And as a result 

the correlation coefficient cannot be measured like the other variables. Instead this variable is later 

in this report further analyzed in combination with the behavioral intention with the cross tabulation 

method.  

In Figure 9 can be seen that both perceived behavioral control and perceived risk do not have an 

acceptable significance correlation. Therefore these two variables will be left out the analysis for the 

correlation with “behavioral intention” and “attitude toward the behavior”. On the other side, many 

calculated variables in this figure have a very high significance with a p-value lower than 0.01. 

To understand the correlation coefficients in the figure, the following table is presented for 

interpreting the correlation coefficients (Table 12). (Fisher, 2010, p. 235) 

Table 12 – Interpreting correlation coefficients [adapted from Fisher, 2010] 

Correlation Coefficient Strength       

0.0 to 0.2 Very weak, negligible 

0.2 to 0.4 Weak, low       

0.4 to 0.7 Moderate 

0.7 to 0.9 Strong, high, marked       

0.9 to 1.0 Very strong, very high 
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Figure 9 – Correlation coefficients in the conceptual framework [authors]  

Significance: * p < 0.05, ** p < 0.01 

First the correlations of the four factors with the attitude toward the behavior are analyzed. As 

Figure 9 shows that complexity has logically a negative correlation coefficient with the attitude 

toward the behavior. Complexity has a low negative correlation (R=-0.314), so if people have the 

perception that it is difficult to use or subscribe for this service then people will have a more negative 

attitude towards an online movie service. Compatibility has a very weak positive correlation with the 

attitude variable (R=0.133). Thus, if the way that movies are watched now is comparable with movie 

watching via a streaming internet service, there is a very low positive relationship with the attitude 

toward the behavior. The relative advantage of an online movie streaming service has a weak and 

almost moderate positive correlation with the attitude toward the behavior (R=0.351). For users it 

seems to be important that an online movie service has a significant advantage compared to the way 

movies are watched now.  

The three significant correlations (relative advantage, compatibility and complexity) have together a 

moderate correlation coefficient of 0.433 with the attitude toward the behavior. That means that all 

three factors together are predictors of the attitude with a moderate correlation. 

Next the correlations in the conceptual framework are going to be analyzed with the behavioral 

intention variable. The past behavior variable seem to have a very weak positive correlation with 

behavioral intention (R=0.135). This means that the current way of watching movies seem to have a 

(very low) influence on the intention to adopt an online movie service. The other three significant 

factors, subjective norm, attitude toward the behavior and price consciousness have a low positive 

correlation with the intention to adopt an online movie service. It can be concluded that the 

environment of the respondents have an influence on the intention to adopt such a service 

(R=0.253). Also the attitude from the respondents toward the service has an influence on the 
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intention to adopt it (R=0.253). And last, price consciousness has a positive correlation with 

behavioral intention (R=0.273). Thus, a higher price consciousness level, results also into a higher 

intention to adopt an online movie service. 

These four significant variables (subjective norm, attitude toward the behavior, price consciousness 

and past behavior) have together almost a moderate correlation coefficient (R=0.372) with the 

intention to adopt an online movie streaming service.  

The most important outcomes of this analysis are summarized here. Relative advantage, 

compatibility and complexity (negative) have together a moderate influence on the attitude toward 

an online movie service; however relative advantage and complexity are the most important 

influencers. Subjective norm, attitude toward the behavior, price consciousness and past behavior 

have almost a moderate correlation coefficient with the intention to adopt. The first three are 

hereby the most important influencers. The positive correlation of price consciousness has to be 

mentioned here specifically. Planned usage is the only variable in the conceptual framework, which is 

not analyzed yet in combination with behavioral intention; this will be done in the following 

paragraph. 

 

5.2.2 Planned usage and the behavioral intention 

Respondents were asked about the most important mediums they planned to use if they use an 

online movie streaming service (Q9). The relationship between the answers of Q9 from only non-

adopters and their intention to adopt (Q4) is shown in Table 13.  

The computer/laptop (55%) and on TV (40%) are the most important mediums to watch a movie 

online, most of the respondents in every level of intention planned to watch movies via these 

mediums. The highest amount of people are the ones who want to watch movies on a 

computer/laptop, 72 people and are unlikely to adopt the services. 67 respondents want to watch 

movies online on TV and are not sure that they will adopt the service or not. So it seems that the 

computer/laptop is the most important medium to watch online movies. 

Table 13 – Relationship of planned usage and intention [authors] 

 Q6 – Intention to adopt  Com/Laptop TV Mobile 

Other 

mobile 

device Others Total 

1 Very unlikely Count 46 26 3 0 1 76 

  % of Total 10.2% 5.8% 0.7% 0.0% 0.2% 16.9% 

2 Unlikely Count 72 47 1 0 1 121 

  % of Total 16.0% 10.5% 0.2% 0.0% 0.2% 26.9% 

3 Not sure Count 70 67 6 1 2 146 

  % of Total 15.6% 14.9% 1.3% 0.2% 0.4% 32.5% 

4 Likely Count 55 34 6 0 0 95 

  % of Total 12.2% 7.6% 1.3% 0.0% 0.0% 21.2% 

5 Very unlikely Count 6 5 0 0 0 11 

  % of Total 1.3% 1.1% 0.0% 0.0% 0.0% 2.4% 

Total Count 249 179 16 1 4 449 

  % of Total 55.5% 39.9% 3.6% 0.2% 0.9% 100.0% 
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Figure 10 shows the relationship of different groups of planned usage and their intention to adopt. It 

can be seen clearly the most important mediums are TV and computer/laptop. 

