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ABSTRACT

The availability of digital channels that allow the distribution of copyrighted material has raised
several questions over the last few years. With several different media and entertainment companies
claiming lost profits due to digital piracy, this master thesis was created to deliberate whether
companies have a right to feel damaged by illegal activities related with their content, more
specifically TV-shows, the motives leading to this behavior, and if this influences the subscription of
online video bundling services such as Netflix for people who access this content illegally via for
example Torrent communities. We address these questions by gathering information from various
legitimate sources regarding current TV-show business models (Mirrlees 2013) (Masouras 2015), the
way pirates’ access and visualize copyrighted content and by inquiring said pirates about their
purchase intentions regarding services like Netflix.

In order to do this, an online survey was created and shared on social media as well as in popular
torrent websites, targeting people that incur or had incurred in illegal downloading of video content.
We use a variation of the popular Technology Acceptance Model (TAM) to gather the data regarding
pirates’ intentions of subscribing an online video bundling service.

While some of the chosen variables revealed themselves to be non-significant contrary to what was
firstly believed, we were able to identify Perceived Convenience, Price, Perceived Value and Morals
and Ethics as the most influential factors that users contemplate when considering adopting an
online video bundling service.

This master thesis is therefore an addition to the current academic literature that depicts media
consumption when users have an illegal free option to choose from. Adding the fact that this
research focus specifically in the TV-Show industry ( something that has been majorly overlooked so
far), we hope that the studios and related media personnel will understand what is actually valued by
these type of consumers so that in the future they can offer higher value in order to capture these
potential customers.
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Digital Piracy; TV-Shows; Online Video Bundling Services; Technology Acceptance Model
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1. INTRODUCTION

Entertainment: “a form of activity that holds the attention and interest of an audience, or gives
pleasure and delight”. This Oxford English Dictionary definition is quite broad but at the same time
perfectly synthetizes the concept of what entertainment really is. Historically speaking, the forms of
technological entertainment known to Humans today are incredibly recent. Humans always had
sources of entertainment throughout History but never so many options were available. Anywhere.
At the same time.

Since the appearance of television for the masses in the 1950’s, society changed forever. And it kept
changing under the influence of the “little” black box. After the World War Il it became increasingly
popular in the USA and in Britain, rapidly spreading across the world, being the primary source of
political influence at the time. 60 years later the whole concept of the television has suffered a whole
paradigm shift: from terrestrial to internet television, from state controlled TV to private TV-
networks, from a 20 inch black and white screen to a 65 inch 4K ultra HD screen with a 3D, virtual
reality prospection in the near future.

Over the last decade a large number of entertainment related companies have filed legal prosecution
against both consumers as well as distributors that make available (even if just the platform for
exchanging files) for free, copyrighted materials (TV-shows, movies, software ,among others). Several
past academic literature, has tried to address this problem but most of the available literature focus
either in music or movie sales displacement and the conclusions are not homogenous across the
available literature (Smith, Telang 2012). The problematic with TV-show piracy is that the television
status has evolved from a public to a private good: the users don’t have to be at a specific time or
location to watch their favorite programs because you can now set your TV box to record the show.
The rules of the game have changed and studios and networks will have to adapt in order to compete
in this newly globalized market (Newman 2012) .

Most of the shared content is American but due to globalization, the rise of Internet broadband
speed and the growing investment in the entertainment industry, torrent users as well as users of
online video streaming websites across the world find it easy to visualize their favorite content at
considerable high speeds, even more so they are doing it just few days and even hours of the show
being officially aired in the US (Leaver 2008) .This shows a highly motivated group of individuals that
does not want to stay behind on their favorite TV-shows and are not discouraged to engage in illicit
activities. Several motives for this behavior have been numbered down to monetary reasons and
lagging in the release of content for different countries among others less notorious motives. In
order to fight this tendency and increase profits paid online streaming services have been launched
such as Netflix, Hulu or Amazon Prime but, even so, illegal file sharing does not show signs of
slowing down: in fact, it is still growing (Steele 2015) (see Appendix Al).

Free access to paid content represents unaccounted profits for TV studios that invest millions in high
quality content. Not only had the number of scripted television shows risen sharply in the last decade
but also its quality: Netflix’'s House of Cards has collected an astounding 33 nominations for the
Emmys, a show that its original purpose is to reach the American individual through an online
platform. And more examples of series originally made to air online follow this high quality trend.



It is important to mention that unlike music or movies, television was always a public free good. The
fact that you can record a TV-show for later viewing but (accordingly to the copyright infringement
laws) cannot download the same video file constitutes quite a conundrum. The business model used
by TV-shows is quite dissimilar when compared with music or movies. The television studios present
a number of pilots to a given network that posteriorly decides which ones they want to invest in. If
the show proves its value and remains on air, licensing fees for third countries start being paid. There
is very little information about these deals and the way they are managed but one fact remains
transparent: artistic creation does not show signs of slowing down. In fact, it is increasing.

The purpose of this master thesis is firstly to gather intel about the biggest problem faced by the
entertainment industry in the new century due to its high complexity and accessibility through
different illegal platforms and at the same time find evidence of the accusations of lost profits made
by the same industry while justifying why users that incur in illegal activities seem reluctant to adopt
this new legal option. We hope by the end of this master’s thesis to understand (1) how the TV
industry works and why is it different from other entertainment industries, (2) how (through which
platforms) consumers access and consume copyrighted materials, (3) how and why consumers are
shifting the old paradigm of classical TV watching and (4) why consumers (that incur in illegal file
sharing activities) when given the choice between a legal option (Netflix, etc) and piracy, still choose
the illegal option . In order to do so, this master’s thesis will focus its research on previous academic
literature and specialized themed online websites; scientific evidence and secondary data such as
online related traffic reports; as well as the collection of primary data through the dissemination of
an online survey, using a variation of the widely accepted Technology Acceptance Model, and, that
through the formulated hypotheses, hope to find a correlation between consumer behaviorism,
perceived value and purchasing intentions. The results are of both academical and practical interest.

The structure of the work will go as following: a clear explanation on why this topic is relevant and
the importance that it has in today’s world due to the wide spreading of information technologies; an
adequate literature review on similar and relevant academic papers that look into the same and
related topics; a brief view into the TV-Show business model and how do pirates access illegal
content; following the theoretical background of the chosen model and formulation of hypothesis for
the statistical model and presentation of results.



2. THEORETICAL BACKGROUND

2.1. THE KNOWN EFFECTS AND RELATED RESEARCH ON PIRACY AND ENTERTAINMENT BUSINESS

Being piracy an ever changing concept that it’s constantly adapting and finding new ways to continue
the distribution of copyrighted material, and the increasing buzz in recent years with companies
claiming lost profits due to said illegal activities, there have been an increasing number of academic
literature released in the last decade related to these issues.

Theory is not unanimous but there is definitely a large tendency in the research that advocates that
Bit Torrent and other file sharing activities make companies incur in lost profits. Studies regarding
piracy, have mainly chosen one of the following methodological approaches: product-level analysis
using natural experiments, product-level analysis using instrumental variables, city or country- level
data and finally individual-level (survey) data (Smith, Telang 2012).

Danaher, Dhanasobhon, Smith and Telang (2010), on their paper “Converting Pirates without
Cannibalizing Purchasers: The Impact of Digital Distribution on Physical Sales and Internet Piracy” use
a product-level analysis with a natural experiment. They use NBC’s decision to remove its media
content from the iTunes store as a natural experiment and compare piracy levels and sales for NBC
content (the treatment group), to Fox, ABC and CBS content (the control group). They found that the
removal of NBC’s primary digital sales channel caused an increase of 11.4% in piracy of that same
content above any change experienced by the competitor networks. They also found that piracy
levels for the competitors contents’ also increased, suggesting that NBC’s decision actually harmed
the whole industry (Danaher et al. 2010).

On product-level analysis, with instrumental variables, we find one of the few papers that find no
evidence of harm done by piracy to sales. Oberholzer-Gee and Strumpf (2007) analyze how German
holidays affect the ease of piracy in the US. In order to do so, they use the number of German
secondary school students who are on holidays in a particular week as an instrument to measure
piracy among US citizens: since piracy is a global activity, this study tried to understand if when
German high scholars were on holidays and weren’t seeding downloads, if that meant that piracy
would slow down in the US. Regarding this paper specifically, there a few authors that disagree with
the chosen instrumental variable. Liebowitz (2010) argues that the instrument had to be correlated
with the ease of piracy in the US and uncorrelated with US sales of music, which according to
Liebowitz (2010) fails in both (Oberholzer-Gee, Strumpf 2007, Liebowitz 2010) .

The third main approach is city or country-level data, used usually to compare sales levels in different
geographical markets. And the fourth main approach, individual-level (survey) data, uses surveys of
small homogenous samples of consumers, and examines the demographic and psychographic
characteristics to control for unobserved correlation with the dependent variable.

All of these approaches have both advantages and disadvantages so it's important to notice the
heterogeneity that these kind of academic research can reveal, since the methods used to reach
conclusions can be considerably different. This being said, it seems to be harder to find results that
don’t condemn piracy.



In Danaher’s & Waldfogel (2012) research on the effects of online film piracy in international box
office revenues, they estimate that pre-release piracy causes foreign box office sales returns to
decrease 1,3% for each week of lag between its official USA premiere ant the foreign releases of the
same movie. Although their study was focused on movies and not in TV-shows, it is believed that
usage of the same strategy (officially air it in the US and only after in other locations) also carries
financial consequences to the studios.

