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Abstract

Little research has been done on the piracy of American TV shows. This study explores the motivations for Dutch consumers’ download and purchase behaviour on this subject. An online survey has been conducted to collect data on consumers’ attitude towards Price, Quality, Convenience, Expertise, Availability, Legal & Moral, Trial and their actual download and purchase behavior regarding American TV shows. Results of the data analysis show that Convenience&Expertise and the fast Availability of new TV show episodes have a positive effect on consumers’ download behavior. Alternatively Price and Quality influence consumers’ purchase behavior. These findings suggest the existence of an alternative market for American TV show sales: while DVD buyers are concerned about the offered quality of the product downloaders appreciate the benefits of convenience and an immediate access to new episodes. The television industry should rethink their business model in order to satisfy the needs of their potential customers. 
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1. Introduction

The American music and movie industry believe that illegal online file-sharing is increasingly becoming a major issue because of its impact on sales of new releases. Still, a large part of consumers continue to buy the original music or movie releases and the market for legal online content (for example the Apple iTunes Store) has grown significantly. In 2008 paid music downloads increased by 29% with Apple iTunes as the largest content provider while music CD sales were declining. Paid music downloads are accountable for 33% of total music sales in the USA (NPD, 2009).

The television industry is facing similar challenges. Nowadays the content of national television does not only appeal to US citizens but has also gained more and more interest of other consumers in many foreign countries. America is one of the largest exporters of television content and enjoys increasing global sales of TV shows on DVD. For example TV shows like Friends, Heroes, LOST and Desperate Housewives are popular in The Netherlands, therefore DVD releases are commonly available in local stores.  In 2007 the total value of exported movie and television content reached $16 billion, an increase of 23% over 2006 (MPAA, 2009). As TV shows gained global popularity piracy issues started to arise. However, unlike music and movie piracy, very little research has been done on consumers’ download and purchase behaviour of American TV shows. Although consumer motivations for downloading TV shows might be similar to reasons for downloading music there are some notable differences. From a Dutch perspective video releases of American TV shows are often not available until months after the broadcast of the first episode on TV in the United States. So consumers that are keen on staying up-to-date with the latest TV-shows do not have any alternatives other than to download the episodes that are available illegally shortly after broadcast.  Furthermore, while a music CD require relatively little data storage space a complete TV show consists of video content of multiple episodes or seasons which require much more data storage space. Due to technological constraints (storage space, internet connection speed) music piracy is a bigger issue for the industry than the piracy of TV shows. 
Obtaining insights in the underlying motivations of consumer behaviour regarding the download and purchase of TV shows might help the television industry to adapt their sales model and strategy in order to satisfy the needs of their customers. Therefore the main research question of this master thesis is: 

“How can consumers’ download and purchase behaviour of American TV shows be   explained ?” 
Several interesting sub-questions are: 

· How are consumers’ download and purchase behaviour influenced by their attitudes towards product attributes?

· How are consumers’ download and purchase behaviour affected by their personal values and preferences?

· Does consumers’ download behaviour have any impact on their purchase behaviour of American TV shows?

· Does sampling play a role in consumers’ download behaviour of American TV shows?
2. Theory

2.1 Framework

Based on existing literature I have identified the seven most important motivations for individual consumer download and purchase behaviour and constructed the following model: 
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· Perceived Price: Consumers’ perception of DVD prices in general.

· Perceived Quality: Consumers’ quality perception of unpaid downloadable TV show episodes in relation to DVDs. (Objective quality perception as in video and sound quality, subtitles, extra’s) 

· Convenience: The degree of convenience consumers associate with downloading TV show episodes.

· Expertise: The amount of knowledge and internet skills consumers have regarding downloading of TV show episodes.

· Availability: Consumers’ preference for fast releases of TV show episodes.

· Legal & Moral Motives: Consumers’ attitude towards download behavior. 

· Preference for Trial: Consumers’ preference for Trial regarding the adoption of ‘new’ TV shows.  
· Purchase behaviour: Consumers’ purchase activities measured in number of DVDs
· Download behaviour: Consumers’ download activities measured in number of episode downloads. 
2.2   Literature review & Hypothesis formulation

In this chapter I will discuss the expected relationships between the seven motivations and consumers’ purchase and download behaviour. At the same I will review the literature which formed the basis of my hypotheses.  
Standard economic theory shows a negative correlation between price and sales of a good. While Andersen and Frenz (2007) find no statistically significant effect of price on music sales for the total population, a negative effect has been found for music downloaders who perceive CD prices as high.  As costs of downloading digital goods are negligible (Shapiro and Varian 1999) will price have a positive effect on consumers’ download behaviour? 

