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ABSTRACT 

Nowadays, Chinese are offered the choice of purchasing legal online music on 

music applications, but there still exists illegal music accessing behaviors. 

Therefore, it is meaningful for this paper to study how certain factors affect the 

attitudes of adopters and non-adopters towards online music in China. The 

proposed hypotheses are tested based on an online survey focusing on the user 

experience of QQ Music, a leading music application in China. The questions 

designed in the online survey study the relationships between three factors and 

purchase intention, in this way answering the research question. Based on the 120 

collected online survey responses, it is found that perceived usefulness and social 

influence have exerted positive effects on users’ purchase intention in China. 

Following it, practical suggestions are provided for improvement of this 

application, while also preventing the Chinese digital music industry from 

suffering financial losses. Therefore, QQ Music and practitioners of Chinese 

digital music industry may be interested in this paper. 
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INTRODUCTION 

The development of Internet connections has broadened the ways for people to access the 

music. In the past, people can only listen to music by buying physical albums from music 

stores. However, nowadays, they can easily obtain the music through streaming services for 

free, or buying copyrightable music on mobile apps. According to the research done by IFPI, 

in 2009, more than a quarter of the recorded music industry’s global revenues (27%) came 

from digital channels (IFPI, 2010). As a result, people have changed their way of obtaining 

music thanks to the huge convenience brought by network connections. 

A report indicates that the markets of North America and Western Europe have 

generated more than quadrupled revenues from online music in 2010 ($4.5 billion) compared 

to the data ($1.1 billion) in 2005, as people purchase online music from Internet channels like 

iTunes Music Store and Yahoo (Strategy Analytics, 2005). However, in the past, the weak 

protection of music copyright in China leads to a huge financial loss in digital music industry. 

Since 2006, although the situation has been improved due to the strengthening protection on 

music copyright, there still exist illegal online music accessing behaviors. Therefore, it is 

meaningful to study what influences Chinese’ different choices of accessing online music 

even under enacted copyright regulations. To be more specific, why with the offered choice 

of purchasing legal online music on music applications, some Chinese users still choose to 

obtain them illegally. In this way, the research question is proposed: how certain factors 

differently affect the purchase intention of users towards online music in China? Actually, 

Chu and Lu (2007) had proposed a similar research question and analyze the results. 

However, their research is carried on under the situation in Taiwan. Therefore, this study can 

be viewed as a test of their results on a different group of users, which are Chinese users. By 

testing, the study can offer new ideas to strengthen the music copyright protection in China, 

as well as preventing digital music industry from suffering great financial losses. 



 The whole paper is organized in following parts: literature review, statement of 

hypothesis, methodology and analyzes. In the first part, the paper will firstly introduce the 

music industry situation in China, which can offer readers a better understanding of the study 

background. Then, it is followed by the literature review on three factors, which have been 

decided to be studied the relationships towards purchase intention based on much previous 

reading. The hypothesis statement is followed based on the literature review. Then, the third 

part will analyze how methodology will be designed and used to answer the research 

question. At last, specific result analyzes will be showed by using SPSS to process the data 

collected. 

LITERATURE REVIEW - BACKGROUND 

Music industry background in China 

There appears the music industry has become an important element of the Chinese economy, 

and with the advancement of information technology, digital music has become the major 

part of its music industry. By 2006, the digital music sector constituted 36% of total sales 

(US$26.8 million) in mainland China (Herlihy & Zhang, 2016).  

However, the loose control on music copyright protection has resulted in detrimental 

effects. The study shows that because people can access musical products illegally by various 

approaches, in 2008, the annual distribution revenue of music albums decreased by 25% 

compared to 2007, and in 2009, it decreased by 40% compared to 2008 (Liu, 2014). 

Regulations must be carried out to prevent the situation from deteriorating. Therefore, 

in 2006, Regulations for the Protection of Information Network Transmission Right was 

enacted. Furthermore, in 2012, the major music downloading and streaming platforms in 

China reached an agreement to begin charging for music downloaded from the Internet 

(Herlihy & Zhang, 2016). With these enacted regulations, the music copyright protection has 



been much strengthened in China. More and more Chinese have been willing to or be forced 

to access online music by purchasing. However, according to the report provided by 

iResearch Inc., China's digital music paying users only reached 5.3% of all users in 2018. 