But since no one creates content just for the fun of it, the economics of TV also needed to evolve in
order to keep maximizing revenues. More specifically, how to aggregate the largest number of
viewers to a specific TV channel at a specific time? Or how to appeal to a segmented group of
customers? And more recently with the adoption of Tivo, how to guarantee that viewers will see the
ads if a “fast-forward” as well as a “record to see later” options are available? With this constant
evolving environment and the explosion of the Internet in early 00’s it was only a matter of time until
Television and Computer sets collide, the so called Convergence Era . Media once viewed as a threat
to intellectual culture, childhood development, and social cohesion, with the introduction of
television into P2P networks bespeaks the high value that some forms of TV are now recognized by
the masses (Newman 2012). So how can TV producers invest millions per episode on scripted
material when its access for free is at a few clicks away? While this is true, it is not such a simple
premise as TV-studios want to make the public believe. Several other factors come into place when
talking about downloading contents from the internet such as quality, convenience and even the
expertise to access this content illegally (Tang 2009) . The fact is, if there really were an enormous
amount of people accessing this content illegally, TV-studios would be incurring in loss. And, as we
can see in the next sections (based on practical evidence and reports) that is not what is happening.

Television shows are not often sold directly to the customers in exchange for money, unlike movies
and music. The place of TV in scientific research has been minimal when compared with both music
and films. The fact is that file-sharing regarding television, is in a space of transition from a public to a
private good, and the old notion of local, national TV is being replaced by a new global form of
television (Newman 2012) .

The ability of users to program their own viewing, replacing the paradigm of being “slaves to the
schedule” of the broadcasters and the possibility of watching ad-free television functions to
legitimize television. This “power” taken by force, by the consumers, shows the evolution of the
costumer from passive viewers into active users (Newman, Levine 2012) .

All the academic literature used in this research still lacked a broader view including the actual
“pirates”. Even if some of the previous research measured online traffic pre and post an event that
was believed to influence ilegal downloading, no research was made having in consideration the
mildly recent (at the time when this master thesis was written) offer of online video bundling
services. And this is precisely what this master thesis aims to do: reinforce the fact that these
systems are growing and are being adopted everyday by more people (including previous and
current “pirates”) and what actual influences the decisions’ of people outside of the system to

choose to download something illegally.



2.2.PRACTICAL EVIDENCE AND RELATED REPORTS

In spite of the rise of infringing bandwidth use in recent years, the investment in scripted TV-shows
and original content does not seem to be slowing down. FX Networks, a famous American basic cable
channel owned by the Fox Entertainment Group, released in the end of 2015 a research that shows a
tremendous increase in original TV-shows (including broadcast, basic cable, pay cable and online
services) from 2002 until 2015. (See Figure 1 below).

Figure 1: Trend in the Number of Scripted Original Series (2002-2015)

ﬂ Trend in the Number of Scripted Original Series
RESEARCH Broadcast, Cable, and Online Services

% Change
Distribution 2015 vs. 2002 2015 vs. 2009
® Online Services ++ ++
w Broadcast A +11% +20%
® Pay Cable +118% +76%
m Basic Cable* +484% +174%

THE SHIELD
Launch
Year @
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Source: *Includes PBS. *Includes DIRECTV. Online Services = Amazon Prime, Crackle, Hulu/Plus, Netflix, and Yahoo. Excludes daytime dramas, one-epsiode specials, non-English language,
and children's programs. Issued on 12/15/15.

Source: FX Networks Research

As seen in the figure above, there was an explosion on the production of TV-shows that doubled in a
13 year period, which means than even considering the lost profits claimed by the production
studios, it is still a highly profitable market to be in otherwise such a substantial increase would not
be noticeable. Therefore this figure supports the idea that (so far) piracy has not undermined artistic
creation and development in terms of scripted television material.

In the last decade, governments, gained awareness of this underground, unregulated market, and in
conjunction with multiple legal lawsuits of private affected companies and studios, the fight on
piracy has been taken to a new, upper level.



In 2008, Swedish prosecutors filed charges against the owners of the famous torrent tracking website
The Pirate Bay. They were accused of administering, hosting and developing the website that
facilitated the access to copyrighted materials. Among the harmed companies that demanded
compensation, were 20" Century Fox, Colombia Pictures and Warner Bros. A documentary released
on YouTube by the same people being legally charged, overlooked how the whole process was
treated by the Swedish authorities. Although the defendants alleged that they merely operated a
platform that allowed people to share whatever they want between them and that no copyrighted
material was found hosted on their servers, the defendants were found guilty of “accessory to crime
against copyright law, strengthened by the commercial and organized nature of the activity”, and
sentenced to one year of jail and a fine of approximately 3.5 million dollars. Even after appeals from
The Pirate Bay members on the next legal stances available, they were still found guilty on one of the
most famous piracy trials.

A little further ahead in 2012, in what was probably the most mainstreamed piracy lawsuit, the
popular file hosting website Megaupload, that, at the time, had 150 million registered users, was
seized due to allegations of violation of piracy laws. His iconic founder, Kim Dotcom, and other 3
executives were arrested in Auckland and all their assets seized. Following Megaupload’s shut down,
several other big players at the time either shut down as well in fear of ending up like Megaupload or
limited their operations to avoid illegal file sharing through their servers such as only allowing the
user who upload the file to posteriorly download it, ceasing the sharing feature.

In recent statistics is found that most people current embracing file sharing activities in the last 12
months are sharing up to 50% of television and movie content from different regions of the world. A
great example of this is the huge television success Game of Thrones that leads the underground
world for the fourth year in a row as the most downloaded TV show of the year (Ernesto 2016). This
is an ambiguous claim due to the launch and growing buzz around paid online video streaming
services that have been proven successful, so why doesn’t online piracy show signs of slowing down?

A 2013 report from a partnership between NetNames and Envisional, companies connected with
business brand protection and intellectual property and copyright infringement, with data from
SandVine (a networking equipment company), denominated “Sizing the Piracy Universe”, can
enlighten to the amount of infringing bandwidth use in recent years as well as information on unique
and unduplicated visitors and page views of illicit content. This report has put together an extensive
research regarding the different methods of accessing illegal content: Bit Torrent, Cyberlockers,
video streaming websites and Gnutella, Usenet and eDonkey (although these last 3 have
considerably less popularity among pirates). And the numbers are quite expressive: in the three key
regions analyzed (North America, Europe and Asia-Pacific), for Bit Torrent it found an increase of
244.9% in petabytes of data ( 1 petabyte represents 1000 terabytes and 1000000 gigabytes) from
November 2011 to January 2013.0n the other hand, it showed a decrease of 54.7%, but (and this
exalts the recent key development of the video streaming link websites) video streaming websites in
the same period has increased an amazing 471.9% in only 15 months. The only access that reduced
its downloading consumption were Cyberlockers (such as Megaupload) for the reasons already
mentioned above.



The above statistics regard the total amount of infringing bandwidth usage not just TV-shows, but if
we take a look at the percentage of Television files , in the 12,500 most popular torrents of January
2013, we find that 15,3% of said torrents are TV-shows, only surpassed by Pornography (30,3%) and
Movies (33,4%). Although through this analysis, it was not divided the quota between movies and TV
shows on the video streaming website analysis, these two are the only options since you obviously
can’t use a video streaming website to download for example, software. But even without these
detail, the amount of users who used these kind of websites in January 2013 ascended to 112 million
users. (See Appendix for graph B1, B2 and B3 and for chart B4)

Also another important aspect that should be taken into account, is the so called Release Window
business model that is more clear in movie releases but that still accounts for TV-show releases,
where the distribution from its original airing (usually) in the USA to airing in different countries
around the world can take up to a year (although the broadcasters have been trying to reduce this
time).

The fact that we live in a globalized world cannot simply be ignored as it was for many years. The
internet came to make the world smaller and enthusiasts of television simply do not want to wait
more than a certain period of time to watch their favorite TV-show after they know that its already
aired in their home country and therefore is available for (illegal) download just a few hours later.
One of the reasons pointed out for this is the presence of the so called spoilers that do exactly what
they mean: they inform viewers of what happened in a certain episode before they were able to see
it. The presence of these spoilers are everywhere: from social media such as Facebook to online
platforms like 9gag.com. And the majority of users in this websites correlate with population usually
associated with illegal download: teenagers and young adults. This effect influences even more the
audience to watch the content before they have the chance to be “spoiled”. (Leaver 2008)

But not all unpaid consumption displaces paid consumption. If an individual values a film or a TV-
show below its price (this being a movie ticket or an extra fee to pay for the specific channel), and
proceeds to download it, his download does not displace a legal viewing of that content. This unpaid
viewing merely creates consumer surplus, but on the other hand, if the individual valuates the
content over the price, then his download creates sales displacement. (Danaher, Waldfogel 2012)

A 2015 report from Tru Optik regarding 2014 illegal file sharing activities suggests a new approach
that disregards tracker averaging and network bandwidth percentage and focuses on IP-verified
media consumption aggregation and segmentation. More importantly than the results of this report
(in more detail bellow), is the concept that its analysts promote: unmonetized demand. Quoting its
definition: “The monetary quantification of consumer demand and audience engagement for which
revenue is not currently captured”. It is important to mention once again, that a user that download
something but does not consider worth buying should not be counted in this kind of research
because in the absence of piracy the user would still not pay to consume such media. Although this
being a valid premise, it is a too complex matter and virtually impossible to prove or disprove.

This report concludes that more than half of P2P downloads were from movies and TV-shows (see
Figure 2), and that five of the eight most downloaded TV programs were award-winning US-produced
scripted TV-shows aired on cable or premium channels and that out of the 10 shows with highest



unmonetized demand we can find two that are originally distributed via Internet — Netflix — which

proves that users using P2P networks have in consideration content quality (see figure C1 in annex).
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With TV-show representing the second largest category of illegal downloads, it’s now possible to

grasp how important has TV content become and how studios and networks should start evolving

and adapting to this new globalized concept because as long as there are people who know their

ways with ITs and around the internet and do not want to spend money, have no problems in

incurring in illegal behavior or do not value the content highly enough to buy it, piracy will not end.



3. MARKET, BUSINESS AND TOOLS

The TV industry works differently from the other entertainment businesses because most of the
content is distributed for “free” through a broadcast network. It is not actually free because in
exchange for their shows, we, the consumers, are (or were) made to watch commercial breaks
bombarded with advertisements. Even through paid cable, we are still exposed to advertisement and
on contrary of for example new released movies , when you pay a fee to watch it, the crushing
majority of TV content is not based on a pay-per-view scheme ( unless we speaking of the old classic
Video on Demand).