 

Figure 10 – Relationship of planned usage and intention [authors] 

As mentioned above that most of the people planned to watch movies online on a computer/laptop 

and/or TV, therefore it is important to look closer in those columns. In order to visualize the data, 

Figure 11 is provided. The intention to adopt from the computer/laptop group is not much different 

from the TV group. However, in the computer/laptop group more people have a low intention to 

adopt but also more people have a high intention to adopt as well. For the mobile phone group, it is 

clear that there is a high percentage that people are likely to adopt, but the amount of respondents 

for this group is very low (n=16). 

 

 

Figure 11 – planned usage and intention to adopt (100% stacked column) [authors] 

To sum up the analysis of planned behavior in combination with the intention to adopt, most of the 

people planned to watch movies online on TV and computer/laptop. However, the data also shows 

that people who want to use mobile phones, computer/laptop and TV have a higher intention to 

adopt an online movie streaming service, but there are no big differences. Also the sampling group in 

the “mobile phone” group is too small to compare to other groups. As a result of above analysis, it 

can be concluded that planned usage does not influence the intention to adopt. 

5.2.3 Past behavior and the behavioral intention 

Table 14 presents an overview of the relationship of intention to adopt (Q6) and past behavior (Q4) 

that shows how the respondents watched movies before. About 30% of them watch movies on 
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computer/laptop and about 36% of respondents watch movies on TV and. The highest amount of 82 

people watch their movies on TV and are not sure to adopt the service. Similarly at the 

computer/laptop column, there are 56 people unlikely to adopt it, and at DVD there are 39 people 

who are not sure to adopt it. 

Table 14 – Relationship of past behavior and intention [authors] 

 Q6 – Intention to adopt   Cinema 

Computer 

/Laptop TV DVD Mobile 

Other 

mobile 

device Others Total 

1 Very unlikely Count 12 40 40 19 2 0 1 114 

  % of Total 1.9% 6.2% 6.2% 3.0% 0.3% 0.0% 0.2% 17.8% 

2 Unlikely Count 23 56 62 36 0 0 1 178 

  % of Total 3.6% 8.7% 9.7% 5.6% 0.0% 0.0% 0.2% 27.7% 

3 Not sure Count 25 51 82 39 0 0 2 199 

  % of Total 3.9% 7.9% 12.8% 6.1% 0.0% 0.0% 0.3% 31.0% 

4 Likely Count 15 38 43 30 1 0 1 128 

  % of Total 2.3% 5.9% 6.7% 4.7% 0.2% 0.0% 0.2% 19.9% 

5 Very unlikely Count 4 5 6 8 0 0 0 23 

  % of Total 0.6% 0.8% 0.9% 1.2% 0.0% 0.0% 0.0% 3.6% 

Total Count 79 190 233 132 3 0 5 642 

  % of Total 12.3% 29.6% 36.3% 20.6% 0.5% 0.0% 0.8% 100.0% 

The relationship of how respondents watched movies and the intention to adopt is also shown in 

Figure 12. In the group of people watching movies at cinemas, on TV and DVD, the number of people 

who have a low intention to adopt is higher than the number of people who have high intention to 

adopt. And most of them do not know whether they will adopt or not (look at number 3 in Figure 

12). The medium DVD seems to be important since it is used the most among the respondents who 

are “very likely” to adopt the service (look at number 5 in Figure 12). For the answer likely to adopt 

(4) respectively TV, computer/laptop and DVD are the most important mediums.  

 

Figure 12 – Relationship between way to watch movie (past) and intention [authors] 

Figure 13 shows the intentions in each group of ways to watch movies in the past in terms of 

percentage. Disregarding the number of people, the percentage says that people in group of mobile 

phone has the highest percentage that people are likely to adopt and then DVD, computer/laptop 

and cinema respectively. The TV group has less people that are likely to adopt.  
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Figure 13 – past behavior and intention to adopt (100% stacked column) [authors] 

Regarding to the presented data, it does not clearly say that past behavior influences the intention of 

Swedish people to adopt movie streaming services. Also this is consistent with the calculated 

correlation coefficient in paragraph 5.2.1, which shows a very weak correlation. However, the past 

behavior seems to be an important factor when adopters and non-adopters are compared. There is 

probably a correlation for this factor, and can possibly be found via segmentation. 

5.2.4 Price consciousness and behavioral intention 

People with a high intention to adopt (who answered “likely” or “very likely”) have a higher 

willingness to pay than people with a low intention (“unlikely” or “very unlikely”).  People with a high 

intention to adopt have a mean of 3.21 with a standard deviation of 1.28. And respondents with a 

low intention to adopt have a mean of 2.38 and a standard deviation of 1.26. For services it is 

interesting to consider that most of the people with a high intention to adopt are not negative 

against paying for the service. But they often put effort in finding the cheapest prices; on that 

statement is a positive answer with a mean of 3.42. But the standard deviation here is 1.40, so the 

people are divided in this matter. Price consciousness has thus a positive influence on the intention 

to adopt, and together with the earlier found positive correlation this seemed to be an important 

factor for online movie services. 

 

5.3 Segmentation and the behavioral intention 

In this section segmentation is done by the segmentation variables (gender, age, occupation and 

internet speed). First is researched if there is a correlation found in combination with the behavioral 

intention to become a member of online movie services. If there is a correlation, it is researched 

what the most important factors are that can influence the segmentation groups to adopt an online 

movie service.  

