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ABSTRACT 
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of a medium theory, Generation Y, South Africa, perceived value, intention to adopt  

Within the last decade, individuals have started enjoying the benefits of streaming services which 

offer individuals unlimited entertainment options. The global entertainment and media industry 

has been transformed by digitisation, as indicated by the significant growth of video streaming 

services, such as Netflix and Amazon Prime, that had a projected revenue of US$51,617 million 

for 2020 with 882 million users worldwide. Furthermore, music streaming services such as Spotify 

and Apple Music had a projected revenue of US$16,395 million for 2020 and 595.8 million global 

users. 

Streaming services are one of the fastest-growing media markets in South Africa. The estimated 

revenue for video streaming in 2020 was US$107million, with 5 million users and the estimated 

revenue for music streaming in 2020 was US$37million, with 3.4 million users; hence, the 

traditional broadcasting model is being disrupted. This growth may also, in part, be attributed to 

the rapid penetration and decreasing prices of smartphones in the country. Smartphones 

contribute to the thriving popularity of social media platforms and other digital mediums that 

service providers use for marketing and branding purposes. Smartphones also serve as platform 

for accessing streaming services. Furthermore, the efforts of telecommunication companies to 

grant an increasing number of consumers’ access to the internet as well as the recent lower data 

bundle costs, have contributed to the preparation of the South African market for streaming 

services. For this reason and others, including affordability and repetitive entertainment 

schedules, numerous South Africans are cancelling their DStv subscriptions in favour of 

subscribing to streaming services.  

Concerning market segments, Generation Y (individuals born between 1986 and 2005) is fast 

manifesting as one of the most significant generations to date globally in terms of size and 

potential disposable income.  In 2020, Generation Y included individuals aged between 15 to 34 

years, with the adult portion of this generation comprising 18 to 34 year olds. Generation Y also 

represents a significant portion of the South African population. According to Statistics South 

Africa, approximately 35 percent of the population in South Africa was categorised as Generation 

Y in 2020. These individuals are accustomed to being technology enthusiasts since they are the 

first generation to be connected worldwide through the internet and social media. As such, 

Generational Y individuals are technologically advanced, entertainment driven and are known for 
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shopping online (Pollak, 2014). Moreover, this generation is accustomed to get what they want, 

when and where they want it. A number of studies indicate that members of Generation Y are 

gravitating toward streaming services due to the affordability and convenience of such services, 

as well as the variety of content available on streaming platforms. It is estimated that they make 

up 25.3 percent of the demographic that uses streaming services, which indicates that this is a 

growing and important market for marketers of streaming services. Therefore, Generation Y 

individuals are considered to be a salient target market for streaming services. As such, this study 

focuses on adult members of the Generation Y segment.  

The primary purpose of this study was to determine the factors that influence adult Generation Y 

consumers’ perceived value of and intention to adopt streaming services. The study utilised 

dimensions from three well-known theories, namely the technology acceptance model, the 

innovation diffusion theory and the perceived value of a medium model. Based on these theories, 

path analysis was conducted to determine the influence of trialability, risk avoidance, perceived 

usefulness, informativeness and enjoyment on Generation Y consumers’ perceived value of and, 

consequently, adoption intentions towards streaming services in the South African market. 

A structured self-administered online questionnaire was distributed by employing the snowball 

sampling method through social media platforms, namely WhatsApp and Facebook. Initially, 20 

respondents were asked to complete the questionnaire and, after doing so, to share the Google 

Form link of the questionnaire with other individuals within the age group of 18 and 34 years old. 

A total of 369 Generation Y consumers took part in this study. 

The findings of the study indicate that trialability and perceived usability of streaming services 

have a direct positive influence on Generation Y consumers’ intention to adopt streaming 

services. Perceived informativeness, perceived enjoyment and risk avoidance were found to have 

a positive influence on Generation Y consumers’ intention to adopt streaming services through 

their influence of the perceived value of those services, which, in turn had a direct positive 

influence on their intention to adopt streaming services.  

Managers of streaming services need to take cognisance of these findings. This study 

recommends that when targeting Generation Y consumers in South Africa streaming service 

providers should constantly develop their user interfaces to enhance consumers’ content 

discovery and look at the possibility of offering the consumers interactive content. Furthermore, 

they should focus on delivering a consistent experience in order for Generation Y consumers to 

feel that the services are informative, useful and enjoyable. A key factor to encouraging more 

Generation Y consumers to adopt streaming services in South Africa is to deliver on the value 
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proposition, which means constantly innovating, both on content and on the user interface. 

Another salient result of this study was that it established how important a free trial period is to 

encouraging behavioural intentions towards streaming services amongst this target market. 

Therefore, it is recommended that streaming service providers consider lengthening their free trial 

period from the conventional three months to six months. This offer of a free trial period should 

also feature prominently in marketing communication messages promoting streaming services. 

As streaming services are relatively new in the entertainment industry and taking into 

consideration that research predicting the factors that influence streaming service adoption is still 

lacking both internationally and in South Africa, the findings of this study offer theoretical and 

practical contributions. The empirically tested model developed in this study, which is based on 

the technology acceptance model, the innovation diffusion theory and the perceived value of a 

medium theory, adds to the literature on consumer behaviour, new media platform adoption and 

profiling Generation Y consumers. In addition, this model can be used as it is or be extended for 

use in future studies amongst other segments of consumers in South Africa and internationally. 

Moreover, this study condenses several ideas regarding consumer behaviour, e-marketing, 

streaming services, and Generation Y consumers, which will help other academics to streamline 

their own research by utilising this study’s findings. Furthermore, the findings of this study will 

enable marketers of streaming service providers to tailor their marketing strategies to target the 

South African Generation Y segments more effectively. 
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Chapter 1: Introduction and background to the study 1 

CHAPTER 1 
INTRODUCTION AND BACKGROUND TO THE STUDY 

1.1 INTRODUCTION 

Within the last decade, individuals have started enjoying the benefits of streaming services, which 

offer individuals unlimited entertainment options (Ismail, 2017; Ingram, 2015; Hyde, 2015). The 

global entertainment and media industry has been transformed by digitisation, as indicated by the 

significant growth of video streaming services, such as Netflix and Amazon Prime, that had a 

projected revenue of US$51,617 million for 2020 with 882 million users worldwide (Statista, 

2020a; Vollmer, 2018). Furthermore, music streaming services such as Spotify and Apple Music, 

had a projected revenue of US$16,395 million for 2020 and 595.8 million global users (Statista, 

2020b). 

The term streaming service, also known as on-demand streaming services, refers to a service 

where the subscriber requests media in the form of audio or video and the streaming server 

delivers the requested media in real-time in the form of streaming technology (Vilas et al., 2005). 

The streaming server delivers the requested content to the subscriber by sending a data stream 

over the internet to a single receiver, such as a user’s personal computer (PC) (Follansbee, 

2004:137). Mooney (2016:6) states that there is no need for consumers to gather around the 

television on a time to watch their preferred television shows or to purchase a CD to listen to their 

favourite music anymore. Streaming services have changed the way consumers watch videos 

and listen to music in that entertainment can be provided anywhere, anytime by means of smart 

televisions, computers, laptops, smartphones and tablets (Mooney, 2016:6; Infonetics, 2011). 

Since the target audience for this study is South African, the study only focuses on streaming 

services that are available in South Africa, such as Netflix, ShowMax, Spotify and Apple Music.  

Streaming services are one of the fastest-growing media markets in South Africa. The estimated 

revenue for video streaming in 2020 was US$107million, with 5 million users; and the estimated 

revenue for music streaming in 2020 was US$37million, with 3.4 million users; hence, the 

traditional broadcasting model was being disrupted (Statista, 2020c; Statista, 2020d; Cornwell, 

2018). This growth may be connected to the rapid penetration and decreasing prices of 

smartphones in the country. Smartphones contribute to the thriving popularity of social media 

platforms and other digital mediums that service providers use for marketing and branding 

purposes. Smartphones also serve as platform for accessing streaming services. Furthermore, 

the efforts of telecommunication companies to grant as many people as possible access to the 

internet as well as the recent lower data bundle costs, have contributed to the preparation of the 
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South African market for streaming services (TechCentral, 2020; Holst, 2019; Motsai, 2018). For 

this reason and others, such as affordability and repetitive entertainment schedules, numerous 

South Africans are cancelling their DStv subscriptions in favour of subscribing to a streaming 

service (ITNews Africa, 2018). According to a survey by TransUnion (2020), members of the youth 

generation, currently labelled Generation Y, are gravitating towards streaming services due to the 

affordability and convenience of such services, and the variety of content available on streaming 

platforms.  

Therefore, this study focuses on Generation Y, a generation comprising individuals born between 

1986 and 2005 (Markert, 2004:21), with the adult portion of this generation including individuals 

aged 18 to 34 years in 2020. Globally, this generation is manifesting as the largest generation to 

date and, due to them also being the most educated generation in history, their potential 

disposable income is predicted to surpass that of previous generations (Cheng, 2019). In terms 

of size, this is also the case in South Africa, where approximately 35 percent of the population in 

South Africa is categorised as Generation Y (Stats SA, 2019). Generation Y individuals are 

accustomed to being technological enthusiasts since they are the first generation to be connected 

worldwide through the internet and social media (Pollak, 2014; Espinoza et al., 2010). As a result, 

Generational Y individuals are viewed as being technologically advanced, entertainment driven 

and are known to shop online (Pollak, 2014).  

Furthermore, this generation is used to getting what they want, when and where they want it 

(Payani, 2021; Pollak, 2014). Technology offers these individuals an unlimited quantity of 

information and entertainment. Shilts (2017) suggests that Generation Y individuals are 

considered to be a salient target market for streaming services, as these services provide them 

with the option to choose what they want to watch and listen to at any given time. It is estimated 

that they make up 25.3 percent of the demographic that uses streaming services, which indicates 

that this is a growing and important market for marketers of streaming services (Statista, 2020c). 

However, for a brand to appeal to Generation Y individuals it needs to provide timely and relevant 

information about its products and service offerings through different spectrums (Fallon, 2016). 

In today’s intensely competitive climate, one of the tactics streaming services should adopt in 

order to ensure they have competitive advantage is the differentiation technique (Yu et al., 2017). 

The objective of the differentiation technique is to offer a unique service that consumers will 

perceive as valuable. Value is created by the consumers’ assessment of the experience offered. 

Perceived value is described as the overall assessment by consumers of the usefulness of a 

service, which is based on their expectations of what is offered and received (Aksoy & Basaran, 

2017:2). Joaquim (2016) describes perceived value as the overall benefits and sacrifices that the 



 

Chapter 1: Introduction and background to the study 3 

consumer considers in subscribing to a streaming service. In order for consumers to understand 

the value and benefits of a service, they evaluate the service offerings; if they perceive the service 

as valuable, they are more likely to adopt that service (Aksoy & Basaran, 2017:2; Mutahar et al., 

2016:885). According to Schewe and Noble (2000), Generation Y consumers are more value-

oriented than most and are willing to go to significant lengths to find a product or service that 

offers the best overall value in the market. However, Generation Y consumers are also known for 

their lack of brand loyalty (Mhlongo & Mason, 2020:2). Therefore, it is important for streaming 

services to deliver an offering that is capable of delivering thrilling consumer experiences that will 

provide satisfying experiential memories in the consumers’ mind on a continuous basis (Amoroso 

et al., 2021). 