3.1. MARKET AND BUSINESS

3.1.1. TV Show Business Model

It is, then, important to understand how producers of television actually earn revenue and therefore
stimulate content creation. Although it is not an equal process for all studios and producers, the
relationship between TV-shows and advertising is clear: a TV-show only stays on air if it has enough
audience to screen ads during commercial breaks. Data from the AMC's record breaking Breaking
Bad, states that in the last two episodes, advertising rates were raised to 400.0005 per 30-second
spot. While it was a tremendous investment to advertise during Breaking Bad’s intervals, each
episode in 2010 was being shot for 3.000.000$ and 3.500.0005 for the last season. And even after the
show ended in 2013, in 2015 AMC released a spin-off of the (in)famous lawyer Saul, Better Call Saul.
AMC is a good example to portrait the importance of scripted TV-shows because it is one of the most
recent success cases in the United States. In their 2012 financial report, AMC networks earned 1.25
billion dollars in revenues with 41.7% coming from advertising and 58.3% coming from distribution
and affiliate fees.

Table 1: AMC’s Gross Ad Sales and Growth

2010 2011 2012

397.619.000S | 447.449.000S | 522.449.000$

N/A 13% 17%

Source: AMC Sales Source: AMC Networks, Inc. Annual Reports 2012

We can notice from the above table that in the years that converged in Breaking Bad’s
mainstreaming (also adding the popular TV-Shows Mad Men and The Walking Dead) , that the ad
revenues grew quite substantially. The popularity of these shows lifted a once small cable network
channel, into the channel with most expensive ad air time in America (for those specific days). (See
Appendix D1).

The bulk of TV advertising sales occurs every year in the so called network upfronts (Nathanson
2013). In the North American television industry (where most of the popular TV shows come from),
an upfront is a group of gatherings held at the start of advertising sales periods by TV network



executives, joined by major advertisers and the press. This event allows marketers to buy television
commercial air time “up front”, which means that schedule for TV ads is done several months in
advance.

At this point it is important to notice that, the studio and the network broadcaster are often not the
same, which means that their revenues are obtained differently. While the broadcasters, as seen
above, have a huge percentage of their yearly revenues correlated with ad sales, the studios that
produce the episodes have most of their returns divided between U.S broadcasting licenses and
licensing fees from foreign distribution markets. Even more in recent years, foreign broadcasters play
a more important role than ever in studio funding (Sharma 2014). With a decent group of scripted
TV-shows going up to 3.000.000S per episode, not even the huge American market has the economic
power to support it all by themselves, which emphasizes the concept of globalization on the
entertainment business.

The most recent breakthrough though, regards the paid online streaming services such as Netflix or
amazon Prime. TV studios collect licensing fees by making available to these services all season of an
already finished show, for a space of 1, 3 or 5 years (according to the contract).

3.2. BUNDLED INTERNET SERVICES

A wide variety of entertainment related online services has become available in the last few years.
The trend now is not pay for a single song or movie, but rather to pay a subscription fee to access a
bundled (yet limited) catalogue of media options. This includes almost every digital entertainment or
information goods available: music, TV-shows and movies, videogames and even books.

The advantages of bundling have long been identified in previous research (Kenney, Klein 1983) such
as: efficiency due to transaction costs, evasion of price control or reducing search and sorting costs.
Of course, since we are talking about information goods, the plot thickens.

Information goods have very low marginal costs even though the costs of producing the first unit can
be substantial. These low marginal costs make bundling a large number of goods an attractive
marketing strategy for obtaining new customers even if they don’t use many of them. Adding to this,
information goods are often characterized by network effects, which means that the benefits a user
takes from a specific product increases with the number of other consumers using the same product.
For example in all the following applications whether it would be music or movies, you can see how
many people have listened or watched the same content as you. Finally, it is also important to
mention that the convergence in digital technologies also facilitates this bundling of products: you
can listen to your favorite songs or watch your favorite TV-show through your computer but also
through all your other mobile devices (Choi et al. 2012).
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3.2.1. Online Bundling Music Services

Being music the form of entertainment that requires both, less space in a hard drive and less amount
of broadband to download or transfer, it was music files that firstly conquered the masses and led
illegal consumers to the legal market.

Online Music Bundling Services consist of a set of companies that make available (almost) all the
songs from every artist you can imagine into a single program or application for a monthly or yearly
fee. These companies provide digital rights management-protected content from record labels and
media companies and without a doubt the most successful one so far is Spotify (although there are
several major players in the market like Deezer, Google Play or Rdio, none of these actually matches
Spotify’s numbers) with almost 35 million paying users by March 2016 (as you can see in figure 3
below). In order to capture clientele, Spotify made the computer version of its software free of
charge and it’s available almost everywhere in the world ( most of the features require an internet
connection both the free version and the premium one)..

Although revenues keep growing, so does the royalty costs of the enormous amount of artists that
receive royalties every time someone listens to their tunes. In order to combat this, Spotify started
combining deals with major telecommunication companies with the objective of boasting even more
the number of premium users (since internet data connection is needed for most of the Premium
features).

Figure 3: Number of Premium Spotify Users
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3.2.2. Online video Bundling Services

When companies started to understand the influence that the internet was having on the daily habits
of people across the world, first movers created the so called online video bundling services. At this
point in time, around the beginning of the 2010’s, VoD services were not a novelty: they had already
existed for quite some time and customers were already familiarized with its concept.

Although different demographic groups presented different results, the amount of time that is now
spent looking at a television has decreased substantially in recent years. Young individuals have no
problems looking for entertainment online making them the group with the largest decrease in
viewing hours when compared with middle aged and older individuals (Liebowitz, Zentner 2012) .
The fact that now content was being accessed through a different device ( personal computer) than a
television set, was seen as a business opportunity for some, hence the creation of these services. Up
to the date of this dissertation, a wide variety of services is now available although a grand majority
is highly targeted for the US market making it unavailable for clients in other countries. The most
successful of these services so far is clearly Netflix and like with Spotify, Netflix started combining
forces with ISP ( which nowadays are also cable TV providers) in order to maximize its potential
customers (Ball 2015).

Figure 4: Number of Netflix Customers (2011-2016)
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By the end of 2015, Netflix had reportedly reached almost 75 million subscribers worldwide ranking
#79 on Forbes list of the world’s most valuable brands (see figure 4). The company founded in 1997
changed its outdated business model of DVD renting by mail to an online platform where users could
select which TV-show or movie they wanted to watch, and stream it directly to their television, PCs

or mobile devices.
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3.2.3. Online Gaming and e-book Bundling Services

Although the videogame industry is as or more developed than other parts of the entertainment
business (mostly because of the massive amount of gamers that started playing games while being
connected to the Internet) (Hsu, Lu 2004), there is still no company offering the same concept as
Netflix for audiovisual content. Steam from Valve Corporation offers a platform where the user can
buy individual games or small bundles of games for cheaper prices (digital rights management), also
offering multiplayer gaming as well as social networking services among others but there is not an
option to pay a monthly fee in order to access the whole gaming database. It is estimated that 75%
of games bought online were downloaded via Steam. Contrarily to music and movies, games are
substantially more expensive when they are released (usually around 60€-70€). Another reason that
might explain this phenomena is the fact that the size of a game today can go up to 35 GB (see figure
5 below) which implies a much longer waiting period to download it via Torrent and more
importantly, the fact that the latest gaming software is starting to imply that the game has to be
connected online via (for example) the Steam platform, making it much harder for hackers to release
the so called “cracks” if they are even released at all. But being games an interactive activity, and
nowadays with high speed connection basically everywhere even when confronted with the
possibility of playing the game, but because it’s a pirate version, the player can’t access the online
community, and this works as a deterrent for illegal downloading.

Figure 5: Example of the size of one of the most popular games ever released

= }ﬁ. @3 Grand Theft Auto V / GTA 5 (v1.0.678.1/v1.33, MULTI10) [FitGirl Ultra Repack v2.0] 34€) 34.58GB 516 844

Source: www.extratorrent.date

Regarding the e-book business, there are currently several major players: Scribd, Amazon Kindle
Unlimited or Oyster. These providers offer the bundled option exactly like Netflix and Spotify in their
respective areas: subscription fees are all around 10 USD per month. In Scribd particular case, their
offer is based on e-books, audiobooks as well as comic books and subscribers can access books from
1000 different publishers and Scribd claims it has over 80 million active users.
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3.3. TooLs AND TECHNOLOGIES FOR ONLNE CONTENT SHARING

3.3.1. BitTorrent — Features and Advantages

BitTorrent is by far the most used peer-to-peer file sharing communications protocol in the world
and can be used to download and share every kind of file (music, video files, software, eBooks, etc.).
Its creation dates back to 2001 and it was originally designed by Programmer Bram Cohen, initially
intended to share large non-infringing files such as distributions of the popular open source software
Linux. BitTorrent came to revolutionize the way large files were distributed across the internet.
Instead of downloading a file from a single source server, this protocol allows users to join a “swarm”
that upload to/download from each other simultaneously and with this protocol, home computers
can replace large servers while proficiently distributing files to several receptors.

Figure 6: How does the BitTorrent protocol works
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The user initially downloads a software that allows for the exchange of files such as pTorrent or
BitLord. The use of this protocol requires two factors: a BitTorrent portal (server) into which content
publishers upload torrent files and BitTorrent clients download those torrent files in order to join the
“swarm” using a BitTorrent client; and the availability of the “swarm” to make the selected file
available. A user that wants to upload a file first creates a small torrent descriptor file that contains
metadata about the files to be shared including: content name, file size, number and size of the
pieces that form the content and the IP address(es) of the Tracker(s) managing the specific swarm
that is associated with the file. A BitTorrent Tracker is then a server that maintains a list of clients
that is forming the BitTorrent swarm needed to download/upload the specified file. A seed is a client
that has already completed the download procedure and has now a complete copy of the file that is
now being uploaded to other peers. Users interested in obtaining the file, download the torrent
descriptor file and act as leeches which is a client that does not have a complete copy of the content
that uploads and downloads pieces to and from other peers. Users that have already downloaded
the file being distributed, continue to share it. The file will now be shared through segments
denominated by pieces (Cuevas et al. 2011).This segmented file transfer pieces are usually
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downloaded non sequentially and are protected by a cryptographic hash that safeguards that any
modification to that piece can be detected, ensuring the authenticity of the original file.