Table 15 shows the overview of the relationship of segmentation (gender, age, occupation, internet 

speed) and behavioral intention to adopt an online movie service (Q6). Overall, 18% of the 

respondents are “very unlikely” to adopt and 28% are “unlikely” to adopt. Only 20% are “likely” and 

2% are “very likely” to adopt. Table 11 is a cross tabulation that break down the data into each 

elements in segmentations and intention to adopt. However, these segmentation factors were 

presented and analyzed one by one below. 
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Table 15 – Relationship of segmentation and behavioral intention [authors] 

      Gender 

Total 

Age 

Total 

Occupation 

Total       Female Male 16-24 25-44 45 up Study Work Others 

Q6 1 Count 34 29 63 40 17 6 63 45 17 1 63 

% within Gender 16.0% 22.3% 18.4% 20.2% 14.2% 24.0% 18.4% 19.5% 16.8% 9.1% 18.4% 

2 Count 54 42 96 52 36 8 96 67 27 2 96 

% within Gender 25.4% 32.3% 28.0% 26.3% 30.0% 32.0% 28.0% 29.0% 26.7% 18.2% 28.0% 

3 Count 69 38 107 62 38 7 107 73 29 5 107 

% within Gender 32.4% 29.2% 31.2% 31.3% 31.7% 28.0% 31.2% 31.6% 28.7% 45.5% 31.2% 

4 Count 49 20 69 40 25 4 69 41 25 3 69 

% within Gender 23.0% 15.4% 20.1% 20.2% 20.8% 16.0% 20.1% 17.7% 24.8% 27.3% 20.1% 

5 Count 7 1 8 4 4 0 8 5 3 0 8 

% within Gender 3.3% .8% 2.3% 2.0% 3.3% .0% 2.3% 2.2% 3.0% .0% 2.3% 

Total Count 213 130 343 198 120 25 343 231 101 11 343 

% within Gender 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

 

5.3.1 Gender 

The data presented in Table 16 shows that women have a higher intention to adopt than men. In 

order to confirm the result, means and standard deviations were compared (see Table 16). It can be 

seen that women have a higher intention to adopt because the women’s mean is 2.72 and the mean 

of the men is 2.40. Moreover the significance is 0.007 (even less than 0.01) which shows that there is 

a correlation between gender and the intention to adopt. That is why a further analysis is done to 

discover the most important factors of online movie services, when segmenting by gender. 

Table 16 – Mean behavioral intention and gender comparison [authors] 

 

After analyzing the variables from the conceptual framework are the most important ones described 

in this paragraph. There were not big changes found in the standard deviations, these are for most of 

the questions still high (above 1.00). In contrary there are differences found for a few variables. The 

variables perceived behavioral control, complexity and perceived risk had all higher means for 

females with a difference of about 0.40 to 0.50. And therefore these factors seem to be more 

important to focus on for online movie services. 

The answers on the past behavior variable shows that females watch on average 1.5 movies a week, 

where males watch 2 movies a week. Also the current way of watching movies is very different for 

males and females. The DVD (46%) and TV (71%) are more important mediums for the females than 

males who use these mediums respectively 28% and 59%. And the contrary is true for the computer 

or laptop, which is less used by women (54%) compared to men (64%).  

To summarize the findings, the variables perceived behavioral control, complexity and perceived risk 

seem to be more important factors to focus on for online movie services. And for past behavior the 

importance is higher for the DVD and TV when men are compared to women. 

5.3.2 Age 

There are small differences between the behavioral intention of the age groups, most of them are 

unlikely to adopt in the cross tabulation table (Table 15). By comparing the means of each group, 

there are minor differences (see Table 17). And it can be seen clearly that people in the “45 up” 

Gender Mean n SD 

Female 2.72 213 1.087 

Male 2.40 130 1.024 

Total 2.60 343 1.074 
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group have a very low intention to adopt. It is conform to the analysis of adopters and non-adopters 

at paragraph 5.1.9. There is no correlation between the age groups and the intention to adopt. Also 

the significance number is more than 0.05 which means that there is no correlation. That is why no 

further analyzing will be done for this segmentation group. 

Table 17 – Mean behavioral intention and age groups comparison [authors] 

Age Mean N SD 

16-24 2.58 198 1.086 

25-44 2.69 120 1.060 

45 up 2.36 25 1.036 

Total 2.60 343 1.074 

5.3.3 Occupation 

The cross tabulation (Table 15) also shows that working people have a higher intention to adopt. Also 

according to Table 18, there is a small difference between the means of “studying” and “working” 

respondents. Working people have a higher intention to adopt the services than students. However, 

the correlation between occupation and the behavioral intention is not significant (p=0.282). And 

with this segmentation criterion will therefore not be analyzed further. 

Table 18 – Mean behavioral intention and occupation comparison [authors] 

Occupation Mean N SD 

Studying 2.54 231 1.062 

Working 2.70 101 1.109 

Others 2.91 11 .944 

Total 2.60 343 1.074 

 

5.3.4 Internet speed 

Internet speed could also be an interesting factor that may influence the intention to adopt. 

Therefore, the means of the answers in each level of internet speed were compared. Considered 

Table 19, the group of “up to 4 MBit/s” has a much lower mean than other groups. It implies that 

people who have an internet speed lower than 4 Mbit/s, who cannot always play streaming 

smoothly, tend to not adopt the services. The group non-adopters with an internet speed connection 

of “higher than 100 MBit/s” do not have a higher behavioral intention compared to the rest (2.59). 

Despite a high internet speed connection is used by a big percentage of the adopters of a service, 

and therefore seem to be an important factor. However, all these internet speed groups together do 

not have a significant correlation (p=0.112) with the intention to adopt. Later will internet speed be 

used to find relevant sub segmentations. 

Table 19 – Mean intention comparison (Internet speed) [authors] 

Q2 Mean N SD 

Up to 4 MBit/s 2.11 19 .994 

Up to 8 MBit/s 2.73 86 1.056 

Up to 20 MBit/s 2.39 64 1.048 

Up to 100 MBit/s 2.62 60 1.091 

More than 100 MBit/s 2.59 22 1.260 

Don't know 2.72 92 1.041 
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5.4 Sub-segmentation groups 

Even though the collected data was analyzed separately for each variable in the conceptual 

framework and segmentations above, it is still interesting to investigate more about some of them. 

Therefore, sub-segmentation is done in order to see whether there are other significant results or 

not. 