Compared with the 46.4% payment rate of Spotify, which is a mainstream digital music 

platform in US in 2018 (iResearch, 2019), it shows the copyright awareness in China is still 

weak; people are not that comfortable to accept the non-free music. 

Definition 

Intellectual property and copyright protection. 

Intellectual property (IP) is a kind of property including intangible creations brought by 

human intellect. IP law is intended to increase the cost of copying so that it equals or exceeds 

the cost of creation, which supposedly is vital to incentivize artists and entrepreneurs to 

continue creating (Business Insights: Global, n.d.).  

Adopters and non-adopters. 

In this research, the adopters refer to those who legally buy the copyrightable online music. 

The non-adopters refer to those who do not legally obtain the online music, instead, they 

choose to find pirating ways to obtain the online music, which is regarded as doing copyright 

infringement. The pirating ways to get online music in China including through platforms 

offering cloud storing service like Baiduyun, or through screen recording videos, or by using 

cracking software focusing on music apps with payment system.  

Perceived price. 

In this study, perceived price refers to people’s perception of how much money they need to 

pay for obtaining legal online music. 

Perceived usefulness. 



In this study, perceived usefulness refers to whether listening to online music on music apps 

in China can fulfill users’ certain purposes. In another words, it means whether functions of 

music apps can satisfy users’ needs, in this way stimulate them to purchase legal music. 

Social influence. 

Based on the unified theory of acceptance and use of technology(UTAUT), social influence 

is defined as how much individuals are willing to use the new system is deeply affected by 

important others’ beliefs towards it (Venkatesh et al., 2003). In this research article, three 

concepts related to social influence are subjective norm, social factors and image (Venkatesh 

et al., 2003).  

 Subjective norm refers to what people believe about those who are significant to him 

think he should or should not do something (Venkatesh et al., 2003). Social factors mean that 

individuals’ behaviors are influenced by the subjective culture or achieved common 

agreements in some situations of the group he refers to, for example, a person will use a 

system if most of his coworkers also use it (Venkatesh et al., 2003). Image refers to that a 

person believes do something new will promote his image or status in belonged social system 

(Venkatesh et al., 2003). 

Relationship 

The value-intention framework. 

Past studies have indicated a few factors motivating users to buy legal online music. For 

example, based on the value-intention framework, Chu and Lu (2007) has conducted a study 

which shows that in Taiwan, the perceived value of online music is a vital factor affecting 

purchaser desire to purchase online music. 

The value-intention framework indicates that the perceived value of consequences 

resulted from behavior will exactly influence people’s desire to perform a certain action 



(Dodds & Monroe, 1985). Further, value is defined as individual’s weighing between benefit, 

which means the received component, and sacrifices, which refer to people’s given things 

(Woodruff, 1997). The perceived benefit factors motivating people’s intention can be 

perceived usefulness or playfulness. The perceived sacrifices can be perceived price and 

perceived ease of use. Based on the framework, the following parts will indicate how 

perceived price and perceived usefulness affect legal purchasing intention of adopters and 

non-adopters in China. 

Perceived price and legal purchasing intention. 

In Chu and Lu’s research (2007), they found that online music purchasers and potential 

purchasers generally consider price as a necessary part of sacrifice. Also, based on their 

study, Norazah did a further research which indicates that perceived ease of use emerges as 

the important factor which affects perceived value among early adopters of online music, 

followed by Perceived Playfulness (Suki, 2011).  

Past studies have indicated the relationship between perceived price and purchase 

intention. For example, a research (Kim, Sumeet, & Li, n.d.) has found that perceived price 

will negatively influence the perceived value for all type of customers of Internet shopping 

they studied. Also, two roles acted by perceived price have been examined by researchers. 

One is that perceived price will indirectly exert positive influences on consumers’ attitude 

and purchase intention through perceived quality; the another role is that perceived price will 

directly weaken purchase intention (Huijts, Molin, & Steg, 2012).  

Based on these findings, H1 hypothesis is proposed. 

Perceived usefulness and legal purchasing intention. 

Gefen, Karahanna and Straub (2003) have indicated that according to TAM model, the 

perceived usefulness of using the new IT is one determinant for people’s intention to use a 



new IT. In this study’s context, perceived usefulness can be one factor promoting people’s 

purchase intention towards legal online music.  

Therefore, H2 hypothesis is proposed. 

Social influence and legal purchasing intention. 