So if the user does not have a problem in incurring in illegal file sharing, the fact is that there are
several clear advantages for using BitTorrent. Among them we find:

= Single Search — there is no current legal streaming video service that makes available all
popular television show, in contrast with BitTorrent. With BitTorrent the user just needs to
visit one single pirate website to find all the content that he’s looking for. In contrast, using
the legal options, the user would most likely have to subscribe to provider X and pay for
other content from provider X1 and X2.

= Simple Indexing — with BitTorrent it’s much easier to find which new episodes were made
available recently (due to the popularity in which they are being shared) than with the
different available legal services.

= Uniform Software and Interface — while the user of BitTorrent just needs to learn to interact
with the same Graphical User Interface and have one media player that plays the
downloaded files, the user of legal downloading and streaming websites must learn to
interact with various GUI’s because it differs from service to service.

=  File Portability — While an illegal downloader may transport the files as they like ( nowadays
a Pen Drive can carry more than one season of any TV-show), in order to watch it with
friends or simply in another device ( from the PC screen to a bigger screen such as the TV
set), it gets complicated with the legal services. The best example would be the Apple TV
where, if you don’t own the actual Apple device you simply cannot watch it elsewhere other
than the place where the file was downloaded.
Also a user who plays the video files from an external devices does not need an internet
connection at the time, which cannot be said for most of the services available.

= Access to Global TV — the pirate is not bound by American TV (which makes up most of the
offer from legal suppliers). One best example of this is the recent spike in interest of
Japanese content (Anime). The offer is only now beginning to expand to outside USA
markets.

= Low-Cost and Commercial Free — Almost every TV-show found on a torrent website will have
commercials already taken out from the file.

These are few of the advantages that you can clearly acknowledge the superiority of the lllegal File
Sharing process compared with the legal options available (Kosnik 2010) .
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3.3.2. Other Methods for Accessing Content

Right now, there are 3 relatively easy ways to access (illegally) copyrighted materials (for the sake of
this research we are focusing on video files): BitTorrent, online video streaming websites and
Cyberlockers. There are other illicit forms to access said material, but compared with these three
main players, their share of the underground market is insignificant in most regions of the world.

3.3.2.1. Direct Download Cyberlockers

Cyberlockers (or a file hosting service) make available online storage space for users, giving a link to
each file that can be shared with other users to facilitate downloads across a broader community.
Like Video Streaming Websites, it operates in a two-stage process. First, the user tries to locate a file
through a metasearch website or a dedicated forum. Then, after the URL is located, the user
proceeds to download it through one of the many available file hosting services. Although its original
use, was to make documents such as PDF files more available and easy to share, its use was quickly
corrupted by people wanting to share infringing copyrighted material.

In the specific case of DDCs, usually the user gets privileges if he subscribes for the premium account.
Depending on the size of the file ( the reader needs to keep in mind that, in the specific case of TV-
shows, the quality of the video files, is increasing with time therefore so is the size of the file), the
user may have to acess more than one hyperlink in order to download all the pieces that form the
file. And, in this eventuality, if he doesn’t possess a premium account, he will have to wait an hour
before downloading the second link and so on. This happens because there is a limit to how much a
free user can download per hour. There a few major players with this business model such as
BitShare, 4shared or MediaFire. It is also important to notice that the business model of said
companies is supposed to be legal which means that in case of report of said links for infringing
content, they will be taken down immediately. The company is not responsible for what is stored in
their servers, the responsibility lays on its users.

3.3.2.2. Online Video Streaming Websites

Streaming video has had a major role in distributing illegal content in recent years. This way of
accessing infringing video files, consists of two types of websites that combined, allow users to watch
their favorite movies or TV-shows. The first kind of website offers links to the searched content and
are commonly known as video streaming link sites while the second type of website hosts the
streaming video to the user using an HTML5 or Flash-based video player. These hosts, are commonly
called “streaming cyberlockers” as they depict some of the features of direct download Cyberlockers:
the user can upload content himself but most of the times the websites do not have a search bar, as
an alternative, the user is given a link that can be shared online.

There are a couple of advantages when you compare this method to BitTorrent: contrasting with
BitTorrent, the user does not need to wait for the download to complete to start seeing the video
and does not need to learn the basic of how to use the BitTorrent process: the internet browser is
enough with the required Flash-player based actualizations. On the contrary, the quality of the video
will most likely be lower than via torrent and the user will have to navigate through an ad infested
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environment, not forgetting that a high speed internet connection has to exist in order for the video
content to flow without stopping.
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4. METHODOLOGY

Traditionally, research made on technology acceptance has been focused on workplace software, in
other words, software people would use to increase their productivity at the workplace. Since this
master’s thesis has its focus on the adoption of leisure platforms (the online video bundling services),
several external variables were added. The differences between utilitarian (workplace) and hedonic
(leisure) have gradually drawn significant attention from Information Systems researchers (Marina
Abad et al. 2010). The existing research on technology acceptance tends to emphasize the utilitarian
aspect of information systems, focusing too much on Perceive Usefulness and Perceived Ease of Use
alienating, for example, Perceived Enjoyment which in a leisure based platform is a significant
variable. Having this in mind, we tried to reduce the focus on these two factors while still using them
in the model.

Several other scientific research, emphasize the importance of adding other variables that measure
the enjoyment the user has when interacting with the system or if the user finds it convenient
enough to adopt it (Moon, Kim 2001; van der Heijden 2004). Hedonic information systems aim to
provide self-fulfilling value rather than instrumental value for the user.

The choosing of this model was not only made because it is the most widely accepted model in
academic literature but also because it permits for the addition of external variables that we
considered crucial when researching about hedonic systems. In conclusion, it allows for the
exploitation of the original model strengths while (hopefully) mitigating its weaknesses.

4.1. THEORETICAL BACKGROUND ON THE TAM MODEL

The Technology Acceptance Model is an information systems theory that represents how users come
to accept and use a technology first conceptualized by Davis (Davis, 1989) and Bagozzi (P.Bagozzi,
Warshaw, & Davis, 1989). It is the most widely applied model of users’ acceptance and usage of
technology (See Appendix E1). It has been continuously studied and expanded, being the most
important one the TAM2 (Venkatesh, Davis 2000) where a variable meant to capture the social
influence of peers was added. TAM suggests that when users are presented with a new technology, a
number of factors determine their decision about how and when they will use it. This model was
based on the theory of reasoned action (Fishbein & Ajzen, 1975) and afterwards extended with the
theory of planned behavior (Ajzen, 1991) resultant from the theory of reasoned action. The theory
of reasoned action aims to understand the relationship between attitudes and behaviors within
human action, by trying to predict how individuals will behave based on their pre-existing behavioral
intentions and attitudes or in other words, to try to understand his voluntary behavior . An
individual’s decision to take part in a particular behavior is based on the consequences the individual
expects will come as a result of performing the behavior. (Rogers Gillmore et al. 2002) .An attitude is
a kind of perceived behavioral control, and this kind of control will introduce behavior intention that
will ultimately result in actual behavior. (Tung & Su-Chao Chang, 2007) The difference between the
two theories is that the theory of planned behavior includes the variable of perceived behavioral
control as an additional determinant of intentions and behavior. The original TAM model suggests
that perceived ease of use and perceived usefulness are crucial when explaining the variance in
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users’ intentions. Perceived ease of use is understood as the level to which a person believes that
using a particular system/interface will be without effort while perceived usefulness is the degree to
which a specific system will enhance his job performance. Because these determinants are also easy
to understand for system developers, they can and are considered during the system requirement
analysis and posterior system development stages. TAM posits then that perceived usefulness will
be influenced by perceived ease of use because, other thing being equal, the easier a technology is to
use, the more useful it can be (Venkatesh 2000). While the original theory is based on inquiring
systems that are primarily used in job/work like situations, the model used for this dissertation is
slightly different: the system being analyzed is a leisure type kind of system. Its main purpose is for
people to enjoy viewing their favorite TV-shows and movies in a VoD type of platform. This
individual’s subjective enjoyment of the interaction has been empirically confirmed to be a
significant predictor of important outcomes related to technology use, such as attitudes and extent
of use (Webster & Trevino, 1992).Therefore other variables that captured the enjoyment captured by
the interaction with the technology had to be included in the model. Many studies explained and
predicted users’ information technology acceptance based on TAM with external variables, like self-
efficacy when predicting consumer intention to use mobile services(Wang et al. 2006) ;perceived
quality when investigating e-learning continuance intention (Roca et al. 2006); perceived value on
user acceptance of wireless short messing services (Turel et al. 2007); or perceived convenience in an
ubiquitous computing environment (Yoon, Kim 2007). Original TAM believed that external variables
would affect perceived usefulness and perceived ease of use and that they would mediate
technology acceptance, but more recent studies found that external variables not only affected
technology acceptance indirectly by these two variables but also affected technology acceptance
directly. (Moon, Kim 2001) (Yoon, Kim 2007).

Figure 7: An extended version of the TAM model
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4.2. FORMULATION OF HYPOTHESIS AND CONSTRUCTS

When designing the model, for maximum understanding and simplicity, the variables were divided
into two groups which we thought respondents would understand as beneficial as Benefits (positive
impact), and the variables that we thought would be understood as prejudicial (negative impact), as
Hindrances. The last two hypothesis though, concern how (1) Perceived value and (2) Morals and
Ethics, influence purchase intentions.