5.4.1 High-end users and low-end users 

Consumers normally consume products in different levels or amounts. Therefore they can be divided 

into two groups: low-end users and high-end users. The end users in this report are people who use 

technologies: the internet speed and other streaming services. Therefore, this is segmented by using 

question 2 (internet speed) and question 8.11 (how often they watch other streaming services).  

“Low-end users” are the ones who have internet speed up till 20 Mbit/s and do not use other 

streaming services (who answer strongly disagree or disagree on Q.8.11). The other way around, 

“high-end users” are those who have internet speed of 20 Mbit/s or more and often use other 

streaming services. 

The segmented data are presented in Table 20 and also the differences of the means of these two 

groups (mean’s differ = high end user’s mean – low end user’s mean). There are many differences 

between the means of both groups, which indicates differences in importance of the measured 

variables. 

Table 20 - Comparison of means of low- and high-end user [authors] 

  

Low-end user High-end user 
Mean’s 

differ 
n= 40 n=64 

  M SD 
  

M SD   

Q6. Intention to adopt 2.45 1.11 
  

2.88 1.13   0.44 

Q3.  Past behavior 2.45 1.11  3.03 1.10 

 

0.58 

Q7.2. Attitude toward online movie services 3.28 0.75 
  

3.72 0.93   0.44 

Q8.2. Perceived behavioral control 2.60 1.35  2.02 1.11 

 

-0.58 

Q8.5. Complexity 3.00 1.41 
  

2.55 1.32   -0.45 

Q8.7. Price consciousness 2.35 1.23  2.94 1.48 

 

0.59 

Q8.8. Price consciousness 2.93 1.54 
  

3.52 1.28   0.59 

Q8.9. Price consciousness 2.50 1.34  3.55 1.30 

 

1.05 

  

By segmenting the data into low-end users and high-end users, it can be concluded that high-end 

users are more likely to adopt an online movie service. And considering the differences in the 

answers between low-end and high-end users, some factors are of a different importance for online 

movie services. For instance as an online movie service, it is more important to create a good 

attitude, give the possibility to watch more movies, and offer a competitive price. Less important for 

these high-end users is the low complexity of the service.  
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5.4.2 Current way of watching movies and the use of online streaming services 

People who adopted already an online movie streaming service watch the movies more often on the 

computer, laptop or via DVD than non-adopters. In contrary the TV is used less by adopters, where it 

is the most important medium for non-adopters. These differences between adopters and non-

adopters would indicate a correlation to the intention to adopt. Nevertheless is this correlation not 

found in paragraph 5.2.3. Therefore, a sub-segmentation is made in this section. 

The authors expect that these two groups can be segmented further with the of use online streaming 

services, for example YouTube, which could be assumed to be a predictor for the intention to adopt. 

In paragraph 5.2.1, this was already proved to have a significance correlation with the intention to 

adopt. 

There are three groups separated in this question and they are compared with each other by looking 

at their means and standard deviations for the behavioral intention to adopt an online movie service. 

The results of this sub-segmentation can be found in Table 21. 

Table 21 – Current movie watching and use of streaming services segmented for behavioral intention [authors] 

Current way of watching 

movies 

Use of online streaming 

services (e.g. YouTube) 

Respondents Mean Q6 Stand. Dev. Q6 

n M SD 

(All non-adopters) (All non-adopters) 343 2.60 1.08 

Only TV Low 41 2.51 0.98 

Only Computer/Laptop High 37 2.24 1.09 

DVD High 88 2.95 1.15 

 

The first group watches movies only on the TV and do not use online streaming services a lot, this 

group counts 41 respondents. They were assumed to have a low familiarity with online movie 

watching and thus a low intention to adopt this service (M=2.51 and SD=0.98). This is confirmed by 

the results, although the mean is only 0.09 lower than the average of this question for all the 

respondents. And therefore this result has no significant difference. 

The second group consists of the people who watch movies only on the computer or laptop and they 

are heavy users of online streaming services like YouTube (37 respondents). They were expected to 

have a high intention to adopt. However the low mean of 2.24 (SD=1.09) was the result. This means 

that the average for the intention to adopt is 0.36 lower than the average for all the respondents 

together. This low mean can probably be declared, by the assumption that many respondents who 

use the computer or laptop to watch movies, preferably gather movies via piracy instead of legal 

online services.  

Group 3, consists of 88 respondents who answered that they often watch movies via DVDs and are 

heavy users of online streaming services. They are assumed to have a high intention to adopt 

because adopters watch more often movies via DVDs than non-adopters. And this is clearly 

presented in the outcomes, with a relative high mean of 2.95 (SD=1.15) for the behavioral intention, 

which is 0.35 higher than the average. Therefore the medium DVDs seems to be an important 

medium to reach potential subscribers for online movie services. 
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So it can be concluded that people who often watch movies on TV and do not use streaming services 

a lot, do not have a big difference in the intention to adopt. But there are big differences found for 

the groups who use streaming services a lot and watch movies on the computer/laptop or via DVD. 

The group who watches DVD has a higher intention to adopt. People who watch via computer or 

laptop had the unexpected lower intention to adopt. This is in contrast with adopters where the 

computer and laptop are the most important mediums. The reason for this strange result can maybe 

be found in piracy. People who use often streaming services and the computer and laptop is a group 

where probably also a lot of pirates can be found, who rather not adopt a legal service.  
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6 Conclusion 
Regarding to the research question of this report “the most important factors that influence the 

intention of Swedish people to adopt online movie streaming services?”, the conclusion is drawn here 

to show the result of the study and to answer the research question.  

The structure of the conceptual framework is shown here again in order to explain the most 

important variables. (see Figure 14). After that, segmentations that have been done are also 

concluded. 