As suggested by Chu and Lu (2007), future works can focus on how perceived value is 

influenced by external factors. Following this, this research will study how social influence 

affect people’s purchasing intention towards online music. 

Theory of planned behavior assumes that “intentions to perform behaviors of different 

kinds can be predicted with high accuracy from attitudes toward the behavior, subjective 

norms, and perceived behavioral control”, which means that social influence will exactly 

affect individual’s intention to do something (Ajzen, 1991).  

The UTAUT model assumes that “social influence has an impact on individual 

behavior through three mechanisms: compliance, internalization, and identification”, which 

indicates the latter two means individuals’ belief will be affected through possible social 

status gains, while compliance means social pressure will also exert some influences 

(Venkatesh et al., 2003).  

Combined with the definition of social influence mentioned above, it shows that 

social influence will exert impacts to both adopters and non-adopters, through subjective 

norms, social factors and image.  

Therefore, H3 hypothesis is proposed. 

STATEMENT OF HYPOTHESIS 

For several reasons  

Based on the existing body of knowledge reported above, the research question can be 

narrowed to study the relationships between certain factors, which are perceived price, 



perceived usefulness, social influence and purchase intention. As these relationships have 

been studied by previous researchers to some degree, this study can be also viewed as a test 

of their results on Chinese users. 

Also, the following hypotheses are derived.   

Research Question (RQ): How perceived price, perceived usefulness and social 

influence affect the purchase intention of users towards online music in China? 

H1: Perceived price will negatively affect user’s online music purchase intention in 

China. 

H2: Perceived usefulness will positively affect users’ online music purchase intention 

in China. 

H3: There is a positive relationship between subjective influence and users’ online 

music purchase intention in China. 

METHODOLOGY 

This study is a hypothesis-testing research which has been done for testing whether the 

proposed perceptions are true or not. Usually, quantitative or empirical methods will be used 

for this kind of study to get new findings or experiences (Kothari, 1985). According to what 

Kalton and Piesse said (2007), survey research methods are widely used in two types of 

analytic studies: evaluation studies that are to see how executed conducts exert effects; and 

population-based case–control studies that study the effects of various factors (independent 

variable) on one subject (dependent variable), which is regarded as a cause and effect model. 

As previous studies have indicated the relationships between three factors and 

purchase intention mentioned in literature review, this study is viewed to test their findings 

on a leading music application (QQ Music) in China; the results are also to tell how well this 

app performs. Also, as there exists few researches studying this phenomenon in China, 



therefore, this study is also be viewed to test whether previous research results still be 

supported in China.  

Based on the information above, this study will use the quantitative method to get the 

results. As the study focusing on the users in Chinese market, an online survey will be 

designed focusing on a leading music application (QQ Music) in China. In this way, the 

results can offer empirical suggestions to this company, thus promoting the music industry 

development in China. Combined the information of this app and previous related research 

design, the online survey will be designed focusing on how three factors (perceived price, 

perceived usefulness and social influence) affect Chinese users’ purchase intention. Scale 

items for perceived price have been adapted from marketing survey (2004); scale items for 

perceived usefulness and social influence have been adapted from IT acceptance studies (van 

der Heijden, 2004). Scale items will be measured via a five-point Likert scale (from strongly 

disagree to strongly agree for factor items, from very unlikely to very likely for intention 

item). The Table 1 shows the scale items for three factors. 

 

Table 1: Scale items on the online survey 



In order to get a relatively representative result, as there are 13 Likert scale questions 

in the survey, the researcher planned to collect about more than 100 samples. More specific 

data will be processed by SPSS to get detailed findings. With SPSS, the results can show 

whether these factors negatively or positively affect purchase intention, in this way, the 

research question proposed can be answered through testing all three hypotheses. 

ANALYSIS / RESULTS 

A total of 120 online survey responses were collected. As a result, all 120 online survey 

responses collected consist of 21 males (17.5%) and 99 females (82.5%). About 96.67% of 

all respondents are aged between 18-25. Generally, 101 respondents (84.17%) said they have 

purchased the music on music apps in China compared to 19 respondents (15.83%) who have 

not. Meanwhile, 69 respondents (57.5%) said they have obtained online music through illegal 

ways. These data show that work is still needed to promote online music purchasing and 

music copyright protection in China, which is consistent to the introduction at the beginning. 