Bhattacharjee et al (2003) found evidence for increasing music download activities when the price of music CDs is raised. This effect is much stronger for songs a music downloader knows and values than for unknown songs. Cheng, Sims, and Teegen (1997) show that perceived price of software is an important factor of why individuals pirate software. Even if software prices remained constant over the years (thus lower real prices due to inflation) consumers may still believe that software prices are too high. This perception is further affected by the consumers expected net value of the purchase and the nearly non-existent costs of pirating the software. 
I expect the perceived price of American TV-show DVDs to influence both download and purchase behaviour. Like the music and software industry people who consider the prices of DVDs to be high will show a high level of download activities:  

H1a: Perceived Price of DVDs will have a negative effect on purchase behaviour
H1b: Perceived Price of DVDs will have a positive effect on download behaviour
For digital music Bhattacharjee et al. (2003) found that the quality of downloadable songs has no significant effect on purchase behaviour. This is mainly due to the majority of respondents who are rating the quality of downloads as very high compared to the CDs. However I expect different results for downloadable TV show episodes based on characteristics from which TV shows differ from music.  While the source of digital music is a CD, the source of downloadable TV show episodes could be from either a TV broadcast or a DVD/BD resulting in downloads with greatly varying quality. A much larger amount of data is required to maintain a good video quality in contrast to keeping a good sound quality. To reduce the data requirements of an episode the video quality is compromised resulting in a noticeable difference in quality between downloads in general and DVD/BD releases. Peitz and Waelbroeck (2006) found similar differences between movie and music piracy: Movies require a lot more storage space and thus unpaid downloadable movies are inferior to the original DVDs. However due to technological advancements (in just a few years) unpaid content has shifted from a low quality alternative to a range of low to high quality substitutes of original DVDs.  Additionally, extra’s like subtitles and bonus content could also play a role in the consumers’ perception of quality.   

H2a: Perceived Quality of unpaid downloadable episodes relative to DVDs will have a negative effect on purchase behaviour

H2b: Perceived Quality of unpaid downloadable episodes relative to DVDs will have a positive effect on download behaviour

Laycock (2004) argues that downloaders’ primary reason for downloading music is the convenience of having access to all songs that have been released over the years. Additionally Walsh et al. (2003) found that timesaving and access to a large library of songs is a motivation for download behaviour. However Sandulli (2007) found no significant effect of convenience in his study of Spanish P2P users. 
As the methodology for downloading TV shows is comparable with the methods used to download music I expect consumers associating a high level of convenience with downloading (i.e. people who believe that downloading is timesaving and easy to use) to display a high level of download activities. Due to the length of an episode watching downloaded content on demand is a highly convenient opportunity for a consumer and might be very well a good substitute of the DVD.

H3a: Convenience of Downloading will have a negative effect on purchase behaviour

H3b: Convenience of Downloading will have a positive effect on download behaviour
Andersen and Frenz (2007) argue that people with high internet/P2P skills will show more music download activities. Furthermore results show evidence of a negative effect of internet/P2P skills on CD purchases. As there’re no significant differences between downloading music and TV show episodes I see no reason to expect different results. 

Besides the main effects of Convenience and Expertise on download behaviour I also predict the existence of a moderating effect of Expertise on the relationship between Convenience and downloads. Due to the interaction between both variables the combination of Convenience and Expertise will show an additional positive effect on the number of episode downloads which is not explained by the main effects of the individual variables:   
H4a: Expertise in internet skills regarding access to download sources will have a positive effect on download behavior

H4b: Expertise in internet skills regarding access to download sources will have a positive moderating effect on the relationship between Convenience and download behaviour 
Little research has been done regarding the effect of availability in terms of speed on download behaviour.  While this could also be a factor for music and movie piracy, it’s significantly more important for the television industry as music and movie releases have become much more globally oriented compared to the latter. Box office hits and music albums of popular artists are usually granted a simultaneous worldwide release, whereas new TV shows are initially only broadcasted in the US and some of them may not even become available overseas. For example in The Netherlands popular shows like Friends, X-files, Desperate House Wives were lagging behind for more than 10 episodes or even full seasons compared to the broadcasts in America. Naturally localized DVDs were lagging even further behind compared to the offerings in the US. One of the rare studies regarding this aspect by Lim and Tan (2005) showed that consumers buying pirated content on CD/DVD do so because of the fast releases and a good price/quality ratio. 