 

Figure 14 – Overview conceptual framework [authors] 

The non-random sample group is of influence on the results, this has to be taken into account when 

interpreting these outcomes. Also the analysis done in relation with the behavioral intention are 

always done only for the non-adopters (343 respondents, 88%), because for adopters (45 

respondents, 12%) the intention to adopt cannot be studied.  

Each factor in the conceptual framework is researched for the influence on the behavioral intention 

for all non-adopters by calculating the correlations and analyzing via cross tabulation. Hence it can be 

concluded that the subjective norm, attitude toward the behavior, price consciousness and past 

behavior have a proven influence on the behavioral intention; therefore these are the most 

important factors to influence the adoption of online movie services. Whilst perceived behavioral 

control does not have an influence and accordingly this factor will be left out of this conclusion. 

Planned usage also has no influence on the intention to adopt, but will be concluded anyway because 

this factor represents clearly via which medium people expect to watch movies of an online service.  

Subjective norm: The result of the research identifies that subjective norm has a positive low 

correlation with the behavioral intention. It influences the intention of Swedish people to adopt an 

online movie streaming service. Most people think that the people they know are positive about 

watching movies online. This factor is especially important for adopters, who are the ones who care 

or listen to people around them.  

Attitude: The attitude that people have toward online movie watching has a positive low correlation 

with the behavioral intention. Most people have an attitude toward online movie watching that is 

moderate to positive. Thus, it is important for online movie services to create a positive image. This 
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attitude is created mostly by the relative advantage and the complexity of the service. A lower 

influence has compatibility, which has an unexpected negative correlation towards the attitude. One 

of the logical explanations for this could be that respondents with similar ways of watching movies 

do this more often via piracy ways. The perceived risk is not of influence on the attitude toward an 

online movie service.  

Price consciousness: Price consciousness is a factor that online movie services have to take into 

consideration because this factor has a correlation with the behavioral intention. Most people in 

general have a high price consciousness, they do not really want to pay to watch movie online and 

rather watch it for free with commercials in between. They are also likely to check prices between 

websites or companies to get the cheaper one. When looking closer, price consciousness has a 

positive correlation with the behavioral intention to adopt the service. People with a high intention 

to adopt and adopters are less unwilling to pay but have a higher price consciousness. It can be 

assumed that adopters choose to watch movies online because it is cheaper than going to the 

cinema or buying DVDs. However, the answers in the questionnaire of this part were pretty much 

spread out, which means that people have vary levels of price consciousness. So it would be best if 

online movies services can offer both free and paid movies.  

Past behavior: When looked at the relation to behavioral intention, past behavior has a very weak 

positive correlation. But the way of watching movies seemed to be very different between adopters 

and non-adopters, this would imply a stronger correlation. Since adopters watch movies more often 

on computer, laptop and DVD and less often on TV compared to non-adopters, was decided to 

segmentate this further. Groups who watch DVD’s and use streaming services like YouTube a lot, are 

more likely to adopt online movie services. The computer and laptop were not important mediums 

for people who also use streaming services often, they had a very low intention to adopt. This is in 

contradiction with the adopters, where 76% of them watch movies often via the computer or laptop. 

A logical explanation for this contrast is that specifically this group is probably very likely to watch 

movies via piracy. The computer and laptop are important factors/mediums to adopt a service, 

looking at the high percentage of adopters using these mediums. Also the medium of DVD is an 

interesting way for online movie services to reach potential members. 

Planned usage: Although planned usage could not be concluded as an important factor that 

influences the intention to adopt, it is interesting to conclude the findings for this variable since 

these represent the preferable media to watch online movies. Almost 3 out of 4 people want to use a 

laptop or computer, 50% of the people want to watch it on their TV and 1 out of 20 people prefers a 

mobile phone as screen.  

Segmentation: General segmentations are done for gender, age, occupation and internet speed. 

Gender influences the intention to adopt because the result shows that women have a higher 

intention to adopt than men do. For women are the factors of perceived behavioral control, 

complexity and perceived risk more important factors to adopt online movie services. And for past 

behavior the DVD and TV are more used by women than by men. 

For age there are no significant differences found.  
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If compared between occupations, more students are adopters but, on the contrary, working people 

have a slightly higher intention to adopt. Occupation probably has a relation with the intention to 

adopt, but it is not found in this report.  

Finally the internet speed, there is no correlation found of the higher internet speed and the higher 

intention to adopt for all the respondents together. However, people in the group of up to 4Mbit/s 

have a lower intention to adopt if compared to others. It is worth to mention that the minimum 

required speed to watch streaming movies is 3.5 - 4 Mbit/s and this can be a reason that internet 

speed is a factor making people not want to use movie streaming services. Also most of the adopters 

have a high internet speed compared to non-adopters, especially in the group of more than 100 

Mbit/s. Hence, a high internet speed can be an important factor for online movie services. 

Sub-segmentation: “High-end users” who have high speed internet and normally use other 

streaming services are more likely to adopt an online movie streaming service than “low-end users”. 

Therefore can for this group be concluded that some factors of online movie services have a 

difference in importance. To reach high-end users it is for online movies services more important to 

focus on creating a good attitude, offering competitive prices and give the possibility to watch more 

movies a week than the average user. For high-end users, online movie services have to focus less on 

the low complexity of the service. 
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7 Recommendations 
Recommendations are given in this chapter as a result of the conclusion. The chapter is divided in 

three parts. The first part is about recommendations for online movie services, second the 

implications for practitioners and third part are suggestions for further research presented.  

7.1 Recommendations for online movie services 

This report has shown the most important factors that influence the intention of Swedish people to 

adopt online movie streaming services. Subjective norm is one of them. Therefore companies should 

consider that people are also influenced by others around them when deciding to adopt services.  

Companies can use members to influence their friends, for example, giving the members free movies 

if they recommend their friends or get their friends subscribed for the service. Signing up with friends 

or as a pair to get a discount is a possible way as well. Also companies can visualize members who 

use the services through social network such as Facebook, to let their friends know that these people 

are using legally movie services.  