For the purpose of this study, a combination of consumer behaviour theoretical models served as 

the theoretical framework of the study, including the technology acceptance model (Davis, 

1986:24), the innovation diffusion theory (Rogers, 1995) and the perceived value of a medium 

theory (Ducoffe, 1996:29). The technology acceptance model was included since it is a useful 

theory for understanding individuals’ adoption of technology systems (Davis, 1986:24). According 

to the technology acceptance model, the perceived usefulness and ease of use of a system 

influences people’s attitude towards using a system (Davis, 1989). In this study, attitude is 

represented by the perceived value of streaming services. In view of this study’s technology 

acceptance model, perceived usefulness is considered a salient factor that influences the 

perceived value of and intention to adopt streaming services. This is because perceived value is 

determined by the usefulness of a service. In this study, perceived ease of use of streaming 

services was excluded given that Generation Y individuals are tech-savvy and because streaming 

services are intrinsically user-friendly (Vogels, 2019; Khechine & Augier, 2019). In light of this 

study’s focus on intention to adopt streaming services, the study included dimensions from the 

innovation diffusion theory (Rogers, 1995). These dimensions included trialability, complexity, 

operationalised as risk avoidance, and intention to adopt an innovation. Trialability refers to the 

use of a new good on a limited basis without the need to commit and is viewed as an essential 

requirement in the diffusion of innovations (Schiffman et al., 2010:454).  More so than previous 

generations, Generation Y individuals are known to like to have the opportunity to ‘test-drive’ 

goods prior to purchase (Lachman & Brett, 2013). Therefore, it is important for streaming service 

providers to offer trail periods. Generation Y consumers can use the trail period to evaluate the 

service offering, as the trail period provides the consumer the opportunity to experience the true 

proof of the concept (Kopp, 2021). Some streaming services, such as Netflix, ShowMax, Amazon 

Prime Video, Spotify, Deezer and Apple Music, offer trial periods. Trialability of a service is 

positively associated and a significant predictor of consumers’ likelihood to adopt (Mutahar et al., 
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2016:885; Hayes et al., 2015). The dimension of complexity refers to the avoidance of risk, 

particularly as it relates to technological innovations (Schiffman et al., 2010:454). It is a commonly 

accepted theory in the marketing realm that consumers’ perceived value is influenced by their 

desire to avoid risks (Bauer, 1960). In terms of this study, the adoption of streaming services 

helps avoid common risks associated with pirating content, such as viruses, social disapproval 

and criminal penalties (Sinclair & Green, 2015). Given that streaming services are essentially a 

relatively new medium (Vollmer, 2018), this study included three dimensions from the Ducoffe 

(1996:29) model of the perceived value of a medium, namely perceived value, which was used 

to operationalise the attitude construct of the technology acceptance model, perceived enjoyment 

and perceived informativeness. Perceived enjoyment is the degree to which an individual 

perceives the activity of streaming music or videos to be enjoyable in its own right, apart from the 

expected performance outcome (Pal & Triyason, 2017:4; Davis et al., 1992). It is also considered 

as the core of media entertainment experience, which can be initiated in various ways depending 

on a user’s willingness to engage (Coursaris et al., 2010; Vorderer et al., 2004). Informativeness 

refers to the potential of the service to provide relevant and useful information to the consumer 

and is, in this study, the last factor considered to influence a consumer’s perception of whether or 

not streaming services are valuable (Oh & Xu, 2003). 

As such, this study is grounded in the theoretical framework of the perceived usefulness and 

attitude dimensions of the technology acceptance model, the trialability, complexity and intention 

to adopt an innovation dimensions of the innovation diffusion theory, and the perceived enjoyment 

and informativeness dimensions of the perceived value of a medium model. 

1.2 PROBLEM STATEMENT 

Over the last few years, online entertainment consumption has advanced tremendously (Savar, 

2017; Deloitte, 2015). The convenience of entertainment content being available online offers 

users a personalised experience with the media they want, when they want it, without being 

constrained by the traditional model of scheduled programming which resorted to a limited variety 

of shows with constant repetition (Jain, 2020; Fripp, 2017; The Citizen, 2017). However, users’ 

expectations of a high quality experience are increasing as they move away from traditional media 

towards streaming services (Deloitte, 2015).  

Many South African consumers are starting to change their traditional media habits to online 

streaming services (Mzekandaba, 2016). Given that video streaming services are priced lower 

than DStv’s premium subscription packages, they are more attractive options for consumers 

(Birjalal, 2019). For the sake of comparison, DStv premium’s price is R829 per month and gives 
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the consumer access to all the available DStv channels; whereas a streaming service such as 

Netflix premium has a subscription fee of R199 and offers consumers access to an unlimited 

number of films, documentaries and television programmes from their catalogue and on four 

different devices, if required (BusinessTech, 2021a; DStv, 2020b; Netflix, 2020). However, Netflix 

requires an internet connection and data in order for the consumer to use the service. The 

minimum connection speed required is 0.5 Megabits per second (Mbps); however, for a good 

quality streaming experience, the recommended connection speed is 1.5 Mbps. Furthermore, the 

estimated data consumption to use Netflix for an hour is approximately 700 Megabytes (MB) 

(Fernandez, 2020), which is an important consideration in comparing the prices with cable 

television or services such as DStv. 

There is a continuous shift in the viewing behaviour of Generation Y consumers as there is a 

variety of exclusive content available across numerous platforms and on multiple devices 

(Morgenrood, 2019). This encourages the video-streaming service market to be more customer-

driven in an attempt to stay up to date with the increasing need for personalised, original and 

convenient content (Morgan, 2019). As such, streaming service providers are pushed to deliver 

exclusive content at more competitive prices (Malinga, 2019). 

Additionally, consumers shifted from ownership towards access in terms of music (Campbell, 

2020). That is, instead of purchasing or downloading an album of their favourite band, they prefer 

to stream the album. Music streaming is the more preferred option as it not only grants the 

consumer access to a specific album, but to an entire library of music consisting of 50 million 

tracks (Campbell, 2020). The consumer can gain access to this music library by means of 

subscribing to a music streaming service such as Spotify, for a monthly fee of R59.99 (Spotify, 

2020). However, the consumer also needs data or an internet connection for the music streaming 

service to work. The estimated data consumption to use Spotify on the default quality setting will 

be approximately 2 MB for a 3-minute song, which amounts to approximately 40 MB per hour 

(Schofield, 2020). Streaming places the power back into the consumers’ hands by enabling 

consumers to dictate their own playlist, discover and rediscover artists, explore different genres 

and listen to their music collection anywhere, anytime and across several platforms (Maninjwa, 

2019; Morgenrood, 2019). The music streaming market is invested in exclusivity such as offering 

premium subscribers access to unique content like concerts and podcasts or pre-release new 

music (Statista, 2020e). 

Various international studies have focused on users' purchase intentions towards streaming 

services. Camilleri and Falzon (2019) found that perceived usefulness and ease of use were 

significant predictors of consumers’ intentions to use streaming services, and that individuals use 

https://www.androidauthority.com/author/nickfernandez/


 

Chapter 1: Introduction and background to the study 6 

streaming services to meet their information and entertainment needs. Helkkula (2016) found 

perceived value to be a significant predictor of behavioural intention to adopt streaming services. 

This was echoed in the findings of the Fernandes and Gurra’s (2019) study, which found that 

perceived value and perceived fee were significant predictors of a user’s purchase intention 

towards streaming services. Lee et al. (2018) found that consumers’ age plays an important role 

when it comes to adoption of different types of media, and that younger consumers are more 

likely to adopt/subscribe to online streaming services. In relation to the South African market, Van 

der Merwe (2018) found that Generation Y students in South Africa exhibit a positive attitude 

towards streaming services. Therefore, while several studies have been undertaken 

internationally to understand consumers’ attitude towards and intention to use streaming services, 

studies on the topic are limited in the South African context, particularly studies that focus 

specifically on the Generation Y market segment. Given the significant size and growing 

disposable income of the Generation Y segment, together with their natural proclivity towards 

digitally-based platforms, these consumers present as a potentially lucrative target market for 

streaming services. The strategic success of streaming services, both internationally and in South 

Africa, necessitates an in-depth understanding of the factors that influence consumers’ intention 

to adopt this relatively new technology-based medium, particularly the streaming service adoption 

intentions of Generation Y consumers.  

1.3 RESEARCH AIM AND OBJECTIVES 

The following section indicates the primary, theoretical and empirical objectives, together with the 

hypotheses formulated for this study. 

1.3.1 Primary objective 

The primary purpose of this study was to determine the factors that influence adult Generation Y 

consumers’ perceived value of and intentions to adopt streaming services in the South African 

market. 

In order to achieve the primary objective, the following theoretical and empirical objectives are 

formulated for the study.  

1.3.2 Theoretical objectives 

 Conduct a literature review regarding the origin, history, development and current 

landscape of streaming services globally, as well as in the South African context. 

 Conduct a literature review on consumer behaviour characteristics of Generation Y. 
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 Review the literature on service marketing. 

 Conduct a literature review on the consumer decision-making process, including the factors 

that influence that process. 

 Review the literature on the methods used for marketing streaming services, with specific 

reference to the e-marketing mix model. 

 Conduct a review of the literature on the three theories that serve as the foundation of this 

study, namely the technology acceptance model, the innovation diffusion theory and the 

perceived value of a medium theory. 

 Propose a model of factors that contribute to Generation Y consumers’ perceived value of 

streaming services and the influence thereof on their intention to adopt streaming services. 

1.3.3 Empirical objectives 

 Determine Generation Y consumers’ perceived value and intention to adopt streaming 

services in South Africa, together with the extent to which they perceive such services to be 

informative, enjoyable, useful, as a way of avoiding the risks associated with pirating and 

the importance they attach to a free trial period.   

 Determine whether Generation Y consumers’ intention to adopt streaming services in the 

South African context is a seven-factor model comprising intention to adopt, perceived 

value, trialability, risk avoidance, perceived informativeness, perceived enjoyment and 

perceived usefulness.  

 Empirically test a structural model that theorises that Generation Y consumers’ intention to 

adopt streaming services in South Africa is influenced by their perceived value of and the 

trial period offered by such services, and that their perceived value, in turn, is influenced by 

their desire to avoid risk and their perceived informativeness, enjoyment and usefulness of 

such services.  

1.3.4 Hypotheses 

Based on the literature reviewed in Chapter 3 and in accordance with the empirical objectives of 

this study, the following seven hypotheses were formulated: 

H01:  Generation Y consumers’ perceived value of and intention to adopt streaming services is 

not a seven-factor structure comprising informativeness, perceived usefulness, perceived 

value, perceived enjoyment, trialability, risk avoidance and intention to adopt streaming 

services.  
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Ha1:  Generation Y consumers’ perceived value of and intention to adopt streaming services is 

a seven-factor structure comprising informativeness, perceived usefulness, perceived 

value, perceived enjoyment, trialability, risk avoidance and intention to adopt streaming 

services. 

H02:  Perceived informativeness does not have an indirect positive influence on Generation Y 

consumers’ intention to adopt streaming service via its influence on their perceived value 

of such services.   

Ha2:  Perceived informativeness has an indirect positive influence on Generation Y consumers’ 

intention to adopt streaming service via its influence on their perceived value of such 

services.  