4.2.1. Benefits

4.2.1.1. Content

This master thesis examines content as an external variable for perceived value. Content is usually
defined as a construct which has dimensions of exactness, relevance, and sufficiency (Doll, Torkzadeh
1991) . A more recent synthesis of previous concepts of content define it as an individual’s
assessment of credibility, timeliness, sufficiency and relevance of information provided by a content
provider. (Wulf et al. 2006). In this master thesis though, the previous definition is accepted with the
exception of credibility. In the case of an entertainment-oriented problematic such as online video
bundling services, credibility is not easily applied in an individual’s cognitive understanding of
content. Hence, we accept the concept of content as a consumer’s assessment that program are
relevant, up-to-date and sufficient.

Previous research emphasizes that content is a significant predictor of positive responses in website
satisfaction (Wulf et al. 2006) , end-user computer satisfaction (Doll, Torkzadeh 1991) and perceived
success of websites (Palmer 2002) . Jung, Perez-Mira and Wiley-Patton (2009) found that content had
a crucial influence on user’s beliefs driving behavioral intention on adopting mobile TV.

Content is therefore one of the most important variables in the model: the fact that people need to
pay a subscription fee in order to access said content and that not all online video bundling services
provide the exact same content symbolizes a choice between providers or even the adoption (or
not) of said platform for visualizing audiovisual content. It takes an even bigger importance now that
online video providers decided to invest in the production of their own TV-shows and documentaries
(Netflix’s “House of Cards”, Hulu’s “11.22.63” or Amazon Prime’s “The Man in the High Castle”
among many other examples) and make most of them only accessible through their own individual
platforms.

So, having in mind that we’re researching an online video platform which is basically an
entertainment service, content should have a direct influence on consumers’ perception of value for
using this platform. While boring, repeated or unoriginal similar content may make consumers
perceive a low level of utility for the service, an exciting and unique content may provide greater
satisfaction and consequently induce a higher perception of value.

H1- Content is positively related to perceived value in the context of online video bundling
services.
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Table 2 : Content construct variables

Construct Variables Code
Online video bundling services provide up-to-date content C1
Online video bundling services provide sufficient content C2
Content £ 2
Online video bundling services provide content pertaining to my concerns C3
Online video bundling services provide content that | need ca

Source: an adaptation from (Jung et al. 2009)

When setting up variables that determine the Content construct, it was used a basis from Jung, Mira
and Wiley-Patton from 2009, from their research on consumer adoption of mobile TV. The
statements were then tailored to fit the research at hand.

4.2.1.2. Perceived Usefulness

Previous research suggests that people tend to use or not to use an application to the extent they
believe it will help them perform better their job. (Davis 1989) Perceived usefulness is defined here
as “the degree to which a person believes that using a particular system would enhance his job
performance”. This variable is one of the two most important when using the original TAM model.
Pikkarainen et al. (2004) when applying the TAM model in Finland, found that perceived usefulness is
a determinant of actual behavior which encouraged users of the banking system to use more user-
friendly self-service technologies that give the user a greater autonomy. There are several other
scientific evidence proving the significance of perceived usefulness on adoption intention (Chen,
Barnes 2007) (Venkatesh 2000) .A system possessing high perceived usefulness is one for which the
user believes in the existence of a positive use-performance relationship. Perceived usefulness,
according to Davis et al. (1992), is connected with the extrinsic motivations for adoption: “extrinsic
motivations refers to the performance of an activity because it is perceived to be instrumental in
achieving valued outcomes that are distinct from the activity itself”.

H2 - Perceived Usefulness is positively related to perceived value in the context of online
video bundling services.

Table 3: Perceived Usefulness construct variables

Construct Variables Code
Online video bundling services enable me to fulfill the purpose of visualizing content more quickly PU1

Perceived Usefulness Online video bundling services enable me to fulfill the purpose of visualizing content effectively PU2
Online video bundling services enable me to satisfy the purpose of visualizing content easily PU3

Source: an adaptation of (Hsu, Lu 2004)

To determine the Perceived Usefulness variables we recurred to a paper from Hsu and Lu from 2004
about the reasons why people play online games. As in the previous construct, the variables were
changed to fit the purpose of our research about online video bundling services.

21




4.2.1.3. Perceived Convenience

With the developments achieved in the last decade when taking mobile technologies into
consideration, and the increasing ubiquity in the surrounding environment, it was evident that the
existing online video bundling services would start making available their content for online
platforms such as smartphones and tablets pending an online connection.

A product or service is considered to be convenient when it saves time for a user or more specifically
when it lowers the cognitive, emotional and physical burdens for a user (Berry et al. 2002). In one of
the first academic literature about the significance of convenience of a product or service, five
dimensions were used: time, place, acquisition, execution and use (Brown 1990). More recent
literature, found that convenience in accessing technology is not definitely related to intention to use
the technology and that convenience in use is too similar to the ease of use variable. So Yoon and
Kim (2007) defined perceived convenience as a level of convenience toward time, place and
execution that one perceives when using wireless networks to complete a task. Perceived
convenience was also added with the same definition as Yoon and Kim’s (2007)to TAM when
researching about m-learning of the English Language for college students (Chang et al. 2012) .
Therefore, based on the perspective mentioned above, perceived convenience is understood in this
dissertation as the level of convenience towards time, place and execution that one feels when
interacting with online video bundling services.

H3 — Perceived Convenience is positively related to perceived value in the context of
online video bundling services.

Table 4: Perceived Convenience construct variables

Construct Variables Code
| can visualize TV-shows/movies at any time via online video bundling services PC1
. . | can visualize TV-shows/movies at any place via online video bundling services PC2
Perceived Convenience
Online video bundling services are convenient for me to engage in visualizing TV-shows/movies PC3
| feel that online video bundling services are convenient for me watch TV-shows/movies PC4

Source: an adaptation from (Chang et al. 2012)

For the variables of Perceived Convenience, it was taken into consideration, the research of Chang,
Yen and Tseng from 2012 where Perceived Convenience in an extended TAM model regarding mobile
learning was researched; the variables were developed using their main ideas now focused on the
topic being developed.
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4.2.2. Hindrances

4.2.2.1. Price/Perceived Fee

The price or perceived fee (since all the online video bundling services sell their services through a
monthly or annual subscription package) refers to the monetary sacrifice also known as the
consumer’s financial payment for the online video service. From the consumer’s cognitive
perception, price is something that must be given up or sacrificed in order to obtain kinds of products
and services (Bei, Chiao 2001). Zeithaml (1982) posited that customers usually do not remember the
objective price of a product. Instead, customers encode price in ways that are meaningful to them
(Zeithaml 1982).

The concept of perceived price is based on the nature of the competitive-oriented pricing approach.
This approach focuses on costumers’ concerns about whether they are being charged more than or
about the same as charged by competitors (Ryu, Han 2010). This perceived price would include both
monetary and nonmonetary prices such as time and effort to the consumer (Zeithaml 1988) but in
this dissertation the nonmonetary costs are took into account with the perceived ease of use
variable.

The direct effect of variables with similar meaning in other research papers suggests that a perceived
fee could be a potential barrier to decrease the likelihood of the user’s behavioral intentions to
adopt and use an IS (Kim et al. 2009) , in this case, an online video bundling service. Also, previous
research suggests that not only perceived fee/perceived price has a direct influence on perceived
value but also, that perceived fee/perceived price is negatively related to perceived value (Zeithaml
1988) (Kim et al. 2007) (Chu, Lu 2007) . So in this dissertation, perceived fee is defined as the extent
to which a customer believes that using an online video bundling service is expensive.

H4 - Price/Perceived Fee is negatively related to perceived value in the context of online
video bundling services.

Table 5: Price/Perceived fee construct variables

Construct Variables Code
The fee that | have to pay for the use of online video bundling services is too high MF1

Price/Perceived fee The fee that | have to pay for the use of online video bundling services is not reasonable MF2

| am not pleased with the fee that | have to pay for the use of online video bundling services MF3

Source: an adapation of (Wang et al. 2013)

To estimate the perceived fee, an adaptation of Wang’s research on what drives purchase intention
in online services was used. In his research, online music services were the main target so the
statements were tailored from “online music services” to “online video bundling services”.

4.2.2.2. Perceived Ease of Use

Along with Perceived Usefulness, Perceived Ease of Use, compose the two classic variables in the
original TAM model. That is, because even if potential users believe that a given application is useful,
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they can, at the same time believe that the platform is too hard to use and that the performance
benefits of usage are outweighed by the effort of using the application (Davis 1989) . It refers to “the
degree to which a person believes that using a particular platform would be free of effort”: all else
remaining the same, an application perceived to be easier to use than another is more likely to be
accepted by users. Perceived Ease of Use deals with user motivation that is based on the assessment
of the intrinsic aspect of using an IT system like the interface and the process involved in using it
(Gefen, Straub 2000). According to Davis et al (1992), “intrinsic motivation refers to the performance
of an activity for no apparent reinforcement other than the process of performing the activity per

”

se" .

H5 — Perceived Ease of Use is negatively related to perceived value in the context of online
video bundling services.

Table 6: Perceived Ease of Use construct variables

Construct Variables Code
It is easy for me to become skillful at visualizing content through an online video bundling service PEU1

Perceived Ease of Use Learning to visualize content through an online video bundling service is easy for me PEU2

It is easy to watch online video content PEU3

Source: an adaptation from (Hsu, Lu 2004)

Like in the Perceived Usefulness construct variables, also regarding Perceived Ease of Use the work of
Hsu and Lu on online gaming was used. The statements were chosen in order to try to understand if
the respondents found it easy to interact with the online video bundling services, or if in the other
hand they would recognize it as troublesome to use.