Since buying pirated media and downloading are similar in costs and downloads are available even faster I expect people who regard fast releases as valuable to show a high level of download activity: 

H5: Preference for Availability of TV show episodes (in terms of fast episode releases) will have a positive effect on download behaviour

Music downloaders differ from non-downloaders in the sense that they do not feel held back by legal and moral concerns; furthermore they do not believe that their download behavior would have any negative financial impact on artists, producers and other stakeholders (Levin, Dato-on, Rhee 2004). Although the latter finding suggests a negative effect of legal and moral motives on download behavior (as non-downloaders do believe

 they are causing harm when downloading) the former is implying that downloaders’ legal and moral attitude towards downloading has little or no effect on their actual download behaviour. Lysonski and Durvasula (2008) confirm these conclusions.  For the software industry however research indicates that individuals with higher legal and moral standards will be inclined to download less (Gopal and Sanders 1997, 1998). 

Overall I would expect a negative effect of Legal and Moral Motives on download behaviour: 

H6a: Legal and Moral Motives will have a positive effect on purchase behaviour
H6b: Legal and Moral Motives will have a negative effect on download behaviour
General marketing theory states that sampling will increase sales due to the effects of sampling on the adoption process of a product. Additionally sampling could be used to build a user base and generate word of mouth in order to increase sales. Heiman et al. (2001) identified two effects of sampling: a direct positive effect on sales after sampling a product and a long term effect based on the accumulation of goodwill derived from product sampling. Yet they also state that trial could have a negative impact on goodwill accumulation and long term sales when it creates an over estimation of the products quality or benefits. In case of American TV shows it could be that trailers, pilots or first episodes contain more exiting scenes to hook potential customers and not be an accurate reflection of the whole show. Likewise Bawa and Shoemaker (2004) found evidence for a long term effect of free product sampling on sales, although this effect could vary depending on product categories and popularity of brands. For TV shows this would imply that the effect of trial on sales is larger for unknown or new shows than popular, established shows.  In general I expect trial to have a positive effect on purchase of American TV show DVDs:
H7a: Preference for trial will have a positive effect on purchase behaviour
For the music industry Peitz and Waelbroeck (2004) argue that although there’s a negative effect of downloading on CD purchases, the positive effect of downloading as a form of sampling before making a purchase may actually be larger due to a better matching between consumers’ preferences and products. Molteni and Ordanini (2003) show the existence of a large group of music downloaders who use this as a mean to test new and/or unknown music thus creating more chances of purchasing music CDs. As an American TV show usually consists of many episodes and multiple seasons on DVDs I certainly expect consumers with a high preference for trial to download more TV show episodes: 

H7b: Preference for trial will have a positive effect on download behaviour
Bhattacharjee et al (2007) have conducted a research in which they compared the survival rate of albums on the top 100 billboard before and after P2P file-sharing has become mainstream. This top 100 list is a ranking of best selling music albums measured in a month, so a high survival rate equals a larger number of sales over time. Research results show that in the P2P time period the survival time of an album has decreased with 42%; however albums with a first appearance at the top of the list are not affected. Therefore the researchers conclude that consumers’ download behaviour only has a negative impact on the sales of lower ranked music albums. 

Using panel data of German consumers Hennig-Thurau, Henning and Sattler (2007) tested the effect of downloads on purchase behaviour in the movie industry and claim to have found evidence for a negative effect of download behaviour on DVD purchases. However this only holds true for the intended download behaviour. Actual download behaviour did not show any significant effect on DVD purchases and additionally when the consumer does not watch the copy download behaviour even has a positive effect on DVD purchases. 

Inconsistent with previous researches Oberholzer-Gee and Strumpf (2005) claim that the impact of music downloads on music sales is statistically not different from zero. In their study they made use of actual music download numbers and weekly sales data of music albums to examine the relationship between music downloads and sales. As analysis showed that file-sharing was not responsible for the decline of music sales in the period of their research they argued that most likely people only download music they wouldn’t have bought anyway if file-sharing was not possible. 