H03:  Perceived enjoyment does not have an indirect positive influence on Generation Y 

consumers’ intention to adopt streaming service via its influence on their perceived value 

of such services.   

Ha3:  Perceived enjoyment has an indirect positive influence on Generation Y consumers’ 

intention to adopt streaming service via its influence on their perceived value of such 

services.  

H04:  Risk avoidance does not have an indirect positive influence on Generation Y consumers’ 

intention to adopt streaming service via its influence on their perceived value of such 

services.   

Ha4:  Risk avoidance has an indirect positive influence on Generation Y consumers’ intention to 

adopt streaming service via its influence on their perceived value of such services.  

H05:  Perceived usefulness does not have an indirect positive influence on Generation Y 

consumers’ intention to adopt streaming service via its influence on their perceived value 

of such services.   

Ha5:  Perceived usefulness has an indirect positive influence on Generation Y consumers’ 

intention to adopt streaming service via its influence on their perceived value of such 

services.  

H06:  Trialability does not have a direct positive influence on Generation Y consumers’ intention 

to adopt streaming service.   
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Ha6:  Trialability has a direct positive influence on Generation Y consumers’ intention to adopt 

streaming service. 

H07:  Generation Y consumers’ perceived value of streaming services does not have a 

significant and direct positive influence on their intention to adopt those services.  

Ha7:  Generation Y consumers’ perceived value of streaming services has a significant and 

direct positive influence on their intention to adopt those services. 

1.4 RESEARCH METHODOLOGY 

The study consisted of a literature review and an empirical study. For this study, a quantitative 

research approach was taken with a descriptive research design. The survey questionnaire 

method was employed for the empirical portion of the study. 

1.4.1 Literature review 

South African and international literature were used to support the empirical part of this study. 

Several secondary data sources were used, which included relevant textbooks, journal articles, 

newspaper articles and articles on the internet. 

1.4.2 Empirical study 

The empirical portion of this study comprises the following methodology dimensions. 

1.4.2.1 Target population 

The target population relevant for this study is South African male and female individuals, aged 

between 18 and 34 years who form part of the adult Generation Y consumers segment. The target 

population is defined as follows: 

 Element: Male and females (aged between 18 and 34 years in 2020)  

 Sampling Unit: Social media platforms  

 Extent: South Africa  

 Period: May 2020 to August 2020  

1.4.2.2 Sampling technique 

A single cross-sectional non-probability snowball sampling technique was used to recruit 

Generation Y individuals between the ages of 18 and 34 to be respondents for this study. A link 
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to the Google Forms questionnaire was sent via WhatsApp to 20 of the researcher’s 

acquaintances (aged between 18 and 34 years). After completing the questionnaire, these 

respondents were requested to forward the link to their list of contacts on their personal Facebook 

platforms in order to recruit participants to complete the questionnaire. Any completed 

questionnaires returned by individuals who fell outside of the specified target population in terms 

of age or country of origin were discarded. The demographic questions concerning the province 

of origin, first language, gender and age in the questionnaire assisted in determining the extent 

to which the sample was deemed to be representative of the target population. 

1.4.2.3 Sampling size 

The sample size selected for this study was 400 adult Generation Y individuals. In accordance 

with previous studies of a similar nature done by Pal and Triyason (2017:6) (sample size: 349), 

and Ho and Yang (2015:8) (sample size: 347), a sample size of 400 respondents was deemed 

sufficient. According to Hair et al. (2012:662), the minimum sample size required to conduct 

structural equation modelling with seven or less constructs is 300. Therefore, a sample of 400 

respondents was considered sufficient for the purpose of this study.  

1.4.2.4 Measuring instrument and data collection technique 

This study made use of a structured, self-administered online questionnaire (using Google Forms) 

to gather the required data. The questionnaire adapted existing scales used in previously 

published research. The questionnaire comprised four sections. Section A was used to gather the 

respondents’ demographic data to test the representativeness of the sample. Section B was 

utilised to gather data regarding the respondents’ streaming services usage. Section C 

determined the respondents’ preferences towards streaming services as well as devices used for 

streaming purposes. Section D consists of the following factors, namely perceived usefulness 

(Guerra, 2015), intention to adopt (Nysveen, 2005; Shin, 2008), trialability (Chong et al., 2012), 

perceived value (Kim et al., 2007), perceived enjoyment (Nysveen, 2005), risk avoidance 

(adapted form of the perceived risk scale by Kunze and Mai, 2007) and perceived informativeness 

(Ducoffe, 1996). Scaled responses were measured using a six-point Likert scale ranging from 

strongly disagree (1) to strongly agree (6). The survey was accompanied by a cover letter 

explaining the nature of the study, providing contact details of the researcher and providing an 

assurance of the confidentiality of the respondents’ information.  

After the questionnaire and proposal were approved by the EMS-REC committee, a link to the 

questionnaire was distributed to 20 initial respondents via WhatsApp. The initial respondents were 

asked to complete the questionnaire and then to share the link with other individuals (aged 
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between 18 and 34) via their Facebook profiles. This is known as the snowball sampling method. 

Participation in the study was strictly voluntary and no personal information was gathered. 

1.5 STATISTICAL ANALYSIS 

The captured data was analysed using the Statistical Package for Social Sciences (SPSS) and 

Analysis of Moment Structures (AMOS) Version 26.0 for Windows. The following statistical 

methods were used on the empirical data sets: 

 Exploratory factor analysis  

 Descriptive analysis  

 Reliability and validity analysis 

 Structural equation modelling  

1.6 ETHICAL CONSIDERATION 

The research proposal and the questionnaire were submitted to the North-West University Faculty 

of Economics and Management Science’s Research Ethics Committee (EMS-REC) for ethical 

clearance which, once approved, was granted the following ethics clearance number: NWU-

00570-20-A4. The questionnaire included a cover letter that aimed to explain the purpose of the 

study and to inform respondents that participation is voluntary and their information will remain 

confidential. In addition, the cover letter explained precisely what the demographic information 

was used for and included an informed-consent statement. The anonymity of the respondents 

was guaranteed as the data was only reported in aggregate. 

1.7 CONTRIBUTION OF STUDY 

This study contributes to an evolving market where there is extensive competition. As South Africa 

is a growing economy, where internet penetration is on the increase (Motsai, 2018), as is 

streaming service adoption (ITNewsAfrica, 2018), it is important for streaming service providers 

to gain a deeper understanding of what consumers want, beyond simply a service offering. Given 

the significant size and growing disposable income of the Generation Y segment (Fry, 2020; 

Elkins, 2019), together with their natural disposition towards digital platforms (Kane, 2019), this 

segment presents as an important current and future target market for streaming service 

providers. That being said, successfully targeting Generation Y consumers in South Africa 

requires an in-depth understanding of the factors that influence their attitude and adoption 

intentions towards streaming services.    
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As streaming services are a relatively new medium in the entertainment industry and taking into 

consideration that research predicting the factors that influence streaming service adoption is still 

lacking both internationally and in South Africa, the findings of this study offer theoretical and 

practical contributions. The empirically tested model developed in this study, which is based on 

the technology acceptance model, the innovation diffusion theory and the perceived value of a 

medium theory, adds to the literature on consumer behaviour, new media platform adoption and 

profiling Generation Y consumers. In addition, this model can be used as it is or be extended for 

use in future studies amongst other segments of consumers in South Africa and internationally. 

Moreover, this study condenses several ideas regarding consumer behaviour, e-marketing, 

streaming services, and Generation Y consumers, which will help other academics to streamline 

their own research by utilising this study’s findings. Furthermore, the findings of this study will 

enable marketers of streaming service providers to tailor their marketing strategies to target the 

South African Generation Y segments more effectively. 

1.8 CHAPTER CLASSIFICATION 

This study comprises six chapters. 

Chapter 1: Introduction and background to the study  

In this chapter, the broad scope of the study is outlined and the background to the study is 

provided. The problem statement, research objectives, and the methodology used are discussed. 

Chapter 2: Streaming services and marketing  

Chapter 2 comprises a detailed literature review on streaming services. The main aim of this 

chapter is to introduce the topic of streaming services, that is, its definition, history and 

development. The current landscape of streaming services in South Africa will be examined, as 

well as the marketing practices of streaming services. This chapter also focuses on Generation 

Y’s characteristics in relation to their attitudes towards the acceptance of technology and the 

method of marketing to them. The chapter concludes with a discussion on service marketing. 

Chapter 3: Factors influencing the acceptance process and marketing  

In chapter 3, a detailed literature review is provided on all the factors influencing Generation Y 

consumers’ perceived value of and intention to adopt streaming services. This chapter also 

explains consumer behaviour, followed by the decision-making process and concludes with the 

e-marketing mix model. The chapter then provides an in-depth discussion on the theoretical 

framework of the study and the proposed research model. 
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Chapter 4: Research design and methodology 

The focus of Chapter 4 is to highlight the research methodologies that are used in this study. The 

target population, sampling method, sample size, and the data collection methodology is outlined 

and discussed. Furthermore, the design, layout, pre-testing, pilot testing, and administration of 

the questionnaire are explained. Finally, the different analyses conducted are discussed in order 

to set the objectives for Chapter 5. 

Chapter 5: Results and findings 

Chapter 5 focused on the analysis, interpretation and findings of the data.  

Chapter 6: Conclusions and Recommendations  

Chapter 6 presents a conclusion of the study as well as recommendations for similar studies. The 

limitations and suggestions for further research on this topic are included in this chapter. 

1.9 CONCLUSION 

This introductory chapter provided a framework for the study by addressing the primary, 

theoretical and empirical objectives of this study. Moreover, an overview of the sample elements 

which include the target population, sample frame, sample method, sample size, measuring 

instrument as well as the data collection method was outlined within this chapter. Furthermore, 

the statistical analyses followed were stated and the layout for each of the chapters was 

addressed.  

This study’s purpose is to contribute to the scarcity of literature available regarding Generation Y 

consumers’ and streaming services. Therefore, this study aims to provide a model to explain the 

factors influencing Generation Y consumers to use or subscribe to streaming service platforms. 

The goal of the model is to be flexible, in order for it to be useful in future studies, even outside 

the scope of streaming service.  

Chapter 2 focuses on providing a comprehensive literature review that accompanies the primary 

objective of the study. 
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CHAPTER 2 
STREAMING SERVICES AND MARKETING 

2.1 INTRODUCTION 

Entertainment means different things to different individuals. For some, entertainment includes 

high art, while others perceive it as leisure activities such as dancing, listening to music, or 

watching movies (Collis, 2017:11). As a result, entertainment is regarded as an activity with 

pleasure and joy as outcome that keeps individuals entranced for hours (IMERSA, 2017). It is a 

distraction from one’s daily life and brings individuals to a relaxed and fulfilled psychological state 

(Vogel, 2015; BinatilI & Sunal, 2014:17). Entertainment has a particular kind of consumer 

orientation: it identifies the preferences, beliefs and expectations of the audience, and then 

creates products that will appeal to them (Collis, 2017:11). 