When talking about the attitude that people have toward online movie streaming services, especially 

the relative advantage and complexity of the services are important. To improve the relative 

advantage, it is of importance to market the relative advantages of this service compared to other 

ways of movie watching. Examples for this are the cheap price, watching movies on demand. But also 

online movie services should use their potential better in the future. For instance, the distribution of 

movies can be way faster and more flexible via online movie services. Maybe in the future movie 

releases will be sooner online instead of on DVD as an example.  

To use the factor complexity the recommendation is to make the subscribe procedure and way of 

payment as easy as possible. Another suggestion is to help (potential) subscribers with connection 

the online movie to their TV, since more than half of the people want to watch the online movies on 

their TV. Hence, online movie services should provide a sort of manual about how to do this and even 

give the possibility to order the parts that they need to watch these movies on their TV. 

Most of people are not willing to pay to watch movies online but they rather watch movies for free 

with commercials in between. However, this result is very dispersed; people have quite different 

opinions about price. Therefore companies could choose to provide both free movies with 

commercials and the option to pay to watch movies without commercials. Another thing that 

companies should be aware of is price. People tend to look around before choosing a service; 

therefore, the prices should not be more expensive than the competitors’ one. It even should not be 

higher than other substitutes such as buying or renting DVDs. 

Because current adopters watch more often movies on computer, laptop or via DVD, online movie 

services should target these people when marketing their offering. For instance people get to watch 

1 movie for free online if they rent 3 physical DVDs.  
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The focus for potential members should be more on people in the age group 16 to 44 than older 

people. Also high-end users who have high speed internet and often use streaming services should 

be targeted as well. Companies may penetrate to the areas facilitated with high speed internet 

connections. Also put advertisements on some streaming web pages such as YouTube to reach those 

people. Another way is to work with broadband internet companies to attach special offers for online 

movies when customers ask for an internet contract. 

 

7.2 Implications for practitioners 

For practitioners it could be difficult to identify the people in the sub-segmentation groups that have 

been found. For instance, high end users are more likely to adopt. But it can be hard to identify 

people with a high speed internet access, since that is often registered only with their internet 

provider. And those companies cannot simply provide personal information of all their customers. 

And for instance people with a good attitude toward the service, who are more likely to adopt, 

cannot be identified easily.  

 

7.3 Suggestions for further research 

During this research the authors ran into things that could be useful to know before starting a new 

research. These findings the authors want to share in this section of the chapter.  

The outcomes of this report are mainly based on quantitative data from a questionnaire. It could be 

interesting to have some in-depth interviews with current users and some companies in this field. 

Although piracy is not researched in this report, a recommendation is to ask questions to identify 

people who watch movies via piracy. With that information probably better segmentation groups can 

be made.  
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Appendix 1: Questionnaire (English version) 
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Appendix 2: Questionnaire (Swedish version) 
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Appendix 3: Summary of questionnaire results 

1. I have a broadband internet. 

 

2. My internet speed is: 

 

 

3. I watch …….. movies a week. 

   

 

4. The way I watch most videos is via:  

 

  

 

 

 

 

 

  n 

Yes 362 

No 23 

Don't know 3 

  
        n 

Until 4 MBit/s 22 

Until 8 MBit/s 95 

Until 20 MBit/s 73 

Until 100 MBit/s 68 

More than 100 MBit/s 30 

Don't know 100 

  n 

0 52 

1 127 

2 114 

3 to 5 76 

6 or more 19 

  n 

The cinema 87 

Computer / Laptop 224 

TV 256 

DVD 152 

Mobile phone 4 

Other mobile device 0 

Others 6 
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5. I’m a subscriber of a service where I can watch movies online. 

   

6. (If the previous answer is No)It is very likely that I would subscribe for an online service to watch 

movies online. 

      

 

7.1 Most people I know think that watching movies online is 

    

 

7.2 My feeling about watching movies online is 

   

 

  n % 

Yes 45 11.6 

No 343 88.4 

  n 

1 Very unlikely 64 

2 Unlikely 97 

3 Uncertain 108 

4 Likely 70 

5 Very likely 10 

  n 

1 Very bad 8 

2 Bad 19 

3 Not sure 189 

4 Good 138 

5 Very good 34 

  n 

1 Very bad 8 

2 Bad 31 

3 Not sure 141 

4 Good 157 

5 Very good 51 
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8.1 I care about what other people close to me say about watching movies online. 

   

 

8.2 I think it is complicated to watch movies online. 

   

 

8.3 I think that watching movies online has many advantages compared to other alternatives 

(cinema, physical rent/buying of DVDs). 

   

 

8.4 I think that watching movies online is very different from my current way of watching movies. 

   

  n 

1 Strongly disagree 207 

2 Disagree 84 

3 Uncertain 60 

4 Agree 27 

5 Strongly agree 10 

  n 

1 Strongly disagree 124 

2 Disagree 106 

3 Uncertain 101 

4 Agree 43 

5 Strongly agree 14 

  n 

1 Strongly disagree 50 

2 Disagree 71 

3 Uncertain 139 

4 Agree 89 

5 Strongly agree 39 

  n 

1 Strongly disagree 81 

2 Disagree 130 

3 Uncertain 110 

4 Agree 52 

5 Strongly agree 15 
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8.5 I think it takes too much efforts to watch movies online (i.e. Subscribe or sign up, install 

software, etc.). 

   

 

8.6 I think I will not subscribe for this kind of service because I would be worried about the misuse 

of my personal information (name, email, creditcard number). 