Even though the opinions of researchers in this area are mixed I expect a negative effect of American TV show downloads on DVD purchases. Although not completely Bhattacharjee et al (2007) and Hennig-Thurau et al (2007) showed that download behaviour has at least a certain amount of negative impact on the music and movie industry.

H8a: Download behaviour has a negative effect on purchase behaviour

Since downloading can be used for trialing purposes and has a positive effect on purchase behavior in this way (Andersen and Frenz 2007; Molteni and Ordanini 2003; Walsh et al. 2003) it is possible to split the sampling effect from the substitution effect of downloads on DVD purchases. By formulating a moderating effect of trial and download the existence of a sampling effect can be confirmed when this moderating effect is tested to be statistically significant.

H8b: Preference for trial will mitigate the negative effect of download behaviour on purchase behaviour

3. Methodology
The main topic of this research is to determine whether the motivations Price, Quality, Convenience, Expertise, Availability, Legal & Moral Motives and Preference for Trial can explain consumer download and purchase behaviour. In addition the effect of downloading on purchase behaviour of American TV shows will be researched. 

3.1 Survey design

In order to test these hypotheses a quantitative study is necessary. Data regarding consumers’ attitude towards the identified motivations as well as their actual download and purchase behaviour are collected by conducting an online survey. To design a high quality survey the following measures are taken: 

· For each motivation (construct) the respondent is asked 3 questions (items) to increase reliability of the measured construct.

· Some items are reversed by using different wordings to create a positive or negative question for reducing response bias.   
· A 7-point likert scale is used for measuring consumers’ attitude (strongly disagree/agree) to ensure sufficient variability of responses.

· A pilot study with a sample size of 10 respondents has been conducted to test whether they have the same interpretation of wordings and are able to answer questions with relative ease.

Results of the pilot study showed that it was best to measure purchase behaviour in number of DVDs purchases each year and download behaviour in number of episodes downloaded each month. Furthermore as downloading of American TV shows episodes (as well as music and movies) for personal use is legal in The Netherlands the term ‘unpaid downloads’ is used instead of ‘illegal’. See table 1 for a list of the definitive questions used in the survey.

Table 1: Question List

	Variable
	Question

	Watch_TV_Show
	Do you watch American TV shows?

	Live_in_America
	Do you live in America?

	Age
	What is your age?

	Gender
	Are you male or female?

	DVD_purchase
	How many American TV show DVDs do you buy on average each year? (note: In general a box set of

	 
	1  season contains 7 DVDs)

	Episode_Downloads
	How many unpaid downloads of American TV show episodes do you have on average each month? 

	Price_1
	The price of American TV show DVDs is too high. 

	Price_2
	American TV show DVDs are reasonably priced.

	Price_3
	Buying American TV show DVDs in store will give me value for money. 

	Quality_1
	I can't see the difference in quality between downloadable American TV show episodes and DVDs

	 
	in store. 

	Quality_2
	How do you rate the quality of downloadable episodes on the internet in general? 

	Quality_3
	The quality of downloadable American TV show episodes is not satisfactory compared to the DVDs.

	Convenience_1
	For me downloading American TV show episodes is easy and quick. 

	Convenience_2
	It's more convenient for me to buy a DVD in a store than downloading the episodes from the

	 
	internet.

	Convenience_3
	Downloading American TV show episodes is time saving for me. 

	Expertise_1
	It's difficult for me to download American TV show episodes.

	Expertise_2
	I know my way around the internet (internet skills). 

	Expertise_3
	I know the best sources/ways to download American TV show episodes. 

	Availability_1
	I want to watch the latest episode broadcasted in America as soon as possible.

	Availability_2
	It irritates me that American TV shows broadcasted in my country are lagging too much behind the 

	 
	broadcast date of America.

	Availability_3
	It takes too much time before the newest episodes broadcasted in America become available for 

	 
	me to purchase on DVD.

	Legal_1
	In my opinion it's illegal to download American TV show episodes. 

	Legal_2
	It’s important for me to support the creators/cast/staff of my favourite shows by buying the DVDs.  

	Legal_3
	Downloading American TV show episodes will cause no financial harm to the creators/cast/staff of 

	 
	those shows. 

	Trial_1
	I often download the first episodes of a TV show to determine whether it's a nice show to continue 

	 
	following or not.

	Trial_2
	I decide by watching trailers or episodes from the internet if a TV show is worth following. 

	Trial_3
	Trailers and other downloadable video content do not have any impact on my decision to follow a

	 
	show. 