The way individuals are entertained is evolving constantly (Hyde, 2016). Centuries ago, the first 

form of entertainment began with gladiators, where crowds would gather in arenas to watch them 

fight (PBS, 2006). Over time, this pattern was smoothed out to introduce theatre to the people 

where entertainment of different genres was portrayed in the form of actors' plays (Brockett & 

Franklin, 2008). It has been less than a century since individuals began to enjoy radio and 

television entertainment in the comfort of their homes (Ismail, 2017). In the beginning, individuals 

were restricted to only a few channels, until cable and satellite television came along and provided 

a wider variety of channels to choose from (Ismail, 2017). Recently, the entertainment industry 

began to incorporate digital media by means of the internet as a result of technological advances 

(Downs, 2017). This provides individuals with unlimited entertainment opportunities so that they 

are no longer confined to cable television (Ingram, 2015; Hyde, 2016). 

Film, print, radio and television are all part of the media and entertainment business (Vault, 2018). 

However, this chapter will only review the literature on music and television so as to align with the 

theoretical objectives set for this study. Furthermore, the streaming services will be discussed in 

terms of a brief history, the global and South African landscape, followed by the market shares, 

features and prices.  

Furthermore, this chapter will discuss Generation Y. This generation is the first generation who 

grew up in a world with internet connectivity, cell phones, interactive social networks and 24/7 

television (Sox et al., 2014:247; Weidauer, 2012:18; Schwalbe, 2009:53). Digital connectivity and 

computers form part of their daily lives, which has led these people to flourish on technology and 

its inventions (Thompson, 2018; Smith, 2012:86; Weidauer, 2012:18). In addition, streaming 

services offer people the freedom to choose what to watch or listen to at any time (Pollak, 2014). 
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As such, it speaks to an essential trait of Generation Y which is that of instant gratification (Shilts, 

2017). They are moving away from traditional television and towards streaming services on-

demand, as they are able to customise the service according to their preference and the services 

offer original content (Millennial Marketing, 2017). The chapter concludes with a discussion of 

service marketing. 

2.2 BRIEF HISTORY OF MUSIC AND TELEVISION 

The following sections provide a brief overview of the history of music and television. 

2.2.1 Brief history of music 

The origin of music goes back several millenniums where cultures attempted to mimic the sounds 

of nature and soon learned that the sounds produced by animals have a pattern (Haugh, 2016). 

Music can be traced back to cultural practices such as tribal dances, in its most rudimentary form, 

which contributed to the initiation of singing and drumming (Roshan, 2017). Figure 2-1 illustrates 

how the music industry has evolved over the last two centuries. The journey began with the desire 

to listen to music in front of an audience without the artist performing live (Wiener, 2017). 

In 1877, individuals were able to record and reproduce sound for the first time with the invention 

of the phonograph (Feaster, 2001:57). The purpose of the invention was to make music an 

intimate experience for listeners by enabling them to listen to music in their living rooms (Ryals, 

2005).  Thomas Edison made the first voice recording on the phonograph in 1877, shouting the 

lyrics to the nursery rhyme "Mary had a little lamb” (Fabry, 2018). The playback medium was 

cylindrical in form and too loud for individuals to use and the tinfoil on which the recordings were 

made was not durable (Sturgill, 2012).  

The gramophone was designed by Emile Berliner in 1887 when the cylinder and tinfoil was 

replaced with a flat plate that spun a hard rubber disk (Neely, 2017). The gramophone was able 

to play captured sounds. This breakthrough caused the mass processing of records, culminating 

in the pressing of 25,000 hard rubber disks in 1889 (Lennon, 2017). In 1948, the Long Play (LP) 

record was introduced, best known as vinyl (DMS, 2017). The vinyl was produced in two sizes - 

either a diameter of 10 inches or 12 inches (Wilson, 2015). The 10-inch was used for non-classical 

music and up to 15 minutes were recorded on one side, while the 12-inch vinyl was intended for 

classical music and up to 25 minutes were recorded on each side (Neely, 2017). In the sixties 

seventies and eighties, this was the key medium used for music and is still widely used because 

of the sound quality and the listening pleasure associated with it (DMS, 2017). 
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The physical presence of radio waves was proved in 1887, but it was only until 1920 that the 

probability of transmission grew (NASA, 2013). Roy (2009) states that the first Amplitude 

Modulation (AM) experimental radio transmission was carried out in 1906. On November 2, 1920, 

"KDKA" radio station made the first commercial broadcast from the United States of America, with 

the intention of transmitting the results of the Harding-Cox presidential election before they were 

reported in the newspaper (ETHW, 2015). In 1933 the frequency modulation (FM) broadcasting 

was developed, but this was only introduced to the public in the 1960s (Roy, 2009). Arthur C 

Clarke wrote and circulated a theoretical report proposing a wireless world in 1945. This report 

was about a device that used satellites in the geostationary orbit that would transmit signals to 

the satellite and then rebroadcast the signals back to earth (Tweney, 2011). Arthur’s report was 

considered to be a valiant suggestion, but it was only twelve years later (1957) that the first 

satellite (called Sputnik 1) was deployed into Earth’s orbit and managed to transmit a single bleep 

(Wall, 2017). This was followed by the Telstar's launch in 1962, which was considered to be a 

landmark in the development of satellites for radio and television as it showed the viability of 

satellite information transmission (NASA, 2012). 

In 1963, at the Berlin Radio Show, Philips released the compact audio cassette (Dormon, 2013). 

The primary purpose of this innovation was to make music portable (Dormon, 2013) and was 

available in two modes: as a pre-recorded cassette that already contained music or a recordable 

cassette that did not contain any material (ETHW, 2012). Cassettes provided more recording time 

than vinyl records for an album, that is, up to 45 minutes per side was possible (Rogers, 2013). 

The first home recorders using compact cassette technology were released in the United States 

in 1964, and the first music albums were released in cassette format in 1966 (Rogers, 2013). 

Because of its uniqueness, this product was preferred by young people; it was affordable and 

could be used to capture customised music collections (Taylor, 2010; Payne, 2015). People still 

enjoyed listening to vinyl records at home, while cassettes were mostly used in car stereos due 

to their compact nature (Haire, 2009). 

In 1978, Philips announced the invention of the compact disc (CD) (CNN, 2012). The CD is an 

optical storage medium on which digital data can be recorded (Foote, 2017). The disk was 120mm 

in diameter and permitted a recording time of 74 minutes (Waniata, 2018). CDs were produced 

worldwide at only two factories, operated by Philips and Sony, respectively (Hopewell, 2012). The 

CD market only caught up with the cassette tape market in the late 1980s (CNN, 2012). CDs were 

used for data and video storage and were later transformed into rewritable media, from which 

Digital Versatile Disc’s (DVD) and Blu-Ray disks were developed (CNN, 2012). 
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Figure 2-1: Evolution timeline of music 
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In 1993, with the launch of the Motion Picture Experts Group Layer-3 (MP3) sound file and the 

first internet radio station, the music industry took on a new level of technological growth ( 

Fraunhofer, 2018; Scrimgeour, 2018; Ashbrook, 2016). MP3 is an audio compression standard 

format that makes music files small, with little or no loss of sound quality (Bellis, 2018). This makes 

it a very simple, helpful and popular way to store music (BBC, 2012). The first MP3 music player, 

Winamp, was released in 1998 and made available to use on personal computers, while the first 

portable MP3 players made their debut in 1999 (Velasco, 2017). In 2001, Apple launched an MP3 

player branded as the iPod and its iPod online music library, iTunes (Waniata, 2018). The goal 

was to give listeners access to a site where they could individually buy songs without any 

subscription fees (Roshan, 2017). It turned out to be a feasible business model (CNN, 2012). 

The digital music movement began in 1999 with Napster (Lamont, 2013), an MP3-format peer-to-

peer music sharing website (Brewster, 2017). Ethical concerns, however, forced the site to close 

because there was a lack of control over copyrighted materials (Harris, 2018). Since the 

movement had 21.4 million active users by the time Napster closed down in 2001, it suggested 

that free peer-to-peer music sharing was an alternative worth developing as the future for the 

music industry (Brewster, 2017). The journey of streaming services unfolds here, which will be 

addressed later in this chapter. 

2.2.2 Brief history of television 

Television is a method used to provide scheduled messages to the public (Westerlund, 2014). 

The history of television over the past century is shown in Figure 2-2. The journey started with the 

desire to transmit pictures along with sound over long distances (Bevan, 2008:2). The word 

“Television” was used for the first time in 1900 at the International Electricity Congress in Paris 

by Constantin Perskyi (Bellis, 2019). The first television system was designed and built in 1909 

by Georges Riqnoux and A. Fournier which converted light into electricity which was then 

transmitted through a wire to a receiver (Abramson, 2007:17). However, it was only during the 

1920s that major communication companies invested in this idea (Abramson, 2007:29). On 7 April 

1927, the first demonstrated long distance use of the television took place between Washington 

D.C. and New York City. It was Philo Farnsworth who filed a patent for the first electronic television 

system called the Image Dissector (Britannica, 2020). 

The first working television system was shown in the United Kingdom in 1926 (Eboch, 2015:17). 

In 1929, scheduled television programming began in the United Kingdom, known as the British 

Broadcasting Corporation (BBC) (Eboch, 2015:17). However, due to the scarcity of wavelengths, 

the image was transmitted on one wavelength while the viewers had to retune to another 
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wavelength to obtain the matching sound (Medhurst, 2019). Images and sound started being 

transmitted together in 1930; and by 1931, television was transmitted from 25 stations in the UK 

(Eboch, 2015:17). The patent for the electronic television was only received in 1930 (Eboch, 

2015:20). The world's first fully electronic colour television was demonstrated in 1944 (Roy, 2009). 

Cable television was introduced in the United States in 1950 with the goal of delivering television 

to people living in rural areas because they could not access broadcast signals (Kellison, 

2006:28). The cable television signal was, and to this day still is, transmitted by satellites, for 

which viewers were required to pay a fixed monthly subscription fee in addition to a one-time 

installation fee (Britannica, a.s). Up to 50 channels were provided by cable television as they 

transmitted signals from both the regular broadcast band and the non-broadcast frequencies 

(Britannica, a.s). 

The first colour broadcast in the United States was aired in 1954 (Gibbs, 2016). Since then the 

television has undergone continuous quality changes as the displays have become wider, 

cameras are more sensitive and the transmissions are stronger to ensure superior image quality 

(Gibbs, 2016). In 1962, the technology for enabling transatlantic television transmissions was 

launched, namely the Telstar satellite (Collins, 2012). Satellites were used to relay significant 

coverage of sports and news events to television networks across the world for retransmission 

(Telesat, 2018). Television was introduced to the South African market in 1976 (Gov.za, 2020). 

By then, the technology had already advanced and this resulted in television sets being more 

affordable (Beven, 2008:42). 

Television was transformed into a more interactive device when the videocassette recorder (VCR) 

technology was introduced in 1972. This brought about two trends: content that had previously 

only been accessible in theatres or on television could be bought or rented and these encouraged 

consumers to record television shows on blank videotapes at their leisure (Kellison, 2006:32). 