   

 

8.7 I don’t mind to pay for watching a movie online. 

  

 

8.8 I would rather watch a movie for free even if it has commercials in between. 

  

  n 

1 Strongly disagree 88 

2 Disagree 90 

3 Uncertain 94 

4 Agree 71 

5 Strongly agree 45 

  n 

1 Strongly disagree 126 

2 Disagree 111 

3 Uncertain 85 

4 Agree 41 

5 Strongly agree 25 

  n 

1 Strongly disagree 101 

2 Disagree 90 

3 Uncertain 84 

4 Agree 77 

5 Strongly agree 36 

  n 

1 Strongly disagree 51 

2 Disagree 49 

3 Uncertain 95 

4 Agree 89 

5 Strongly agree 104 
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8.9 I would always check the prices between different websites for the cheapest price to save some 

money. 

  

 

8.10 I consider myself as someone who uses internet a lot. 

   

 

8.11 I often watch other online streaming services (i.e. youtube, Viaplay TV and Sport, etc). 

   

 

9. If I would watch a movie online, I would watch it via: 

   

 

  n 

1 Strongly disagree 55 

2 Disagree 63 

3 Uncertain 86 

4 Agree 84 

5 Strongly agree 100 

  n 

1 Strongly disagree 11 

2 Disagree 13 

3 Uncertain 23 

4 Agree 72 

5 Strongly agree 269 

  n 

1 Strongly disagree 30 

2 Disagree 49 

3 Uncertain 69 

4 Agree 114 

5 Strongly agree 126 

  n 

Computer/Laptop 283 

TV 202 

Mobile phone 20 

Other mobile device 1 

Others 4 
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10. Gender 

 

 

11. Age  

    

 

12. Occupation 

  

 

 

  

  n 

Male 148 

Female 240 

  n 

16-24 228 

25-44 135 

45 up 25 

  n 

Students 268 

Working people 108 

Other 12 
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Appendix 4: Overview of results (statistical number) 

   

Non-adopter (343) Adopter  (45) Total  (388) 

   

M SD/n % M SD/n % M SD/n % 

General question                       

1. I have a broadband internet.  Yes  

 

317 92.4 

 

45 100 

 

362 93.3 

 No  

 

23 6.7 

 

_ _ 

 

23 5.9 

 Don't know  

 

3 0.9 

 

_ _ 

 

3 0.8 

2. My internet speed is: Until 4 MBit/s      19 5.5   3 6.7   22  5.7 

  Until 8 MBit/s      86 25.1    9 20.0    95 24.5 

  Until 20 MBit/s      64 18.7    9 20.0    73 18.8 

  Until 100 MBit/s      60 17.5    8 17.8    68 17.5 

  more  than 100 MBit/s       22 6.4    8 17.8    30 7.7 

  Don't know     92  26.8    8 17.8    100 25.8 

5. I’m a subscriber of a service where  

I can watch movies online. 

Yes  

  

_ 

  

_ 

 

45 11.6 

No  

  

_ 

  

_ 

 

343 88.4 

6. (If the previous answer is No) It is very likely that I would 

subscribe for an online service to watch movies online. 

  

2.60 1.08   _ _   _ _   

Subjective norm                     

8.1 I care about what other people close to me say about watching 

movies online. 

 

1.77 1.02 

 

3.26 1.38 

 

1.84 1.08 

 7.1 Most people I know think that watching movies online is    3.41 0.81  3.64 0.71  3.44 0.80  

Perceived behavioral control                     

8.2 I think it is complicated to watch movies online.  2.32 1.14 

 

1.91 1.02 

 

2.27 1.13 

 Attitude toward the behavior                      

7.2 My feeling about watching movies online is  3.49 0.88  4.00 0.88  3.55 0.89 

 Relative advantage                     

8.3 I think that watching movies online has many advantages 

compared to other alternatives (cinema, physical rent/buy of DVDs). 

  

2.94 1.16   3.36 1.09   2.99 1.16   

Compatibility  

         8.4 I think that watching movies online is very different from my 

current way of watching movies. 

 

2.47 1.08 

 

2.36 1.13 

 

2.46 1.08 

 Complexity                     

8.5 I think it takes too much efforts to watch movies online (i.e. 

Subscribe or sign up, install software, etc.). 

  

2.78 1.32   2.38 1.17   2.73 1.31   

Perceived risk  

         8.6 I think I will not subscribe for this kind of service because I would 

be worried about the misuse of my personal information (name, 

email, creditcard number). 

 

2.34 1.21 

 

2.02 1.18 

 

2.30 1.21 

 Price consciousness                     

8.7 I don’t mind to pay for watching a movie online.  2.61 1.31  2.82 1.30  2.63 1.30  

8.8 I would rather watch a movie for free even if it has commercials 

in between. 

  

3.34 1.36   3.67 1.26   3.38 1.35   

8.9 I would always check the prices between different websites for 

the cheapest price to save some money. 

 

3.31 1.39 

 

3.11 1.28 

 

3.29 1.38 

 Past behavior                     

3. I watch …….. movies a week.   2.68 1.07 

 

2.87 1.14 

 

2.70 1.08 

 8.10 I consider myself as someone who uses internet a lot.   4.47 0.95   4.60 1.03   4.48 0.96   

8.11 I often watch other online streaming services (i.e. YouTube)  3.62 1.27 

 

4.02 1.16 

 

3.66 1.26 

 4. The way I watch most videos is via:  The cinema     79 23.0   8 17.8   87 22.4 

  Computer / Laptop     190 55.4   34 75.6   224 57.7 

 TV  

 

233 67.9   23 51.1   256 66.0 

  DVD     132 32.7   20 44.4   152 39.2 

  Mobile phone     3 0.9   1 2.2   4 1.0 

  Other mobile device     0 0   0 0   0 0 

  Others     5 1.5   1 2.2   6 1.5 

Planned usage                       

9. If I would watch a movie online, I 

would watch it via: 

Computer / Laptop  

 

248 72.3 

 

35 77.8 

 

283 72.9 

TV  

 

179 52.2 

 

23 51.1 

 