Note that the items for Legal & Moral motives are based on findings of Levin et al. (2004) which revealed that downloaders do not believe that downloading causes any financial harm to the various stakeholders of pirated music. 

3.2 Sample and data collection

The relevant population of this research consists of Dutch consumers who are watching American TV shows. An online survey is most appropriate due to the characteristics (cost, speed and reach) of this instrument and the theme of the research. Respondents need to have an internet connection to be able to download TV show episodes as well as filling in this online survey. A sample has been drawn by placing links to the questionnaire on different Dutch community forums (some not directly related to American TV shows) resulting in very diverse observations in terms of download and purchase behavior. The survey was opened from 25 May 2009 until 25 June 2009 and closed with a total of 97 valid respondents. Table 2 shows a general overview of the sample. 

Table 2: Sample

	Sample statistics

	Number of respondents
	97

	Average age
	25,9  years

	Male
	70,1%

	Female
	29,9%

	Average DVD purchases
	10,5 DVDs/year

	Median DVD purchases
	1,5 DVDs/year

	Average Episode downloads
	16,5 episodes/month

	Median Episode downloads
	10 episodes/month


While the average age of the respondents is 25,9 years, 71,1% of the sample is 17-26 years old. The proportion of male respondents is relatively high, even though non gender-specific communities are used, like a DVD forum and a large Dutch general/lifestyle community. 34% of the respondents buy 1 or less DVDs a year, while nearly 30% can be described as ‘heavy buyers’ with more than 7 DVD purchases a year. The download statistics show a different distribution: only 17,5% of the respondents downloads at most 1 episode a month, whereas nearly 50% are ‘heavy downloaders’ with 10 or more episode downloads each month. 

Figure 1: Histogram DVD Purchases
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Figure 2: Histogram Episode Downloads
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In figure 1 and 2 a rough overview of this difference in distribution is shown: while for both consumer behaviours 0-5 purchases/downloads is the largest category, the histogram of Episode Downloads clearly shows more observations in the middle and upper categories.

3.3 Factor analysis and Reliability analysis

Before using a linear regression analysis to test the relationship between the motivations and download/purchase behavior a number of steps need to be taken first: 

1. Checking, cleaning and recoding of the raw data.

2. Exploratory factor analysis to test whether the items are truly measuring the theoretical construct (construct validity).

3. Reliability analysis of survey items by using Cronbach’s alpha (scale reliability).

Using descriptive statistics a small number of missing and incorrect inputs have been identified and replaced with the median value of the specific variables. As mentioned earlier, a number of items are reversed and thus need to be recoded in order to correctly analyze the data with exploratory factor analysis. By mirroring the values of the variables Price_2, Price_3, Quality_3, Convenience_2, Expertise_1, Legal_3 and Trial_3, all items are measuring a construct in the same direction. 

Initial results obtained by doing a principal component factor analysis with varimax rotation and 7 extracted factors showed that the majority of all items are still loading high on the first factor making interpretation of the factors very difficult. By dividing the factor analysis in two groups based on product and consumer related motivations I expected to obtain better understandable results. Again, by doing a principal component analysis with varimax rotation and extraction of 3 factors for the product related motivations (Price, Quality and Availability) I have identified 3 comprehensible factors as shown in table 3. 

Table 3: Factor outputs product related motivations

	 
	Price
	Availability
	Quality

	Price_1
	0,919
	 
	 

	Price_2
	0,907
	 
	 

	Quality_1
	 
	 
	0,854

	Quality_3
	 
	 
	0,773

	Availability_1
	 
	0,830
	 

	Availability_2
	 
	0,776
	 


*Price_3, Quality_2 and Availability_3 are removed from analysis for loadings on multiple factors

The factors Price, Availability and Quality have eigenvalues larger than 1 and explain 73% of the total variance in the items. 

Table 4 shows the final results for the consumer related motivations (Convenience, Expertise, Legal and Trial).  The initial analysis with 4 extracted factors showed that Convenience and Expertise are strongly correlated and form a single factor, therefore the final analysis was done with only 3 extracted factors. 