The first Blockbuster video store open in 1985, Dallas, Texas, where after the video rental industry 

boomed in the late 1980s and early 1990s (Pink, 2017) 

In time, the Digital Video Disc (DVD) was introduced 1995. Up to 4.7 gigabytes (GB) of data such 

as high-definition video files could be stored on a DVD (Britannica, a.s). DVDs brought higher 

resolutions in a compact product with instantaneous access to any moment in a movie as opposed 

to rewinding a videocassette (DiskBank, 2015). In 1996, “Twister” was the first film to be featured 

on DVD (ComputerHope, 2018). In 2000 DVDs surpassed VHS tapes and video rental companies 

such as Blockbuster had to adapt to the new viewing format (Pink, 2017). The Blue-Ray disc 

format and players were released in 2006 (TechSpirited, 2018).  
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Figure 2-2: The evolution timeline of television 
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These discs were regarded as the next major optical media application, allowing high-definition 

video capture of the highest possible quality (PCWorld, 2008). The single layer Blue-Ray disc had 

a 25 GB data capacity and the double layer had 50 GB data capacity (Blu-raydisc, 2018). More 

than 1,200 movie titles had been released in the United States on Blu-Ray by the end of 2008 

(TechSpirited, 2018). 

VCR technology developed into digital video recorders (DVR), a technology that allowed 

customers to record content, pause live television and skip advertisements (Pink, 2017). As we 

rely on television for entertainment, news, education, culture, weather forecasts and sports 

bulletins, it has become an unavoidable part of modern culture (Andre et al., 2009). With the 

technological advances to date, however, scheduled television is a thing of the past. Rushing 

home to catch a favourite show or using the commercial breaks to call a friend to chat about what 

just happened on the show is no longer necessary (Mcintosh, 2015). With modern technology, if 

anything urgent happens, one may interact while watching one's favourite series or even press 

pause on live television (Mcintosh, 2015). 

2.3 MODERN ENTERTAINMENT: STREAMING SERVICES 

Streaming can be defined as the activity of listening directly from the internet (Cambridge 

University Press, 2018). Streaming is described by Vonderau (2015:717-718) as a device that 

delivers music, movies, or videos via internet. Streaming refers to a data form of distribution 

(Hannon, 2012). It is known as the transmission of data to a computer for the purpose of 

continuous flow of audio and/or video (Hannon, 2012; Vilas et al., 2005). The data transmitted to 

the viewing device is not stored on the device; the information/data is merely delivered and 

discarded to the viewer's device in real time (Vilas et al., 2005). Fleury (2012) suggest that users 

do not need any significant storage space on their viewing device during streaming. In addition, 

this function helps to protect content from piracy, since no copy of the data is kept at the end point 

(Fleury, 2012). 

Streaming is transforming the way people watch videos and listen to music, as it delivers content 

everywhere and at any time, and only requires the user to have a reliable internet connection 

(Supan, 2020; Mooney, 2016:6). On any given day, people no longer need to sit around the 

television to watch their favourite television show or buy a CD to listen to their favourite songs 

(Mooney, 2016:6). 

2.3.1 A brief history of streaming services 

This section provides a brief history of the main types of streaming services. 
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2.3.1.1 A brief history of music streaming services 

In 1992, for multicasting, an experimental network known as the Multicast Backbone (Mbone) was 

developed. The network was used as an internet radio station for simultaneous streaming of data 

from one server to multiple receivers (TechRadar, 2012; Follansbee, 2004:137). The first audio 

broadcasting service that was streamed in 1993 was Talk Radio (Riismanderl, 2018). The station 

allowed listeners to subscribe to a music streaming service, but the station streamed audio 

whether or not it was requested (Riismandel, 2018). The first live streaming event in the world 

happened in 1995 (Zambelli, 2013). During a live audio broadcast of a Seattle Marines and New 

York Yankees baseball game, Real Networks commercially launched streaming (Zambelli, 2013; 

RealNetworks, 2018). 

Napster unveiled the option of exploring online music sharing in 2001 (Brewster, 2017). In 2003, 

Apple released the iTunes store, which laid the groundwork for a streaming network. This online 

store allowed consumers to listen to 30-second previews of tracks prior to purchasing the track 

(Apple, 2003). It was with the online music service called Pandora that music streaming gained 

mainstream attention in 2005 (Levy, 2015). Pandora used the music tastes of the user to suggest 

new and related music styles and musicians, and users could also bookmark artists while 

discovering new ones at the same time (Brewster, 2017). This service showed substantial growth 

as the website had over 200 million users by 2013, which showcased the positive attitude towards 

streaming in the digital world and limitless opportunities (Brewster, 2017; Mlot, 2013). 

2.3.1.2 A brief history of video streaming services 

Unicast is multicast's corresponding technology which is used for streaming video content on 

demand. The network consists of one server that, through the internet, is used to transmit a data 

stream to a single device, such as the user's PC (Follansbee, 2004:137). In 1998, Hong Kong 

launched the world's first commercial Video-on-Demand (VoD) service, branded as Interactive 

television (iTV) (Smith, 2017; Chetham, 2002). Subscribed members were granted access to 

video, music, shopping, and banking services on demand (Mungan, 1999). The service closed 

down as a result of technological problems, legal issues and customer frustration, despite the 

ninety thousand households that subscribed to iTV (Smith, 2017; Shackleton, 2002).  In order to 

boost the service, the owners of iTV PCCW used iTV as a stepping stone and built an internet-

based VoD service called NOW Broadband (Smith 2017). 

In the late 1990s, numerous competing streaming audiences were introduced when video 

streaming became popularised (TechRadar, 2012). Real Player was the first viewer launched in 
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1997, followed by the launch of Windows Media Player by Microsoft in 1999, and Apple's release 

of QuickTime (TechRadar, 2012). 

2.3.2 Current landscape of streaming services 

This section considers global and South African streaming service landscape. 

2.3.2.1 Global streaming service landscape  

A major disruption has been witnessed in the broadcasting arena worldwide. Over the last 

decade, the success of streaming services increased dramatically compared to that of traditional 

broadcasting networks (Market analysis report, 2020). The growth is attributed to the growing 

penetration and rapid global adoption of mobile devices that have created a large user base for 

social networking applications (Casey, 2020). In addition to the growing video and audio traffic, 

data consumption dominated the internet as a result of increased internet speeds and improved 

connectivity; these factors are what drive the adoption of online video and streaming sites (Market 

Analysis Report, 2020). Research has found that 4 billion individuals worldwide use the internet, 

and 52 percent of web traffic is generated by cell phones (Kemp, 2018). 

In addition, the Coronavirus global pandemic that started in Wuhan (China) in December 2019 

culminated in compulsory lockdowns being imposed by nations that placed individuals in 

quarantine. Consumer-spending on subscription services have increased as a result 

(Gontovnikas, 2020). The streaming audience increased by 85 percent during the pandemic, 

according to Nielsen's data streaming (Burmeister, 2020). 

The expectations of customers change as they move away from traditional media, such as cable 

television, towards streaming services. They expect to encounter a higher quality of experience 

(Deloitte, 2018). As the range of subscription services spreads, consumers are becoming more 

aware and selective of the content they spend their time and money on (Magis, 2020). Therefore, 

exclusivity, high-quality, and original content are considered to be amongst the major drivers for 

consumers when selecting subscriptions services (Williams, 2015). 

In 2020, the global video streaming market has a projected revenue of US$51,617 million while 

the global music streaming market’s projected revenue is US$16,395 million (Research and 

Markets, 2020a; Research and Markets, 2020b). 
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2.3.2.2 South African streaming services landscape 

The growth of the streaming services industry in the South African market has been attributed to 

the rapid penetration and decrease in cell phone prices, as well as the efforts of the 

telecommunications sector to expand the internet infrastructure so that anyone can access the 

internet (Motsai, 2018). 

According to Statista (2021), 64 percent of the South African population are internet users. 

However, in terms of internet speed, South Africa ranks 97th in the world despite its continuous 

progress and efforts to offer fast and stable connections (McKane, 2020a). Unstable internet 

connection could be a result of a few scenarios, such as load shedding, re-establishing of 

connection when power is restored, and congestion problems in apartment complexes or in 

densely packed neighbourhoods as the routers transmit on the same channel (Yamada, 2021). 

This would result in movies and series to lag, which might have a significant impact on an 

individual’s streaming service experience (Aswani, 2020). Research found that in South Africa, 

cell phones are responsible for approximately 75 percent of all web traffic (DigitalStatistics, 2017). 

This enables individuals to make use of the streaming applications that users can access on their 

mobile devices. Even though early 2018 research found that South Africa's data rates are the 

third costliest in the BRICS countries (BusinessReport, 2018). However, data prices in South 

Africa have recently decreased by 16.4 percent (Business Insider, 2018). Vodacom confirmed 

that their data traffic increased by 28.6 percent as a consequence (Business Insider, 2018). This 

contributes to the growth of South Africa's streaming services (ITNewsAfrica, 2018). Around 20 

percent of South Africans who subscribe to streaming services do so with the intention of 

cancelling their television subscription (BusinessTech, 2018). This resulted in MultiChoice losing 

over 100,000 DStv Premium subscribers in 2018 (BusinessTech, 2018). Furthermore, DStv’s 

annual results for the 2020 financial year end revealed that both Premium and Compact Plus 

subscribers in South Africa are still declining (McKane, 2020a).  

MultiChoice's DStv, however, has a relative benefit over streaming platforms as they sell 

equipment for customers such as Explora and PVR. In order to watch shows or listen to music, 

these devices do not require the user to have access to internet bandwidth or data (Ferreira, 

2020a). Furthermore, DStv has an agreement with SuperSport that allows them exclusive 

rights to broadcast local sports events such as rugby and soccer, which is why people continue 

to stay with DStv (Stuff, 2018). In addition, to provide their members with a broader range of 

content, MultiChoice is embracing emerging technology and even collaborating with streaming 

services. MultiChoice has joined forces with ShowMax, all DStv’s Premium subscribers has 

access to ShowMax at no additional costs, however the Compact subscribers have to pay R49 
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additional charges (Showmax, 2020). Furthermore, MultiChoice has joined forces with Netflix 

Integrated and Amazon.com via their new Explora decoder to deliver their content (Odutola, 

2020). This will help DStv maintain its existing customers and attract new potential subscribers 

as it will provide simplicity, options and comfort for members (Ferreira, 2020c). DStv would also 

benefit from two markets; that of the conventional pay television market and of the streaming 

video industry.  

According to statistics, the revenue for the video streaming on-demand segment for 2018 in South 

Africa amounted to US$22 million; in 2020, the estimated video streaming revenue increased to 

US$107 million (Statista, 2020c). In 2018, the revenue for the music streaming on-demand 

segment amounted to US$18 million and in 2020 the segment’s revenue increased to US$37 

million (Statista, 2020b). This is an indication that the future of entertainment in South Africa is 

clearly in the hands of online streaming services (ITNewsAfrica, 2018). 

2.3.3 Streaming services in South Africa 

This succeeding sections objective is to introduce the different streaming services trending in 

South Africa, with emphasis on the subscription-based services. Figure 2-3 illustrates the 

streaming services trending in South Africa. 

2.3.3.1 Music streaming services 

The way people listen to music has changed - the days of purchasing CDs, vinyl albums or 

cassette tapes are gone. Digital downloads are not even necessary anymore as individuals can 

easily sign up for a music streaming service and have instant access to a virtual library with 

thousands of songs, albums and podcasts (de Looper & Cohen, 2020). This section will describe 

music streaming services available in South Africa such as Apple Music, Deezer, Google Play 

Music, JOOX, Simfy Africa, Spotify, Tindal and YouTube Music. 