202 52.1 

 Mobile phone  

 

16 4.7 

 

4 8.9 

 

20 5.2 

 Other mobile device  

 

1 0.3 

 

0 0.0 

 

1 0.3 

 Others  

 

4 1.2 

 

0 0.0 

 

4 1.0 

Segmentations                       

10. Gender Male  

 

130 37.9 

 

18 40.0 

 

148 38.1 

 Female  

 

213 62.1 

 

27 60.0 

 

240 61.9 

11. My age is  16-24     198  57.7    30 66.7    228 58.8 

  25-44          120 35.0    15 33.3    135 34.8 

  45 up      25 7.3    0 0.0    25 6.4 

12. I am ..... Studying  

 

231 67.3 

 

37 82.2 

 

268 69.1 

 Working  

 

101 29.4 

 

7 15.6 

 

108 27.8 

 Others  

 

11 3.2 

 

1 2.2 

 

12 3.1 
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Appendix 5: Correlation coefficients conceptual framework 

 

Correlation coefficients Attitude Intention Significance 

 

R R p-value 
Subjective norm          

8.1 I care about what other people close to me say about watching 

movies online. 

 

0,145 0,007 

7.1 Most people I know think that watching movies online is      0,231 0,000 

Perceived behavioral control         

8.2 I think it is complicated to watch movies online.  0,040 0,462 

Attitude toward the behavior          

7.2 My feeling about watching movies online is  0,253 0,000 

Relative advantage         

8.3 I think that watching movies online has many advantages compared 

to other alternatives (cinema, physical rent/buying of DVDs). 

  

0,351   0,000 

Compatibility  

8.4 I think that watching movies online is very different from my current 

way of watching movies. 

 

-0.133 0,014 

Complexity         

8.5 I think it takes too much efforts to watch movies online (i.e. 

Subscribe or sign up, install software, etc.). 

  

-0.314   0,000 

Perceived risk  

8.6 I think I will not subscribe for this kind of service because I would be 

worried about the misuse of my personal information (name, email, 

creditcard number). 

 

-0.011 0,839 

Price consciousness         

8.7 I don’t mind to pay for watching a movie online.  0,253 0,000 

8.8 I would rather watch a movie for free even if it has commercials in 

between. 

  

  0,012 0,822 

8.9 I would always check the prices between different websites for the 

cheapest price to save some money. 

 

0,107 0,049 

Past behavior         

3. I watch …….. movies a week.   0,007 0,891 

8.10 I consider myself as someone who uses internet a lot.     -0.004 0,945 

8.11 I often watch other online streaming services (i.e. youtube, Viaplay 

TV and Sport, etc). 

 

0,135 0,013 

Planned usage           
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Appendix 6: Triangulation analysis 
For the triangulation, only the questions with the Likert scales are compared and together with the 

segmentation questions to possible clarify any differences in the result. In the table below is an 

overview given of the triangulation analysis. The answers on the questions for the Likert scales were 

from negative to positive. For instance, 1 stands for “Totally disagree” and 5 is “Totally agree”. When 

looked at the mentioned table most questions have about the same answers, except 3 questions (Q6, 

Q8.1, Q8.2). Next is checked if these differences can be declared because of differences in 

segmentation, because Women and working people are overrepresented in the ‘online’ group. For 

Q6 it is indeed explainable that the answer is higher with the online group and both females and 

working people have a higher intention to adopt (see 5.3). And for Q8.1 it is the same case, for both 

women and working people the mean is two times about 0.20 higher. For Q8.2 the means for both 

females and working people are respectively 0.47 and 0.25 higher.  

Question 
Online 

(n=159) 

Street 

(n=229) 

    M / % SD M / % SD 

Q3  I watch …….. movies a week.  2.60 1.07 2.77 1.09 

Q6 (If the previous answer is No)It is very likely that I would subscribe for an online 

service to watch movies online. 
2.83 1.09 2.44 1.04 

Q7.1 Most people I know think that watching movies online is  3.52 0.78 3.39 0.82 

Q7.2 My feeling about watching movies online is 3.60 0.87 3.51 0.91 

Q8.1 I care about what other people close to me say about watching movies online. 2.09 1.15 1.66 1.00 

Q8.2 I think it is complicated to watch movies online. 2.58 1.20 2.06 1.03 

Q8.3 I think that watching movies online has many advantages compared to other 

alternatives (cinema, physical rent/buying of DVDs). 
3.13 1.20 2.89 1.11 

Q8.4 I think that watching movies online is very different from my current way of 

watching movies. 
2.57 1.11 2.38 1.06 

Q8.5 I think it takes too much efforts to watch movies online (i.e. Subscribe or sign 

up, install software, etc.). 
2.89 1.29 2.62 1.31 

Q8.6 I think I will not subscribe for this kind of service because I would be worried 

about the misuse of my personal information (name, email, creditcard 

number). 

2.34 1.18 2.27 1.23 

Q8.7 I don’t mind to pay for watching a movie online. 2.74 1.29 2.56 1.32 

Q8.8  I would rather watch a movie for free even if it has commercials in between. 3.31 1.38 3.42 1.33 

Q8.9 I would always check the prices between different websites for the cheapest 

price to save some money. 
3.35 1.40 3.24 1.37 

Q8.10 I consider myself as someone who uses internet a lot. 4.42 1.00 4.53 0.92 

Q8.11 I often watch other online streaming services (i.e. youtube, Viaplay TV and 

Sport, etc). 
3.58 1.34 3.72 1.20 

         

Gender Male 25.2 
 

47.2 
 

  Female 74.8   52.8   

      Age 16-24 53.3   62.4   

 25-44 36.5 
 

33.6 
 

  45 up 10.1   3.9   

      Occupation Studying 52.2   80.8   

 Working 42.1 
 

17.9 
 

  Others 5.7   1.3   

 