Table 4: Factor outputs consumer related motivations

	 
	Convenience and Expertise
	Legal
	Trial

	Convenience_1
	0,760
	-0,458
	 

	Convenience_3
	0,641
	-0,520
	 

	Expertise_1
	0,811
	 
	 

	Expertise_2
	0,767
	 
	 

	Expertise_3
	0,854
	 
	 

	Legal_1
	 
	0,814
	 

	Legal_3
	 
	0,717
	 

	Trial_2
	 
	 
	0,821

	Trial_3
	 
	 
	0,853


*Convenience_2, Legal_2 and Trial_1 are removed from analysis for loadings on multiple factors

The factors Convenience & Expertise, Legal and Trial have eigenvalues above 1 and explain 70% of the total variance in the items. The high correlation between Convenience and Expertise is not surprising:  consumers with expertise in downloading TV show episodes will feel that this is a very convenient ‘service’ as for them it’s easy to use, fast and cheap. 

Additionally a reliability analysis of the remaining items for each factor has been conducted to test scale reliability, see table 5 for the results.

Table 5: Reliability Statistics

	Construct
	Cronbach's Alpha

	Price
	0,81

	Quality
	0,51

	Availability
	0,5

	Convenience & Expertise
	0,87

	Legal
	0,54

	Trial
	0,61


Items of the factors Price and Convenience & Expertise show high Cronbach’s Alpha scores, which implies that the used scale is reliable. For example this means that people with the same level of price sensitivity will have very similar item scores. 

On the other hand, relatively low Cronbach’s Alpha scores are found for the items of the factors Quality, Availability, Legal and Trial. Several possible causes for these low scores are identified. First, Cronbach’s Alpha scores are measures of how well certain items are accurate proxies for a unidimensional factor. In case of a multidimensional factor Cronbach’s Alpha scores will usually be low. Arguably the factors Quality and Legal & Moral motives are examples of a multidimensional factor, whereas Price is a good example of a unidimensional factor. Second, Cronbach’s Alpha scores are usually higher when more items are involved. The factors Quality, Availability, Legal and Trial consist of only 2 items, while Convenience & Expertise has 5 related items.  Overall this is not a major problem as factor analysis already showed the validity of the factors with relatively low Cronbach’s Alpha scores. 

3.4 Linear regression model

Before starting the linear regression analysis items are recoded into a single variable for each factor. Linear regression analysis is used to show the effect of the obtained factors and control variables on actual download and purchase behavior. Two linear regression analyses have been conducted to gather data required for hypothesis testing. The first regression consists of the dependent variable Episode Downloads and the independent variables Age, Gender, Price, Quality, ConvenienceExpertise, Availability, Legal and Trial. 

The second regression consists of the dependent variable DVD Purchases and the independent variables Age, Gender, Price, Quality, ConvenienceExpertise, Legal, Trial and Episode Downloads. Additionally the variable Trial*Downloads is included to test the moderating effect of Trial on the relation between download and purchase behaviour.
Results of the regression analysis and hypothesis testing will be discussed in chapter 4.

4. Results

4.1 Analysis

Within the conceptual framework of this research there are two existing dependent variables:  Episode Downloads and DVD Purchases. For each of those dependent variables a linear regression analysis has been conducted using the collected data from the survey.  In this chapter I will discuss the results of the analysis and test the hypotheses formulated at the start of the research. 
Table 6: Regression output download behaviour

	Episode Downloads

	Variables
	B
	t
	Sig.

	(Constant)
	-16,764
	-0,834
	0,406

	Age
	0,409
	1,276
	0,205

	Gender
	2,720
	0,601
	0,549

	Price
	-2,168
	-1,539
	0,127

	Quality
	-0,165
	-0,119
	0,906

	ConvenienceExpertise
	4,068
	2,145
	0,035

	Availability
	3,097
	1,798
	0,076

	Legal
	-1,985
	-1,363
	0,176

	Trial
	-0,152
	-0,100
	0,920


The result of the regression analysis shows that the variables ConvenienceExpertise and Availability are significant at a 90% level of confidence. Furthermore both variables have a positive effect on Episode Downloads. Consumers who prefer a quick/high availability of TV show episodes and have high internet skills (thus rating downloading as a convenience) will in general download more episodes each month than those who score low on those aspects. 

Table 7: Regression output purchase behaviour 

	DVD Purchase

	Variables
	B
	t
	Sig.