2.3.3.1.1 Apple Music 

Apple Music was launched and released in June 2015 as a ground-breaking platform for music 

streaming services (Sandler, 2018). It has been available in 114 countries since Apple Music was 

released in 2015, and now has 50 million paying subscribers worldwide (Statista, 2018b; Sandler 

2018). This platform has two components: the iCloud Music Library, which integrates the music 

library of the member with the iTunes songs purchased; and the music catalogue of Apple, 

consisting of 45 million songs (Chambers, 2018; Caldwell, 2018). 
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Figure 2-3: Subscription-based streaming services trending in South Africa 

Apple Music includes features such as an offline library which enables members to save music to 

a playlist which they can listen to when they are not connected to the internet (Betters, 2018). 

Based on members’ music preferences, similar artists, songs and genres are recommended to 

them (Business Insider, 2018). It grants access to members to live radio stations, on-demand 

stations for all genres, or members can customise their own stations (Apple Music, 2018). 

Apple Music offers consumers three monthly subscription packages to choose from, namely the 

student option for R29.99, the individual option for R59.99, which allows the member access to 

the same features as the student option and the Family package for R89.99, which gives the 

member access to up to six individuals as well as the option to share their existing library (Apple 

Music, 2020). Consumers can subscribe for a free three-month trial period where they can 

experience the service and its features before committing to a subscription fee; if they are not 

happy with the service, they can cancel the subscription at no cost (Apple Music, 2020). 
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2.3.3.1.2 Deezer 

Blogmusik was a music streaming website which was launched in 2006, but was re-launched in 

2007 as Deezer (Wordpress, 2014). In April 2007, Blogmusik streaming services closed down 

because the company was accused of copyright infringement by the Society of Music Writers, 

Composers and Editors (SACEM). Deezer was released in August 2007 after an agreement to 

pay licensing fees to copyright owners was reached (TechCrunch, 2007; Rozat, 2011). Across 

180 nations, Deezer had 14 million active users in 2018 (Smit, 2018).  

Deezer offers consumers both subscription-based and ad-supported alternatives (IFPI Digital 

Music Report, 2011). The subscription-based service provides the user with full access to all 

services, such as the offline listening option where the user can use the application without using 

information or the internet (Deezer, 2020). Other features include 'flow', which takes all of the 

streamed music history of the user and compiles a nonstop music feed. This service makes 

recommendations for new content to the user based on their listening patterns of artists, albums, 

or radio stations (Wordpress, 2014). 

This streaming service platform’s catalogue contains 43 million songs and is available in 180 

countries (Makro, 2018). In 2013, Deezer launched in South Africa and the current monthly cost 

to use this subscription is R74.99 (Deezer, 2021; Vermeulen, 2018b; Channel24, 2016). Deezer 

offers first-time users a 30-day free trial period to experience the service and features and if the 

user is not happy with the service and features they can unsubscribe (Deezer, 2020).  

2.3.3.1.3 Google Play Music 

Google launched Google Play Music, a website for music and podcast streaming services, in 

November 2011 (Wagoner, 2018; Lee, 2017). The service was launched in South Africa in 

December 2015 (Vermeulen, 2018b). This service provided members access to their collection 

of 40 million songs and roughly 24 podcast categories (Wagoner, 2018; Lee, 2017). Members 

were able to create a customised music library where up to 50,000 songs could be stored 

(itemsFinder, 2017). 

However, in December 2020, Google Play Music was replaced by YouTube Music and members 

were not be able to stream or use this app. Google gave all members notice to switch from Google 

Play Music to YouTube Music. This was aided by adding a one-click transfer button on Google 

Play Music that would transfer all of a user’s music to YouTube Music, which made for a seamless 

transition from one platform to another (Amadeo, 2020). 
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2.3.3.1.4 JOOX 

Tencent owns QQ music, which is one of the largest music streaming and download services in 

Asia. In 2015, they launched JOOX as an expansion of the music services to the overseas 

markets (Yapp, 2015). JOOX became a well-known music streaming service platform in Asian 

markets such as Hong Kong, Indonesia, Malaysia, Myanmar and Thailand (Yoo, 2017). JOOX 

entered the South African market in 2017 as the brand’s first non-Asian market (Stuff, 2017). This 

platform has over 30 million tracks in their music library (Stuff, 2017).  

Features of this service includes the discovery of various music with sections like new releases, 

recommended, hot tracks and editor’s picks, to keep the consumer informed on the development 

of music worldwide (Yoo, 2017). The consumer can create a playlist from the music available on 

JOOX but also has the option to incorporate their own music library into the playlist by importing 

music to their JOOX player. The playlist can be downloaded and played while the consumer is 

offline (Yapp, 2015). The service also has a lyrics feature which is useful for consumers who enjoy 

karaoke, as the music player highlights the phrases one by one as the song plays. The timer 

feature allows the consumer to set a timer for a given time that the music should stop playing, 

which is most useful when the consumer uses the player when going to bed (Halim, 2015). 

Furthermore, DStv is a sister company of Tencent, therefore JOOX South Africa offers consumers 

premium VIP access if they are a DStv subscriber, which means there can be a total of five user 

members on one subscription plan at no extra cost (Stuff, 2020). For consumers who are not 

subscribed to DStv, the premium VIP monthly subscription cost is R59.99 or, alternatively, R29.99 

per week (MyBroadband, 2021). The player allows a free trial period of 14 days to first-time users 

to experience the interface and library of unlimited music (Prime, 2020). Furthermore, there is a 

free version available with advertisements and limitations to the features that the consumer will 

be able to use (Yapp, 2015).  

2.3.3.1.5 Simfy Africa 

The Simfy Africa music streaming service was launched in August 2012 (SAMRO, 2019). In 2014, 

MTN partnered with Simfy Africa and became the first mobile operator in South Africa to launch 

a music streaming service. The service claims to have a strong African focus and that their 

products are designed to suit the requirements of South African consumers (Business Tech, 

2014). Members get access to a music library of 36 million songs which they can access either 

online or offline (Gilbert, 2018). The library contains a wide span of musical genres which includes 

RnB, pop, alternative, jazz, soundtracks, kwaito, Afrikaans and opera. Multiple devices can be 

used to access this service such as computers, laptops, tablets and smartphones (Business Tech, 

https://en.wikipedia.org/wiki/Hong_Kong
https://en.wikipedia.org/wiki/Indonesia
https://en.wikipedia.org/wiki/Malaysia
https://en.wikipedia.org/wiki/Myanmar
https://en.wikipedia.org/wiki/Thailand
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2014). Simfy Africa’s web version allows members to add friends which are also members and 

share their listening history and playlists with one another (Wilson, 2012).  

Consumers have the option to experience this service to its full capacity with all its features for a 

free two-week trial period (Business Tech, 2014). If consumers decide to commit and subscribe 

to the service, there are two options available: Firstly, the all-access option for R60 per month 

which includes the offline mode and the member could use all devices to access their account. 

Secondly, the Web, PC & Mac option for R25 per month; this option allows the members to access 

the service on the Web or on their PC but it excludes smartphone applications and does not offer 

the option to listen to music while offline (Simfy Africa, 2020). 

2.3.3.1.6 Spotify 

Launched in 2008, Spotify is one of the most recognised digital streaming services available 

(Media, 2018; Blond, 2017). Within a one-year period, Spotify had a sum of 57 million subscribers. 

In 2020, Spotify reported having 286 million active users of which 130 million where paying 

subscribers (ENCA, 2020). 

Spotify is a digital music and video streaming service that offers participants access to 35 million 

songs and other material, such as podcasts, from artists around the world (Spotify, 2018; Media, 

2018). The main objective of this application is to allow its members to search, discover and 

develop their own collection of music and to share newly discovered music with their mates 

(Media, 2018). 

Spotify has two options available for their members, a subscription-based option and an ad-

supported option (Venktess, 2018). The ad-supported option is run by advertisements, and 

members-only have access to selected features (Walker, 2018). However, the subscription-based 

option, also known as Spotify Premium, includes access to podcasts, exclusive videos and live-

stream concerts (Blond, 2017; Welch, 2015). Premium members can follow their favourite artists 

on this platform, which serves to keep the member informed about new content (Walker, 2018). 

Another feature of this platform is the recommendation of alternative songs and artists to the 

member based on the member’s listening history or personalised playlists (Walker, 2018). The 

members are able to save up to 10 000 songs in offline mode, which can be accessed on up to 

five different devices while traveling to internet-restricted locations where there is limited 

availability of mobile data (Willings, 2018; Roettgers, 2018). Lastly, Spotify provides a tailored 

running playlist feature that adjusts according to the members running speed (Hall, 2018).   



 

Chapter 2: Streaming services and marketing 30 

Spotify entered the South African market in March 2018 (McLeod, 2018). Consumers have the 

option to experience this service with all its features for a free 30-day trial period. If the consumer 

decides to continue using the service, the monetary cost will be R59.99 per month (Spotify, 2020). 

2.3.3.1.7 Tidal  

Tidal is a music and video steaming service that was launched in October 2014. Tidal offers 

access to 70 million tracks and 250 000 videos that will ensure their members get the ultimate 

advertisement-free experience (Tidal, 2020). The members have the option to create their own 

playlist or listen to a playlist that was created by music editors or artists (Tidal, 2020). Members 

can download their favourites for listening or viewing purposes while being offline when they are 

out of reach of WIFI. The service offers members access to exclusive content such as livestream 

concerts and behind the scene content. Consumers can use this service for 30 days as a free 

trial and when they decide to commit they can subscribe to Tidal HIFI for R59.99 per month or 

Tidal HIFI Plus for R119.99 per month (Tidal, 2021).  

2.3.3.1.8 YouTube Music 

YouTube Premium’s journey started in November 2014 and was initially introduced as Music Key. 

Music Key was an advertisement-free streaming service for music videos from labels featured on 

YouTube and Google Play Music (Aploon, 2019). However, in 2015, the service was re-launched 

as YouTube Red which offered subscribers advertisement-free access to all the videos on 

YouTube, and not exclusively to music (Aploon, 2019). In 2018, YouTube Red was rebranded 

and was introduced as YouTube Premium which is bundled with YouTube Music Premium (Dalul, 

2020). 

YouTube Music Premium is an advertisement-free music streaming service which supports 

YouTube as well as Google Play Music (Deahl, 2018). This service allows members to download 

songs and videos in order for them to watch or listen to while being offline. Members can also 

listen to music while their mobile device screen is locked or while using other applications on their 

smartphone. This service also supports South African languages, enabling South Africans to 

search music in their home language like isiZulu. Consumers have the option to experience this 

service for a 30-day trial period, upon which deciding to continue to use the service they would 

pay R59.99 per month or have the option to create a family account for only R89.99 per month 

(Illidge, 2021).  
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2.3.3.2 Video streaming services  

Millions of people worldwide have cut the cord and said farewell to cable and satellite television 

and replaced it with video streaming services. This section will describe video streaming services 

that are available in South Africa, such as Amazon Prime Video, Digital Entertainment on Demand 

(DEOD), Disney +, DStv Now, Google TV, Netflix, ShowMax and YouTube Premium.  

2.3.3.2.1 Amazon Prime Video 

Amazon Unbox is a platform where subscribers download or watch movies or television shows 

digitally. This service was launched in September 2006 in the United States (Boas, 2018). They 

rebranded to Amazon Video-on-demand in September 2008 (Boas, 2018). In February 2011, 

Amazon Prime Instant Video was launched and included an additional five thousand movies and 

television shows to which subscribers could gain access (Boas, 2018). In 2016, Amazon Video 

went international and became available in more than 200 countries; they currently have more 

than 100 million subscribers worldwide (Vanian, 2018). In 2018, they rebranded again and are 

currently known as Amazon Prime Video (Boas, 2018). 