4.2.3. Perceived Value

The consumer’s perceived value believed to be the most important prerequisite of purchase
intentions. Perceived value is conceptualized as a trade-off between perceived benefits and
perceived sacrifices (Monroe 1979) . The features that constitute value are highly personal and
idiosyncratic meaning that the definition of value varies extensively from individual to individual
(A.Zethaml, 1988). Perceived value is posited to be higly associated with service quality and customer
satisfaction (Tarn 1999). A.Zethaml (1988) synthetized during her research, the concept of Perceived
Value into four different definitions that together conceptualize what can be understood what value
is and what drives consumers into purchase: Value is low price, Value is whatever | want in a product,
Value is the quality | get for the price | pay, Value is what | get for what | give. By summing up these
four expressions of consumer value we get that perceived value is the consumer’s overall assessment
of the utility of a product based on perceptions of what is given and received.

Several more recent studies (now Information Systems related) also point out empirical evidence to
support the premise that value perception is a major determinant when adopting new technologies
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since the user will have to consider the cost of learning how to use it. (Kim, Chan, & Gupta, 2005)
(Chen & J.Dubinsky, 2003).

The perceived value is then related with the overall benefits and sacrifices that the costumer
deliberates when considering acquiring a subscription in an online video bundling service such as
Netflix or Hulu.

H6 - Perceived value is positively related to purchase intentions in the context of online
video bundling services.

Table 7: Perceived Value construct variables

Construct Variables Code
Compared to the fee | need to pay, the use of online video bundling services offers value for money PV1
. Compared to the effort | need to put in, the use of online video bundling services is beneficial to me PV2
Perceived Value Compared to the time | need to spend to access content illegally, the use of online video bundling services is
worthwhile to me PV3
Overall, the use of online video bundling services delivers me good value PV4

Source: an adaptation from (Wang et al. 2013)

The groundwork for the Perceived Value construct was also the research of Wang et al., where the
statements were drawn from. Since their research on online music services is similar to what we are
trying to accomplish, it was logical to use their variables that explore the Perceived Value construct.

4.2.4. Morals and Ethics

In digital piracy studies, some researchers have named software or digital piracy as unethical. When
discussing digital piracy, it is important to understand that the perception of costumers to a non-
physical product is not the same as with a physical product. Studies suggested that individuals do not
see piracy as a crime or an unethical issue (Im, van Epps 1991) . Furthermore, it was also found that
individuals do not perceive piracy as inappropriate and they don’t believe their superiors and friends
think it is an inappropriate behavior. (Christensen & Eining, 1991). Thong and Yap (1998) attempted
to explain the concept of softlifting: a common type of software piracy in which a legally licensed
software program is installed or copied in violation of its licensing agreement that unlike commercial
piracy, provides the program to multiple users rather than to sell copies for profit. Their theory
suggests that both deontological (where rules define what is ethical and what is not) and teleological
(examination of consequences of the behavior) reasons influence the decision to pirate. Moral
obligation as a deontological concept has been used in IT ethics literature to predict moral intention
(Haines, Leonard 2007). Moral obligation would be expected to influence intentions, as well as
attitudes, subjective norms and perceptions of behavioral control in the context of unethical
behaviors (Ajzen 1991) and that it is a significant predictor of intention in digital piracy (Cronan, Al-
Rafee 2008). The use of this variable in the model is therefore necessary to understand how ethics
can influence an individual’s decision to choose an illegal option for accessing video content versus
subscribing to a legal online video bundling service.
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H7 — Morals and Ethics are positively related to purchase intentions in the context of
online video bundling providers.

Table 8: Morals and Ethics construct variables

Construct Variables Code
| would feel guilty if | pirated video content ME1
Morals and Ethics To pirate video content goes against my principles ME2
It would be morally wrong of me to pirate video content ME3

Source: an adaptation of (Yoon 2011)

In order to develop the variables for the Morals and Ethics variables, insight from Yoon’s 2011
research on the Ethics Theory in digital piracy was taken into consideration. Although in the original
research this construct was insightfully denominated “Moral Obligation”, this paper is not focused
exclusively in the moral perceptions of the respondents. It is still expected though, that this construct
will be one of the most influential when it comes to purchase intentions.

4.2.5. Purchase Intentions

Purchase Intentions has been a recurrent researched topic in a wide variety of fields, also including
information goods. It is a subject of higher value to companies since it can determine the reasons
why consumers adopt and consume different products, therefore providing valuable information to
corporations that want to better understand and serve their customers. Consumer’s intentions to
purchase online at electronic commerce websites (van der Heijden et al. 2003); the impact of brands
social media presence on purchase intentions (Naylor et al. 2012) ; or how online word of mouth
influences purchase intentions (Prendergast et al. 2010).

The final question of the survey, questioned respondents about their future intentions of subscribing
to an online video bundling service. This question will serve the purpose of measuring just how many
people are considering the adoption of such services knowing they can do it via an illegal option.

Table 9: Purchase Intentions construct variables

Construct Variables Code
| plan to pay for online video bundling services in the future P11
Purchase Intentions I intend to purchase online video bundling services in the future P12
| predict | would buy online video bundling services in the future PI3

Source: (Wang et al. 2013)

The variables for this construct were adapated from (Wang et al. 2013) originated from his research
on purchase intentions in the context of online content services.
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4.3. DATA COLLECTION

Empirical data was collected by conducting an online survey through the www.lka.si platform.
Dissemination of the survey was made via e-mail, posted and shared on social media
(www.facebook.com ; www.linkedin.com ) and posted on diverse Torrent communities both public

and private (www.kat.cr ; www.scene-rush.com ). The message stated the purpose of this study,
providing a hyperlink to the survey form. No specific range of demographics was targeted although
answers were expected to be given mostly by young adults ranging from 18-30 since that is the
significant age of the population that incurs in illegal downloading. The data was collected from 20"
May to 8% June, which totals for 15 days online.

A likert scale with a range from (1) Strongly Disagree to (7) Strongly Agree was used to analyze the
respondents’ opinions’. It was believed that when using a variation of the TAM model, the best
option to relate with the model would be a likert scale.

As the reader can verify in the table below (table 9), although the online survey got through a big
number of people, only around 10% of them completed the survey from beginning to end. The total
number of considered surveys (the sample) for this research is 119 questionnaires after data
cleansing.

Data cleansing was performed manually through a Microsoft Excel data sheet (CSV file import). When
analyzing the data, there were found some inconsistencies in some completed surveys: there were
several people that answered some of the questions and then pushed the forward button until the
end of the questionnaire without answering all the required questions. This happened through the
mobile app of the survey website, since this exact situation was previously tested in the computer
platform. From the 151 completed surveys, 32 were considered unfit to be a part of this sample.

Table 10: Survey Range

Total Number of Clicks 803

Partially Completed Surveys 220
Completed Surveys 151
Completed Surveys (After data cleansing) 119

The usage of online research has already been accepted by IS researchers in previous literature
(Bhattacherjee 2001;Wright 2005; van Selm, Jankowski 2006). Tan and Teo (2000) were among the
first to suggest that online field surveys have several advantages over traditional paper-based mail-
in-surveys: cheaper to make, faster response rate and geographical barriers are non-existent.

The survey started with an eliminatory question about the respondent incurring or not, in the past, in
illegal access of copyrighted video content. Even though no specific demographics were needed, this
guestion was meant to eliminate every respondent that hasn’t accessed content through an illegal
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channel. The main purpose of this research is to try to understand why people that can and are
accessing content through illegal channels do or do not contemplate paying for a legal service.

The profile of the sample is presented below in Table 10, where we can see that out of the 119 valid
responses analyzed, two age groups presented the majority of all responses (from 18 to 34 years
old). It was predictable that it would be so, since students and recently graduated youngsters are the
majority of people that knows how to access illegal content (Oberholzer-Gee, Strumpf 2007) ,
between the two having a staggering 84,03% of the population of the sample. While gender wise, the
sample is pretty much equally divided, regarding the occupation of the respondents the majority was
either studying (55,46%) or already employed (42,86%) therefore presenting a group where the
majority of the population had superior education (69,75%).

Table 11: Demographic characteristics of the sample

Sample Characteristics (%)
Age Group
<18 0%
18-24 54,62%
25-34 29,41%
35-44 10,92%
45-54 5,04%
>55 0%
Gender
Male 50,42%
Female 49,58%
Job Description
Employed 42,86%
Unemployed 1,68%
Student 55,46%
Retired 0%

Highest Degree Received
No schooling completed 0,84%

High School 29,41%

Bachelor's Degree 37,82%

Master's Degree 29,41%

Doctorate's Degree 2,52%
Watches TV-Shows regularly

Yes 78,15%

No 21,85%
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4.4. DATA ANALYSIS METHODS

To analyze the collected data of the 119 valid questionnaire responses and to empirically assess the
relationships defined by the extended TAM model that was designed, descriptive statistics were
utilized and the structural equation model (SEM) applied due to its ability to assess unobservable
“latent” constructs. The chosen method to proceed with the research was the Partial Least Squares
(PLS) since it is the best method for empirical testing of structural models, through the SmartPLS
software (Ringle, C. M., Wende, S., and Becker, J.-M. 2015).

Primarily the quality of the measurement model was assessed to provide the validity of the
constructs and to assure the reliability of the measurements. After that, the standard traditional
method of structural equation modelling (Dinev et al. 2013) was followed. After that, structural
modeling followed, where the hypothesis and the quality of the proposed research model were
tested.
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5. RESULTS

The evaluation of the research model was conducted in two stages: firstly, the measurement model
was analyzed, where the reliability and validity of the model constructs was evaluated. Secondly, the
structural model with hypotheses was tested.

5.1. MEASUREMENT MODEL: VALIDITY AND RELIABILITY

In order to determine construct validity, two elements of factorial validity were examined:
convergent validity and discriminant validity. By taking into consideration these two validities, it is
possible to figure out just how well the measurement items relate to the constructs. Convergent
validity is shown when each measurement item is highly correlated with its theoretical construct
while discriminant validity stands out when each measurement item correlates dimly with all other
constructs except for the one to which it is theoretically associated (Gefen, Straub 2005).

Convergent validity was studied using the Average Variance Extracted (AVE). Keeping in mind that in
order to ensure a sufficient degree of convergent validity the value of AVE should be greater than
0.50, and by looking at Table 12 we can verify that all the values are bigger than 0.6 therefore
demonstrating convergent validity.