	(Constant)
	19,244
	0,927
	0,356

	Age
	0,554
	1,659
	0,101

	Gender
	11,821
	2,492
	0,015

	Price
	-2,816
	-1,920
	0,058

	Quality
	-2,386
	-1,670
	0,098

	ConvenienceExpertise
	-2,306
	-1,145
	0,256

	Availability
	-0,376
	-0,209
	0,835

	Legal
	-0,933
	-0,617
	0,539

	Trial
	2,300
	1,470
	0,145

	Episode_Downloads
	-0,003
	-0,024
	0,981

	Trial*Downloads
	1,314
	0,580
	0,564


For DVD Purchases the following variables are significant on a 90% level of confidence: Gender, Price and Quality. Age has a positive effect on DVD Purchases while the effects of Price (of DVDs) and Quality (of available episode downloads) are negative. A male consumer will purchase more DVDs each year compared to a female consumer. However a person’s price sensitivity and perceived quality of available episode downloads will negatively impact the number of purchases if they think that the price of DVDs is high and the quality of downloads is good enough.  

4.2 Hypothesis testing
H1a: Perceived Price of DVDs will have a negative effect on purchase behaviour

This hypothesis is accepted. Results from analysis show that the perceived price of DVDs has a negative effect of -2,816 DVDs on the number of purchases each year for each additional Perceived Price level. 

H1b: Perceived Price of DVDs will have a positive effect on download behaviour
Based on the results from the regression analysis there is no statistical evidence of an effect of Price on download behaviour. The variable Price was not significant at a 90% level of confidence. 

H2a: Perceived Quality of unpaid downloadable episodes will have a negative effect on purchase behaviour.

The variable Quality is significant and has a negative effect of -2,386 DVDs on the number of DVD purchases for each additional level of perceived quality of downloads. Thus this hypothesis is accepted. 

H2b: Perceived Quality of unpaid downloadable episodes will have a positive effect on download behaviour.

For the number of episode downloads the variable Quality shows no significant effects. 

H3 & H4: Convenience and Expertise

Due to the findings of the factor analysis it’s not possible to test the effects of Convenience and Expertise on purchase and download behaviour separately. The regression analyses are conducted with a single variable combining both constructs. Results show that while it has no significant effect on DVD purchases the effect of this variable on Episode Downloads is positive and significant. The effect is +4,068 episodes on the number of episode downloads each month for each additional level of ConvenienceExpertise. 
H5: Availability of TV show episodes will have a positive effect on download behavior      The outcome of the analysis indicates that the Availability of TV show episodes has a significant and positive effect of 3,097 episodes on the number of monthly TV show downloads for each additional Availability level. Therefore the hypothesis is accepted. 
H6: Legal and Moral Motives 

Both hypotheses are rejected as analysis results show no statistical evidence for an effect of Legal and Moral Motives on download and purchase behaviour. 

H7: Preference for trial 
Again, as there is no statistical evidence for an effect of Trial on download or purchase behaviour both hypotheses are rejected. 

H8a: Download behaviour has a negative effect on purchase behaviour

Based on the results of the analysis I find no significant effect for the number of episode downloads on purchase behavior. Therefore this hypothesis is rejected. 

H8b: Preference for trial will mitigate the negative effect of download behaviour on purchase behaviour

As the variable Trial*Downloads is not significant, there is no statistical evidence for the existence of a moderating effect of trial on the relationship between download and purchase behavior. Consequently this hypothesis is also rejected. 

5. Conclusions

5.1 Discussion of results

The findings of my research reveal that Dutch viewers of American TV shows have different motivations for their download and purchase behaviour. While the perceived price of DVDs has a significant and negative effect on purchase behaviour it is not a significant motivation for consumers’ download behaviour. Other significant factors for purchase behaviour are Gender and the perceived Quality of downloadable TV show episodes. In case of Gender I have found that male consumers have considerably higher DVD purchases than females. A possible explanation could be that male consumers are following a larger number of different shows (due to having more access/information) thus having more options to consider a purchase.  Lastly, consumers who are not satisfied with the offered quality of downloadable TV show episodes are more motivated to purchase DVDs. Both factors are not significant for consumers’ download behaviour. 

The results concerning Convenience are in line with the findings for the music industry (Laycock 2004; Welsh et al 2003): Convenience of downloading is an important motivation for consumers’ download behaviour of American TV shows. Whereas time saving and having access to a large library is more relevant for music, watching a TV show episode on demand should be the largest benefit in this case. An important finding of this research is the effect of Availability on download behaviour. Consumers who believe that new TV show episodes are not quickly available for them to watch (either by DVD or local TV channels) are more motivated to download those episodes to be able to have access to them earlier. Downloads are often available the day after broadcast in the USA.  