Amazon Prime Video is a video-on-demand streaming platform that allows subscribers to stream 

movies and television shows at no additional costs (Amazon, 2018). Amazon Prime Video has 

one of the largest libraries consisting of movies and shows (Clark, 2019). Amazon also produces 

its own original video content such as ‘The Grand Tour’ and ‘The Man in The High Castle’ 

(Channel24, 2017). 

Amazon enables their users to add other subscription services to their application, which allows 

for one access point to all the users’ applications (Saltzman, 2018). Amazon Prime Video was the 

first streaming service that introduced video downloads for offline viewing (Saltzman, 2018). 

Customers can select the content’s visual quality settings for downloading or streaming which 

enables them to control the amount of data they use (Channel24, 2017). 

Amazon Prime Video launched in South Africa in December 2016 (van Zyl, 2016a). Consumers 

can use this service for 30 days as a free trial period to have the full experience of the service 

and the features; if they decide to commit to the service, they can subscribe at USD$5.99 per 

month which amounts to R114 when converted to South African Rand (Labuschagne, 2021; Prior, 

2020; PrimeVideo, 2019). 
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2.3.3.2.2 Digital Entertainment on Demand (DEOD) 

Digital Entertainment on Demand, which is referred to as DEOD, is a South African video 

streaming service platform that launched in 2017 (Vermeulen, 2017). DEOD offers their members 

high-quality movies and television series through the internet (Mantendere, 2019). This platform 

provides their members with three options, namely individual movie rental, subscribing to the 

content of their choice or internet television channel programming (Lancaster, 2017). The rental 

of individual movies is billed on a pay-per-view basis (TechCentral, 2017). As for the internet 

television channel programming, the members have to make a selection amongst entertainment, 

sport and news channels (DEOD, 2018; Lancaster, 2017).  

DEOD’s premium package will cost members R129 per month, which includes all news, sports 

and entertainment channels, which include a selection of series, music videos and movies on-

demand (DEOD, 2020). The additional packages that DEOD offers allow a user to subscribe to 

their platform either per-week or per-weekend basis for only R5/day (DEOD, 2020; Vermeulen, 

2017). The individual movie rental options are R40 per month, R15 per week, R8 for a weekend 

or a daily option for R3.50 (DEOD, 2020). DEOD offers no trial period. 

2.3.3.2.3 DStv Now 

Naspers introduced pay-television by means of an analogue, single-channel service by the name 

of M-Net in 1986. In 1993, they created MultiChoice as a subsidiary company which launched a 

new digital satellite service called DStv. In 2011, DStv introduced the online version of DStv which 

was called DStv Mobile, which was later renamed to DStv Now. DStv Now enables consumers to 

have access to their DStv channels and catch up on their television shows and movies while 

broadcasted on devices such as a computer, laptop, tablet, smartphone, smart television or 

gaming console (DStv, 2020a; Ferreira, 2020b). In 2020, MultiChoice renamed DStv Now to 

“DStv” as they are in the process of developing and launching a streaming service that will not 

require the use of a satellite dish.  

In order for consumers to have access to DStv Now they have to be a DStv Premium subscriber. 

The monthly cost of the DStv Premium package is R829, which then grants the subscriber access 

to DStv Now, Box office, Catch up and ShowMax (BusinessTech, 2021a; DStv, 2020b; McKane, 

2020b). 
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2.3.3.2.4 Google TV 

Google launched Google Play Movies and TV in March 2012 (Spangler, 2018; Callaham, 2017); 

however, in October 2020, they rebranded and are now called Google TV (Fedewa, 2020). 

Google integrated 28 other streaming services’ content libraries into their platform (Spangler, 

2018). Consequently, Google television service users have the benefit of watching content that is 

normally exclusively available to a specific streaming provider (Perez, 2018). 

This platform generates a personalised viewing list for each user by using their subscribers’ 

preferences (Perez, 2018). Users are also able to pre-order movies, a feature which allows them 

to watch the movie immediately after it has been released (Sarnataro, 2015). Users can download 

a movie or television series they want to watch while offline to their smartphone or Android tablet 

(Google.com, 2018). This service has a caveat - it is not compatible with iPhones or iPads. 

However, consumers who own such devices can still make use of this platform through personal 

computers (Sarnataro, 2015). The user has 30 days to watch the movie or television series once 

rented; however, they only have 48 hours to finish watching once they have started the movie 

(ITNewsAfrica, 2016). 

Google TV launched their service in South Africa in 2016 (van Zyl, 2016b). The users only pay 

for each movie or television series they rent or purchase; there is no monthly subscription fee 

(Finder, 2015). It is more beneficial for a user to rent or buy individual content than to pay a 

monthly subscription fee (Finder, 2015), as movie rental prices range from R11.99 to R34.99, and 

movie purchasing costs start at R89.99 up to R149.99 (BroadBand, 2016). 

2.3.3.2.5 Netflix 

In 1997, a website video company called Kibble was established (Rossen, 2015). This company’s 

name changed to Netflix.com, and subsequently changed to Netflix (Rodrigues, 2017). The 

company initially started as a DVD subscription rent-by-mail service. Subscribers had access to 

an unlimited library of movies and television titles to select from; once they selected the titles they 

wanted to watch, they were mailed to the subscribers in the form of DVDs (Hosch, 2020; BBC, 

2018). The package was sent from one of the distributor's centres containing the DVDs as well 

as prepaid return envelopes (Hosch, 2020). The demand for DVD rentals was substantial as the 

subscribers increased from 700,000 in 2002 to 3,6 million in 2005 (BBC,2018). In 2007, Netflix 

introduced a streaming feature that offered subscribers the option to stream movies and television 

shows directly from their library through the internet (BBC, 2018). By July 2020, Netflix had 193 

million paying subscribers and is currently available in 190 countries worldwide (Moody, 2020).  
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Netflix offers their subscribers access to their comprehensive digital library that comprises films, 

documentaries and television programmes (DigitalUnite, 2018). Netflix makes use of an algorithm 

to predict an individual’s movie and television programme preferences. The preferences are 

based on a function where the individual is required to pick three shows or movies that they like, 

which the algorithm uses to calculate the probability of the individual wanting new added content; 

if the calculated probability is high, the content will be showcased on the platform’s ‘suggested for 

you’ feature. Additionally, Netflix takes into account the individual’s previously watched content in 

order to recommend similar content to the subscriber with the aim of enhancing user experience 

(Hosch, 2020). Furthermore, this subscription service enables subscribers to watch content offline 

by downloading it on their application (Bogdana, 2018: Netflix, 2018). Netflix is an advertisement-

free service provider, which means that users can watch their content of choice without being 

interrupted by advertisements (Bogdana, 2018). 

In January 2016, Netflix was introduced to the South African market (Reuters, 2016). According 

to Statista (2018a) estimations, Netflix had around 337 000 subscribers within the South African 

market in 2020. However, FlixPatrol (2020) estimated South African Netflix subscribers to be 

around 500 000.  

For the first two years, subscribers were billed according to a dollar-based subscription fee, which 

was inconvenient as the exchange rate caused the monthly fee to fluctuate (MyBroadband, 2018; 

Ferreira, 2018). Since August 2018, Netflix billed their subscribers in South African Rands 

(MyBroadband, 2018). Netflix has three packages that are aimed at television users – basic, 

standard and premium, and two packages that are aimed at smartphone and tablet users – Netflix 

Mobile and Mobile + (BusinessTech, 2020). The premium package monthly subscription cost is 

R199/month, which allows subscribers to use Netflix on four devices simultaneously. The 

standard subscription package allows subscribers to use two devices at the same time for is 

R159/month. While the basic plan’s monthly cost is R99/month for only one device 

(BusinessTech, 2021b; Ferreira, 2018). The monthly subscription cost for the Netflix Mobile option 

is R39/month which will allow only one Smartphone or Tablet to be used (BusinessTech, 2020). 

As for the Netflix Mobile + option will be R59/month and will allow subscribers to use the service 

on their smartphones, tablets and laptops (BusinessTech, 2021b). However, the Netflix Mobile + 

option is not yet available in South Africa. In line with most other streaming services, Netflix offers 

first-time users a free one-month trial to experience their service and the related features (Aswani, 

2020).  
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2.3.3.2.6 ShowMax 

ShowMax an online subscription video-on-demand service, was introduced by Naspers in August 

2015 (Business Tech, 2018; Mybroadband, 2018). ShowMax offers their members access to 

various local and international movies and television shows (ShowMax, 2018). Consequently, 

ShowMax has a relative advantage over their competitors within the South African market 

(Channel24, 2016). In 2017, DStv and ShowMax were integrated, which made ShowMax 

available on DStv’s digital platforms (Vermeulen, 2018a). The ShowMax merger with DStv 

enabled the customers with a Premium option to have access to ShowMax free of charge; while 

the customers with the Compact or Compact Plus option will pay R49 per month to gain access 

to ShowMax (Ferreira, 2018). However, ShowMax introduced a new package option – ShowMax 

Pro, which is an expanded version of their original package which includes live football, athletics 

and boxing broadcasting (Mckane, 2020b). This package monthly subscription is R449 or the 

mobile-only streaming option at R225 (Mckane, 2020b). However, when non-DStv users 

subscribe to ShowMax, the monthly subscription fee is R99 per month (ShowMax, 2018). 

ShowMax offers a two-month trial period for first-time subscribers to try out their service and 

features before switching to a paid subscription (Channel24, 2019). 

2.3.3.2.7 YouTube Premium 

YouTube Premium’s journey started in November 2014, and it was initially introduced as Music 

Key. Music Key was an advertisement-free streaming service for music videos from labels 

featured on YouTube and Google Play Music (Aploon, 2019). However, in 2015, the service was 

re-launched as YouTube Red, which then offered subscribers advertisement-free access to all 

the videos on YouTube, and not only to music (Aploon, 2019). In 2018, YouTube Red was 

rebranded and introduced as YouTube Premium, which is bundled with YouTube Music Premium 

(Dalul, 2020).  

YouTube is known as the biggest video-sharing platform available where consumers can view 

free content (Vermeulen, 2019). However, with a premium membership of R71.99 per month, 

members have the added benefits of watching advertisement-free videos, downloading videos to 

watch while offline, having access to the feature of listening to music, videos or podcasts while 

their device’s screen is locked (Aploon, 2019). Furthermore, members will have access to 

YouTube Music Premium and YouTube Originals (Dalul, 2020). YouTube Premium also offers a 

family subscription option for R109.99. This option allows up to six individuals to access the 

account; however, the individuals should be older than 13 years of age and live in the same 

household as the main account holder (Aploon, 2019). A trial period of one month is offered to 
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new users who want to experience the service and features before subscribing (Vermeulen, 

2019). 

2.4 STREAMING SERVICE MARKETING 

The way information is being processed by people is not the only aspect that is evolving. 

Advertising is evolving along with emerging digital options, which, in turn, allow advertisers to 

reach their target audiences in new and creative ways, such as programmatic and addressable 

advertisements (Nielsen, 2016). When it comes to streaming services, there are two types used: 

An ad-supported model and a subscription-based model (Sharma, 2018). 