Table 12: Validity and Reliability Indicators

Constructs Cronbach's Alpha (.I;%rl?;t?ilsiltt; AVE
Content 0,885 0,920 0,742
Morals and Ethics 0,939 0,961 0,892
Perceived Convenience 0,828 0,883 0,656
Perceived Usefulness 0,851 0,910 0,771
Perceived Value 0,882 0,918 0,739
Perceived Ease of Use 0,850 0,906 0,763
Price/Fee 0,882 0,926 0,808
Purchase Intentions 0,980 0,987 0,961

To correctly analyze the discriminant validity of the constructs, the Fornell-Larcker test was applied.
The primary criterion for discriminant validity is that each indicator must load more highly on its
associated construct than on any other construct meaning that the square root of the AVE of each
construct has to be bigger than the shared correlation between the construct and the other
constructs in the model, in order to achieve discriminant validity (Moon, Kim 2001). In Table 12, it is
possible to see that all the constructs pass the test as the square root of the AVE is larger than the
cross-correlations with the other constructs, proving the validity of all constructs.
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Table 13: Correlations and AVEs

Constructs c | ME | pc | Pu | P/ |PEU| MF | PI
Content (C) 0,861
Morals and Ethics (ME) 0,079 0,945

Perceived Convenience (PC) | 0,495 0,106 0,810
Perceived Usefulness (PU) 0,468 0,089 0,567 0,878

Perceived Value (PV) 0,234 0,324 0,406 0,369 0,859

F;éf;"’ed Ease of Use 0,170 -0137 0,251 0,280 0,155 0,873

Price/Fee (MF) 0,123 -0,079 -0,044 -0,094 -0,255 0,081 0,899
Purchase Intentions (PI) -0,032 0,512 0,260 0,278 0,386 0,033 -0,269 0,980

After confirming that the model is actually valid, reliability needed to be confirmed. In order to do so,
composite reliability (CR) was assessed. The minimum value that still justifies reliability is 0.7 (van
Raaij, Schepers 2008) which by looking at Table 13 can be verified that all values are in a range from
0.88 to 0.99 suggesting that the tables are reliable. Also, when considering all the Cronbach’s alphas,
we notice that the recommended value of 0.7 is also exceed therefore confirming that the model
constructs are reliable and show good internal consistency (Moon, Kim 2001).

To verify validity and reliability of the measures, factor loadings were also observed. The factor
loadings that are presented in table 15, depict that all items loaded sufficiently high on the
corresponding constructs ( higher than 0.5 (Peterson 2000)) therefore demonstrating again
convergent validity.
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Table 14: PLS Loadings

Constructs Items | Loading
C1 0,808
Content €2 0,898
C3 0,875
c4 0,862
ME1 0,960
Morals and Ethics ME2 0,959
ME3 0,915
PC1 0,715
Perceived Convenience PC2 0,800
PC3 0,882
PC4 0,832
PU1 0,846
Perceived Usefulness PU2 0,885
PU3 0,902
PV1 0,824
Perceived Value PV2 0,877
PV3 0,800
PV4 0,931

PEU1 0,852
Perceived Ease of Use PEU2 0,876
PEU3 0,892

MF1 0,927

Price/Fee MF2 0,923

MF3 0,843

PI1 0,975

Purchase Intentions PI2 0,986
PI3 0,979

All fit criteria exceed the threshold value proposed in past literature, indicating the positive reliability
and validity of all the constructs. Consequently, constructs developed by this measurement model
could be used to test the proposed research model.
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5.2.STRUCTURAL MODEL

After determining the validity and reliability of the measurement model, the structural paths in the
research model had to be examined in order to verify the significance of the path coefficients and to
analyze placed hypotheses. The results of the analysis are summarized in Table 15, where we can see
the explanatory power and significance of the hypothesized paths. The explanatory power of the
structural model is assessed based on the amount of explained variance in the endogenous
construct. This being a research that (among other things) attempts to predict human behavior,
typically the R-square values for such studies will be under 50% and this research is not different. The
explanatory power for Perceived Value is set on 0.25 and for Purchase Intentions on 0.32 (Table 15).
While these values could have been set a little higher, the model is still considered fit and relevant.
The statistical significance of the path coefficients allows us to see which hypotheses were supported

and which were not. The outcome of the research model test is also graphically represented in figure
8.

Table 15: Relevant constructs for the structure model

Criterion Predictors R? Path Coefficient Sig
Content 0,248 0,048 0,465 (n.s.)
Perceived Usefulness 0,155 1,179 (n.s)

Perceived Value |Perceived Convenience 0,27 2,458 **

Price/Fee -0,239 2,817 **+*
Perceived Ease of Use 0,055 0,637 (n.s)

Purchase Perceived Value 0,316 0,246 2,797 ***

Intentions Morals and Ethics 0,432 5,275 ***

n.s. non-significant,*p<0, 1;**p<0, 05; ***p<0, 01
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5.3.RESULTS

The hypothesis of Content as a predictor of Perceived Value in online video bundling services (H1)
proved itself to be non-significant as the path coefficient was not significant (R=0.048). H2 stated that
Perceived Usefulness should influence positively the Perceived Value construct. Results show that
the path coefficient was also not significant (R=0.155). The only construct that was under “Benefits”
that revealed itself significant was Perceived Convenience (R=0.270). So Perceived Convenience is
positively related to Perceived Value in the context of online video bundling services.

The relationship between Price and Perceived Value (H4), stating a negative influence was proven to
be significant with a R=-0.239 therefore supporting this construct. Nevertheless, Perceived Ease of
Use, the other construct under “Hindrances”, has proven itself to be non-significant. The coefficient
path (8=0.055) was not significant, consequently not supporting H5.

The results expectedly showed and confirmed the correlation between Perceived Value and Purchase
Intentions. H6 is significant (R=0.246) therefore confirming that Perceived Value positively influences
Purchase Intentions. The last hypothesis to be tested was also considered significant with the
stronger significance presented with this model (8=0.432). Morals and Ethics (H7) are then, the most
important construct influencing the Purchase Intentions of the consumers in the online video
bundling services context.

Figure 8: The Structural Model — PLS results
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6. DISCUSSION

Hedonic system users differ from utilitarian system users because they are not forced to adopt a
given technology in order to comply with a specific task: they adopt it out of their own free will. As
mentioned above, this research was conducted by firstly targeting people who admitted to incur or
had incurred in acquiring or visualizing content in an illegal way since one of the main objectives of
this research is to identify why people that use Torrents and other illegal methods choose not to use
a legal option. Since the hypotheses were divided between “Benefits” and “Hindrances” we were
expecting them to be positively significant on the first three and negatively significant on the last
two.

The fact that Content was non-significant shows how this sample of people seem to not value the
amount of content made available by online video bundling services. As mentioned before, this being
individuals highly motivated to watch their favorite TV-shows, TV-shows that are most likely from
different networks and therefore are not all available through the same provider is most likely the
reason this construct was considered non-significant.

Regarding Usefulness, and keeping in mind how in previous literature this construct is highly related
with Ease of Use in the TAM model, the Usefulness construct was found non-significant similarly as in
other studies on Hedonic systems. Usefulness was originally designed to measure how systems users
evaluate the usage of the platform in order to complete specific tasks that would allow them to
perform better in their job location (utilitarian). Since we are looking into leisure type platforms
(hedonic), the respondents, did not find it that useful. In fact, since every respondent knows how to
access the exact same content in an illegal way, it is not that surprising that the word “useful” might
not be that adequate in this situation. It is then reinforced the idea that in future research about
technology acceptance in leisure environments, a different kind of representative variables should be
discussed.

On the other hand, Convenience was considered relevant by the questionnaire respondents. Since all
the people that responded to the questionnaire had already admitted to use copyrighted materials
illegally, we assume they all possess the expertise to do this quite easily. But, as mentioned before,
while people may find it easy to access this content, there is still a considerable amount of time used
in order to visualize some specific content (find the content that may or not be available in your
favorite torrent website, click past all the pop-up ads and waiting for the content to stream or to
download it via torrent) and this is where the respondents found value in the online video bundling
services. They find value in not having to wait for the content and have it immediately accessible
through the devices.

Regarding the “Hindrances” constructs, not surprisingly, Price was proven to be negatively related
with Perceived Value. Respondents found that the monthly fee required to use online video bundling
services reduces its Perceived Value. When looking into previous research, Price or required monthly
fees usually decreases the perception of value among consumers and in this case we believe it was
no different adding the fact that the respondents can access the same content for free.

Contrariwise, and following the same path as Usefulness, Ease of Use was also found non-significant.
The Ease of Use variable was incorporated into the model because it was thought that the users
would have to spend time and effort learning how to use the interface of online video bundling
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services. Since it was found non-significant, this means that users didn’t find it hard to use such a
system and most likely were able to fully understand it quite rapidly. It is also important to keep in
mind that because the respondents are quite agile in finding and downloading content illegally they
most likely represent a sample of the population that has very little difficulty in interacting with quite
simplistic systems or interfaces.

The model implied a combination of factors (Perceived Value and Morals and Ethics) in order to
determine Purchase Intentions. While Perceived Value presented significant importance when
evaluating purchase intentions, Morals and Ethics obtained a stronger result. It appears then that the
moral fiber of each individual is the most important factor when considering a subscription to an
online video bundling service. It is important to mention though, that the construct of Morals and
Ethics did not highlight what would happen if the individual would be caught downloading
copyrighted materials. Since in the questionnaire there was not a question asking about the
respondent’s nationality, we can only speculate based on where the IP’s of the respondents, where
they are from ( if they are not using a VPN). Most of the answers (naturally) came from Portugal and
Slovenia (due to the geographical location of the author): both countries where is relatively easy to
access illegal content without consequences. In Slovenia every Torrent website as well as video
streaming is widely available and unrestricted while in Portugal some of the most famous Torrent
communities have their access blocked directly through the ISPs (Pinto 2015). In spite of the websites
being blocked a simple proxy or the usage of a VPN allows users to bypass this extra “security” put
into practice by the government since the websites are blocked but after the user downloads the
torrent file, the file downloads through the client without any further problems.
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7. CONCLUSIONS

7.1. RESUME OF THE WORK AND CONTRIBUTIONS

The world is changing at an ever accelerating pace: the era of Information has arrived and it’s here to
stay. When the television first hit the homes of the common individual it brought more than news or
entertainment: it made available Information for the masses. Several decades have passed since this
happened and the old dogma of advertised based programming is being left behind. The consumer
demands higher quality entertainment. And he will get it: in today’s world there is no time to waste
on disinteresting commercials or non-interesting TV-shows. And the internet explosion came to
vouch exactly that: more and more people shifting from their TV habits to entertainment consumed
through their computers or mobile devices.