Additionally, findings of my research revealed that Legal & Moral motives do not show any significant effect on both download and purchase behaviour. A possible explanation could be that downloading TV shows for personal use is not illegal in the Netherlands and the fact that  a majority of American TV show (episodes) are not available for purchase in this country (therefore not harming anyone). Both are sufficient reasons for consumers to believe that in terms of Legal & Moral aspects they are not wrong. These results are in line with results of studies for the music industry (Levin, Dato-on, Rhee 2004; Lysonski and Durvasula 2008). However while some music industry studies show the potential of downloading as a sampling instrument I have not found any evidence in support of this for the television industry. The variable Trial did not show a positive effect for either download or purchase behavior. 

Moreover as studies show mixed findings regarding the effect of music downloads on album purchases I have found no significant effect between download and purchase behavior for the television industry. The results appear to be more in line with findings of Oberholzer-Gee and Strumpf (2005) than studies that find a negative effect of downloading on purchase behaviour (Hennig-Thurau et al. 2007; Bhattacharjee et al. 2007). Possibly these ‘markets’ are satisfying different needs as consumers show dissimilar motivations for their download and purchase behaviour. 

5.2 Implications 

An interesting finding for the American television industry might be that consumers’ quality perception of downloadable TV episodes varies greatly and as a result they purchase more DVDs when they have a low quality perception of the downloadable content (in relation to the quality of DVDs). Improving the perceived quality of paid content on disk, for example by releasing every TV show on the High-Definition Blu-ray disk format and focussing on quality in marketing communication efforts could increase overall sales. Alternatively the results of this study indicate a difference in purchase behaviour between male and female consumers with the former having a significantly higher number of DVD purchases. It may be wise to investigate this matter to find the underlying reasons and try to reduce this difference.  

Finally, results of this study suggest the existence of an alternative market for American TV show sales. While DVD buyers are concerned about the offered quality of the product downloaders appreciate the benefits of convenience and an immediate access to new episodes. The television industry has yet to offer a broad range of products to satisfy the needs of all consumers. Last year, Apple iTunes Store has started to offer American TV show episodes the day after an episode originally aired on TV for very reasonable prices ($1,99 per episode). Though this service is available for US consumers many foreign countries, The Netherlands are no exception, are excluded from this service.  Although it might lead to cannibalization of TV contracts with foreign TV stations the television industry need to rethink their business model. While US TV content has become increasingly globally appealing like the music industry the needs of some potential customers can only be satisfied by piracy. 

Recently, EU commissioner Viviane Reding stated her serious concerns regarding the younger generation (16-24 years old) involved with internet piracy: “If we do not, very quickly, make it easier and more consumer-friendly to access digital content, we could lose a whole generation as supporters of artistic creation and legal use of digital services. Economically, socially, and culturally, this would be a tragedy.” This also supports my view of a general lack of convenient and legal access to new American TV shows. If the television industry doesn’t start to experiment with new business models soon a whole generation of potential customers could be lost. 

5.3 Limitations and further research

As this is an exploratory research of possible motivations for consumers’ download and purchase behaviour there are several limitations. Due to limited resources data of only 97 Dutch respondents could be gathered. This has several implications for the interpretation and generalization of the results of this study. The Netherlands is a special case because of the fact that downloading music and movie content is not illegal contrary to the majority of other European countries. Were this study to be held in a country like France, where the controversial 3-strikes-out law has been imposed, legal motives would most likely become a significant motivation for download or purchase behaviour. Furthermore the motivations found for Dutch consumers’ behaviour might be different for US consumers as they have the option of watching episodes of all existing and new TV shows broadcasted by local TV stations AND the possibility to purchase episodes from the Apple iTunes Store. The quick availability of new episodes which was found to be a significant motivation for download behaviour in my study would be a non-issue in this case. Other motivations like the ability to watch episodes on demand could be more relevant for their download behaviour. 

Therefore conducting a similar study for US consumers to obtain insights in possibly different motivations for download and purchase behaviour is an interesting topic for future research. Likewise, it might be interesting for the EU to analyse the effects of the introduction of TV show episodes in the Apple iTunes Store on US consumers’ download and purchase behaviour in order to gather empirical support for upcoming measures to enforce convenient and legal access to digital content (in this case American TV shows) in the EU.  

Appendix 1.  Survey 
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