                                               

Table 2: Reliability analysis for three factor scale items 

A reliability analysis test has firstly been done in SPSS. Table 2 shows that the 

Cronbach’s Alpha for all 12 scale items is 0.806 (greater than 0.7), which shows the data 

collected is consistent internally enough. Based on it, the following analyzes are more 

reliable.  

Correlation and regression analysis have been done to see the relationships between 

three factors and users’ purchase intention.  



                       

Table 3: Correlation analysis between perceived price and purchase intention 

A few tests have been done to test H1. Table 3 shows that the p value of this 

correlation is 0.815 that is greater than 0.05, which means the correlation is not significant. In 

other words, the research failed to reject the Ho: There is no relationship between perceived 

price and Chinese users’ purchase intention. Also, Table 3 shows the Pearson Correlation 

index (-0.022) is very low, which can lead to the result that there is no relationship between 

perceived price and purchase intention of Chinese users. However, an ANOVA analysis can 

be used to see what is the difference between adopters and non- adopters’ attitudes towards 

perceived price.  

 

Table 4: ANOVA analysis between different user groups and three factors 

  Table 4 shows that for perceived price, means (3.1316) of those who have not ever 

purchased online music is greater than the means (2.9282) of those who have. It means that 

the non-adopters perceive perceived price of online music more important than adopters; this 

can be paid more attention by digital music industry in China. 



                     

Table 5: Regression analysis between perceived usefulness and purchase intention 

 Also, regression analysis has been done to test H2. Table 5 shows the p value is 

0.000, which is smaller than 0.05(alpha), so can reject the Ho: There is no relationship 

between perceived usefulness and Chinese users’ purchase intention. Then, following the 

positive regression coefficient (0.570), a conclusion can be drawn that there exists a positive 

relationship between perceived usefulness and Chinese users’ purchase intention. Therefore, 

H2 is supported. 

                     

Table 6: Regression analysis between social influence and purchase intention 

 Further, regression analysis has been done to test H3. Table 6 shows the p value is 

0.000, which is smaller than 0.05(alpha), so can reject the Ho: There is no relationship 

between social influence and Chinese users’ purchase intention. Then, following the positive 

regression coefficient (0.570), it can be concluded that there exists a positive relationship 

between social influence and Chinese users’ purchase intention. Therefore, H3 is supported. 

Also, based on the Table 4, it is shown that for social influence, means (3.4323) of those who 

have ever purchased online music is much greater than the means (2.9825) of those who have 

not. It can be referred that social influence has exerted vital influences on stimulating the 

purchase intention of the adopters in China. 



CONCLUSIONS AND PRACTICAL IMPLICATIONS 

Based on the analysis above, several conclusions can be drawn. First, it is shown that there is 

no obvious relationship between perceived price and Chinese user’s purchase intention 

towards online music. However, it is also shown that non-adopters regard perceived price as 

more important than adopters. Second, perceived usefulness can positively affect the 

purchase intention for users in China. Third, social influence can also positively affect the 

purchase intention. Meanwhile, adopters consider it as a much more vital factor than non-

adopters. Combined all conclusions, the results of this research can exert a few practical 

implications. First, the digital music industry in China should consider focusing on perceived 

usefulness of their products. To be more specific, they should improve the functions of their 

apps to better satisfy users’ needs. For example, they should try to get more copyrightable 

music, or promoting personalized recommendation function. Then, as non-adopters view 

perceived price more important, music industry in China should adjust the price to attract 

their potential customers. At last, as social influence also exert positive influence, music 

industry and government should work on enhancing people’s copyright awareness; in this 

way maximizing the effects of social influence can have. 

LIMITATIONS AND FUTURE RESEARCH 

There also exist a few limitations for this research. First, as the topic is to study how factors 

affect the purchase attitudes of users in China, the samples collected should be representative 

enough to get more reliable results. However, most of the respondents of this research are the 

students in Wenzhou-Kean University. Therefore, the research results may be not reliable 

enough. Second, as the online survey is designed focusing on one leading music app in 

China, the results got may cannot be applied to whole music industry in China. 



 Therefore, in the future, there are some aspects researchers can focus on. First, they 

can cooperate with leading music companies in China to post the online survey on their apps. 

In this way, the respondents collected can better represent the users in China. Second, there 

can be more researches on comparison among different music apps in China. In this way, 

more practical suggestions can be given to digital music industry in China. 
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