With the wide availability of the internet, while consumers are more than ever, adopting legal way to
consume media, piracy is still a recurrent issue. Even more, before the conclusion of this master
thesis, two major torrenting communities and metasearch engines were shut down either by the
competent authorities or by the fear of legal prosecution, proving that piracy is still considerably
active and that it is still seen as a threat to the entertainment business.

Online video bundling services understood precisely this and proceeded to adapt to this new reality.
And understanding the perspective of the customers as well as their acceptance of this new service
that without a doubt still has margin to grow is crucial to continue the evolution of such services.

To determine the factors that influence its use, we recurred to the set of people that accesses the
same content but in a different, illegal way. This group presented a higher level of awareness both
about how these services platforms worked as well as the differences in the offer of each company.
In order to do this, an extension of the Technology Acceptance Model was created and posteriorly
used.

By assessing the above mentioned research model in the stated context, we could verify that
Perceived Convenience and Price were the factors with the highest influence on where customers
perceived Value. Furthermore, it became clear that the Morals and Ethics of each person are the
most important factor when considering Purchasing Intentions.

There is no doubt that someone consuming copyrighted media through an illegal channel is costing
money to the studios. How much money? This is the million dollar question that at this point still
looks like an extremely complex problematic: there is no way to verify if the customer values the
content enough to actually spend money on it. So for now, companies will have to keep increasing
their content offer and that, with the combination of legal actions against Torrent communities
should serve the purpose of reducing piracy overall. But recent History tells us that if there is a way
to do it, there will always be people choosing a free option.

37



7.2.LIMITATIONS AND RECOMMENDATIONS FOR FUTURE WORKS

In spite of the contributions of this study for the better understanding of online video bundling
services acceptance, it does not come without limitations, therefore providing opportunities for
future research.

The first limitation is the rather small sample used. A larger sample would allow for a better
sharpening of the final results. Another limitation was the use of Perceived Usefulness and Perceived
Ease of Use. We believed that it was possible to work with these concepts due to its largely accepted
proposals in other scientific literature. These milestones of the classical TAM model revealed
themselves as not being prepared to evaluate effectively the acceptance of hedonic or leisure like
systems (Marina Abad et al. 2010). For future related works, we believe that a different factors
should be considered in order to maximize the significance of the research model.
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GLOSSARY

Amazon Prime Video — Another American video subscription service owned by Amazon.com.

Convergence Era — A term used to describe “the process of technological and economic convergence
between different, and hitherto separate media sectors that implies that all forms of content can be
made available via any transmission medium, thereby eroding the traditional distinctions among
telecommunications, computers and broadcasting”. (Syvertsen 2003)

Hulu — An American online company, that provides the streaming of movies and TV shows though a
monthly subscription fee and is also partially ad-supported.

Megaupload — A Hong-Kong based online file Storage Company founded in 2005 and seized by the
FBIl in 2012 due to multiple accusations of copyright infringement.

Netflix — An American company that is the biggest (legal) provider of streaming movies and TV series,
established in more than 180 countries around the world.

P2P — an acronym for “Peer-to-Peer” file sharing.

Release Window — With the release window business model, movies are first released through
movie theaters, then after a certain period of time (averagely 4 to 5 months after), it is released to
Blu-Ray, DVD and VOD (video on demand) services. In the specific case of TV-shows it is used not
only for its DVD package launch, but also for addressing the time between the official first time airing
and the time it is released in other countries.

Swarm — All peers sharing a torrent are called a swarm, which means that the added number of
leeches and seeds connected in order to share a specific torrent file is called a swarm.

The Pirate Bay (https://thepiratebay.se/)— one of the biggest online indexes of digital content
founded in 2003. It makes available a wide variety of magnet links and torrent files that facilitate P2P
file sharing amongst users of the popular BitTorrent protocol.

Tivo — The most successful digital video recorder launched in the US in 1999, being one of the first of
its kind. It provides a variety of features including an on-screen guide of scheduled broadcast
programming, an automatic programmable recorder in order to record every episode of a series
among others.

Tracker — a shortening for BitTorrent Tracker. It consists on a special type of server that assists in the
communication between peers using the BitTorrent protocol. They can be both public and private (if
it requires registration).

uTorrent and Bitlord — freeware, ad-suported and proprietary BitTorrent clients for Microsoft
Windows and Mac OS X.
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APPENDIX

A — File Sharing growth in North America

FILE SHARING IN NORTH AMERICA

PETABYTES SHARED PER MONTH

1,145 PBs
1,204 PBs

PBs
932 PBs
1,019 PBs

802 PBs
797 PBs
858

o

8

S

Bs
716 PBs

B o
2008 2009 2010 201 2012 2013 2014 2015 2016 2017 2018 2019

1 petabyte (PB) = 1 million gigabytes (GB) = 1.6 million CDs
1,124 PBs = 1.8 BILLION CDS / MONTH

Source: Cisco Visual Networking Index:Forecast and Methodology, 2008-2013
Cisco Visual Networking Index: Forecast and Methodology, 2013-2018
Cisco VNI: Forecast and Methodology, 2014 - 2019

B - Additional graphs sourced from NetNames and Envisional 2013 “Sizing the Piracy Universe”
Report:
Bl

_~Growthin bittorrentinfringement bandwidth, 2010- 2012
(North America, Europe, and Asia-Pacific regions)

Infringing bittorrent bandwidth
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B2

- Growthin video streaming infringementbandwidth, 2010 - 2012
/ (North America, Europe, and Asia-Pacific regions)

Infringing video streaming bandwidth

B3

Decline in direct download cyberlocker infringement bandwidth, 2010 - 2012
{North America, Europe, and Asia-Pacific regions) o

Infringing direct download eybarlocker bandwidth
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B4 - Content Type for 12.500 Torrents, January 2013 (NetNames)

Pornography
3789
30.3%

Film
4181
33.4%

Unknown Television

31 1918
0,254 15.3%
Books
188 i ;e
oy Anime Software Games Music
Lo 329 501 616 947
267 4.0% 497 7.6%
C1- Tv-Shows with the highest unmonetized demand according to TruOptik
TV Producers Lose Billions to Piracy
Market value of unmonetized demand for TV content in 2014"
$184m
$1,492m Orange is ;
tha Neve Black Modern Family
$174m
Game of Thrones @ .
' herlock
. i House of Cards sherloe

Breaking Bad

Big Bang Theory ’
Suits

The Walking Dead Arrow

@ @ @ * retail, digital & subscription value of content shared globally via P2P networks
@statista com  Quelle: Tru Optik Data Corp.
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D1- The Cost of a 30-Second Ad

The Cost of a 30-Second Ad:
Broadcast Network Average vs. Breaking Bad Finale
$400,000
$180,844
105,885 $106,351
$74,758 > > .
NBC ABC CBS FOX Breaking
Bad
Source: AdWeek. Feb. 2012
|
E1 - Original TAM Model
Perceived
Usefulness
- Behavioral Actual
Intention to Use > System Use
Perceived
Ease of Use
Source: Davis et al. (1989), Venkatesh et al. (2003)
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F1 - Constructs, Items and Sources of the survey

Constructs

Items

Source

Content

Perceived Usefulness

Perceived Convenience

Price/Perceived Fee

Perceived Ease of Use

Perceived value

Morals and Ethics

Purchase Intentions

C1 - Online video bundling services provide up-to-date content
C2 - Online video bundling services provide sufficient content
C3 - Online video bundling services provide content pertaining to my concerns

C4 - Online video bundling services provide content that | need

PU1 - Online video bundling services enable me to fulfill the purpose of visualizing content
more quickly

PU2 - Online video bundling services enable me to fulfill the purpose of visualizing content
effectively

PU3 - Online video bundling services enable me to satisfy the purpose of visualizing content
easily

PC1 - can visualize TV-shows/movies at any time via online video bundling services

PC2 — | can visualize TV-shows/movies at any place via online video bundling services

PC3 — Online video bundling services are convenient for me to engage in visualizing TV-
shows/movies

PC4 — | feel that online video bundling services are convenient for me watch TV-
shows/movies

MF1 - The fee that | have to pay for the use of online video bundling services is too high

MF2 - The fee that | have to pay for the use of online video bundling services is not
reasonable

MF3 - | am not pleased with the fee that | have to pay for the use of online video bundling
services

PEUL - It is easy for me to become skillful at visualizing content through an online video
bundling service

PEU2 - Learning to visualize content through an online video bundling service is easy for me

PEU3 - It is easy to watch online video content

PV1 - Compared to the fee | need to pay, the use of online video bundling services offers
value for money

PV2 - Compared to the effort | need to put in, the use of online video bundling services is
beneficial to me

PV3 - Compared to the time | need to spend to access content illegally, the use of online
video bundling services is worthwhile to me

PV4 - Overall, the use of online video bundling services delivers me good value

MEL1 - | would feel guilty if | pirated video content
ME2 - To pirate video content goes against my principles

MES3 - It would be morally wrong of me to pirate video content
PI1 - I plan to pay for online video bundling services in the future

PI2 - I intend to purchase online video bundling services in the future

PI3 - | predict | would buy online video bundling services in the future
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