Advertisement-supported streaming services and subscription-based on-demand services 

became more popular among customers since the Coronavirus pandemic outbreak. As a result 

of the lockdown which imposed bans on public gatherings, individuals shifted to streaming 

services for entertainment purposes (Market research report, 2020).  

2.4.1 Advertisement-supported streaming services 

The material is made available to the user at no monetary cost through advertisement-supported 

on-demand services. This is known as a Freemium business model (Carroni & Paolini, 2017). 

This is where the streaming provider incorporates commercials that will play during a film or in-

between songs (Hatschek & Bassett, 2016). In this way, streaming service providers offer 

advertisers a forum for placing their advertisements (Kokemuller, a.s.). Examples of 

advertisement-supported streaming services that are available in South Africa are ShowMax and 

YouTube. 

By using this business model and providing free content, the streaming service provider can 

attract a large number of subscribers, which, in turn, appeals to advertising companies who want 

to reach a large audience (Kokemuller, a.s.). This becomes a powerful marketing tool, as a great 

deal can be interpreted about the target market’s wants and needs, simply by analysing their 

streamed content choices (Mcintyre, 2015). This offers advertisers the ability to consider their 

target markets in the right way and meet their needs (Walker, 2018). However, advertisements 

should be placed with care, as they create interruptions that could ruin a viewer’s experience 

which would lead to the viewer ending the session prematurely (Walker, 2018). 

When it comes to advertisements on streaming media channels, advertisers must consider their 

strategy carefully (Patricios, 2017). Options such as targeting advertisements based on relevance 
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or product interest, product placement, sponsorships, or the production of original branded 

content are apt considerations (Patricios, 2017). 

2.4.2 Subscription-based streaming services 

The user will pay a monthly fee for subscription-based streaming services, which offers complete 

access to a platform’s catalogue without limitations and without commercials between shows or 

songs (Gopinath, 2020). This business model is the most common amongst streaming service 

providers, as this model helps providers to secure repeat customers (Campbell, 2020).   

Research has shown that subscription-based streaming services have expanded 9 times faster 

than ad-supported streaming services (Peoples, 2017). Streaming service providers who offer 

original content on a continuous basis to their subscribers, create a loyal fan base (Campbell, 

2020). This, in turn, leads to a steady stream of revenue for a certain period of time. Furthermore, 

it makes it easier to up-sell and cross-sell other goods and services to loyal subscribers (Gopinath, 

2020).  

The free-trial period may be used to convince the potential consumer to subscribe to a product or 

service (DesMarais, 2018). This service model also provides streaming providers with direct 

access to consumers, considering that they have insight into their tactical and strategic decisions 

(Gopinath, 2020). Service providers can use these insights to remain aligned with their customers’ 

preferences and to see how they are reacting to their current offers, especially concerning their 

content offers.  

The convenience offered by this business model is a point of attraction amongst consumers, 

especially for those of the Generational Y segment, as they have come to expect personalised 

advertisements (Campbell, 2020). Research has indicated that service offers that make life easier 

and simpler for the consumer are likely to be more successful within Generation Y individuals 

(Campbell, 2020). Furthermore, research done by Smith (2011:5) found that Generation Y 

consumers tend not to return to a website that contained online advertising, which shows that 

they would rather opt to subscribe to a streaming service. 

2.5 GENERATION Y  

Generational research aims to figure out how the average individual varies from one generation 

to another (Twenge & Cambell, 2008:863). Age is one of the most common predictors of 

variances in the attitude and behaviour of a person (Pew Research Centre, 2015). A generational 

is a group of individuals born during a specific period of time and who witness the same historical 
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events. The group also appears to have common principles, beliefs, ideals and systems of belief 

(Downdenr, 2019; Buzza, 2017; Johnston, 2013). The essay by Mannheim (1952) entitled "The 

Problem with Generations", is regarded as a ground-breaking generational study. The goal of the 

essay was to illustrate how life experiences shape and affect the perception and world views of 

people from different social groups, races and geographical boundaries (Espinoza, 2012:16; 

Pilcher, 1994:491). Individuals may not be selective in which generational group they choose to 

belong to (Kowske et al., 2010:266). Marketers prefer to use generational lines to segment their 

market (Bevan-Dye et al., 2012). To separate generational, Markert (2004:21) and Boyle et al. 

(2018) advocate using 20-year intervals. There are five generations currently alive, namely the 

Silent Generation, Baby Boomers, Generation X, Generation Y, as well as Generation Z 

(Wiedmer, 2015:55). The focus group of this study is Generation Y. Since this generation has 

been highly influenced by the technological revolution by the emergence of digital media and the 

internet, this market segment has evolved and became a dominant force in the marketplace 

The term “Generation Y” was coined in the early 1990s and was used in 1993 for the first time in 

an editorial published in a marketing trade journal called Advertising Age (Constantine, 2010:3). 

The goal of using this term was to distinguish this group of individuals from those of Generation 

X. Echo Boomers, Millennials and the Net generation are often referred to as the individuals who 

form part of Generation Y (Schiffman et al., 2012:355; Cudmore et al., 2010:4; Schlitzkus et al., 

2010:108). 

There is a lack in consensus about the exact start and end dates of any given generation (Reeves 

& Oh, 2007:296). Several scholars categorise individuals born in the 1980s as part of Generation 

Y (Robinson, 2018; Olson, 2014; Bolton et al., 2013:246; Markert, 2004:21). However, Knight 

(2014) argues that individuals born in the late 1970s are also members of Generation Y. The 

uncertainty regarding the dates assigned to the different generations causes some confusion as 

to whom Generation Y includes. Market (2004:21), a renowned sociologist, suggests that 

generations should be divided into 20-year cohorts. Therefore, for the purpose of this study, 

Generation Y is defined as individuals born between 1986 and 2005 (Eastman & Lu, 2012:94; 

Markert, 2004:21). Given this definition, in 2020, individuals that form part of Generation Y were 

aged between 15 and 34 years and accounted for 31.5 percent of the world’s population and 35 

percent of the estimated 59,31 million individuals living in South Africa in 2019 (Stats SA, 2019; 

Bloomberg, 2020; Worldometers, 2020).  

Generation Y has several traits that distinguish them from previous generations, as a result of the 

different economic and cultural environments in which they were raised (Levy, 2015; Codrington, 

2008). The individuals of this generation are known to be cause-driven, confident and have 
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created new behavioural standards as they possess dynamic independence and autonomy 

(Williams et al., 2010:9). Individuals within this generation show technological superiority to those 

of previous generations, as they witnessed the arrival of technological growth and development. 

As such, Generation Y is generally referred to as the “connected generation” (Indeed, 2020; 

Wilder et al., 2007:3). These individuals experienced the development of the internet, mobile 

telephones, virtual social networking and 24/7 television access first-hand (Sox et al., 2014:247; 

Weidauer, 2012:18; Schwalbe, 2009:53). Digital access and devices are considered essential 

elements of daily life, which has led these individuals to thrive on technology and its innovations 

(Thompson, 2018; Smith, 2012:86; Weidauer, 2012:18). According to Pew Research Center 

(2019), 78 percent of Generation Y individuals subscribe to home broadband, while 19 percent of 

them are smartphone-only internet users. Furthermore, nine out of ten Generation Y individuals 

own a smartphone, which represents approximately 93 percent of the segment, while 53 percent 

own a tablet (Vogels, 2019). Since 2015, computer usage among Generation Y decreased; they 

typically spend approximately 31 minutes a day using a desktop PC, while mobile internet activity 

increased to approximately 211 minutes daily (Statista, 2019; Dixon, 2018). 

The rapid advancement of technology has accustomed Generation Y individuals to multitasking, 

as they tend to use multiple devices constantly and simultaneously (Kane, 2019; Nahai, 2013). 

According to research, these individuals shift their attention between smartphones, laptops, 

tablets and television approximately 27 times an hour (Kane, 2019). They tend to perform three 

additional activities while watching television, such as browsing the internet, responding to emails, 

texting, social networking or shopping online (Friedman, 2017; Deloitte, 2015). Consequently, 

their senses are being bombarded with brands, individuals and platforms all fighting to capture 

their already divided attention (Nahai, 2013). Therefore, it is essential for marketers to understand 

the segment’s unique characteristics, as it will provide them with a solid foundation for developing 

effective brand communication and marketing strategies (Howell, 2012). This generation’s unique 

pattern of characteristics, motivators and expectations influence their responsiveness to 

marketing strategies (Benckendorff & Moscardo, 2010:45; Hawkins & Mothersbaugh, 2010:132). 

Generation Y individuals tend to be more responsive to digital marketing than to traditional media 

channels (Mcintosh, 2015; KPMG, 2015:18). In terms of social media usage amongst Generation 

Y individuals, the applications they spend the most time on are Facebook Mobile, Instagram and 

Twitter (Patel, 2017; Spencer, 2009). Marketers need to keep their strategies relevant and 

engaging across a variety of applications, as Generation Y absorbs and interacts with information 

differently across various platforms (DesMarais, 2018). Marketers can boost their marketing 

campaigns by targeting the Generation Y segment by means of engaging videos focusing on the 
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need and reward of owning a particular product (Fishback, 2019). Generation Y individuals tend 

research a product before they purchase it, which is a reason that marketers should create 

advertisements that demonstrate the functionality of a product (Taylor, 2020). The use of 

testimonials or reviews from previous customers is beneficial, as Generation Y individuals are 

persuadable by information that guides them to make good decisions (Taylor, 2020). This 

generation tends to share their consumption-related experiences on digital platforms on a regular 

basis, enabling their peers to make informed purchase decisions (Gailewicz, 2014). This 

generation values customer opinions rather than company generated content when it comes to 

marketing (KPMG, 2015:18; Smith, 2012:86).   

Companies should shift their focus on selling their purpose to Generation Y and not only their 

product (DesMarais, 2018). This generation is not focused on the features and benefits of a 

product as much as wanting to know how companies contribute to improving the world (Kulkarni, 

2018). Approximately 37 percent of Generation Y individuals are willing to purchase a product 

that supports a cause that they believe in (Patel, 2017).  

Generation Y is considered to be the ideal target market for streaming service providers to 

approach. Historically speaking, Generation Y is considered to be the first digitally connected 

generation. Using technology comes naturally to this generation and it is seen as an integral part 

of their lives (Barton et al., 2012:4; Taylor & Keeter, 2010:1). Furthermore, they are accustomed 

to getting what they want, when and where they want it (Pollak, 2014). This is exactly what 

streaming services offer subscribers - the power to choose what they want to watch and listen to, 

at any given time (Shilts, 2017). The personalised features and convenience of streaming services 

are relative advantages over cable television, as this generation responds well to personalised 

messages and services; it makes them feel special, which is a major factor of persuasion in terms 

of their preferences (Smith, 2011:6; Marketing Breakthroughs Inc. 2008). 

2.6 SERVICE MARKETING 

Services can be defined as economic activities that add value and provide benefits to consumers 

at a specific time and place. The activity may be linked to a physical product, although the 

performance is primarily intangible and does not usually result in ownership of any of the variables 

(Wirtz et al., 2016:24). Streaming is thus classified as a service since the consumer can consume 

television shows, movies, music and podcasts online without having to download or own the DVD 

or CD (Collins Dictionary, 2021). Furthermore, service definitions are frequently referenced to and 

based on specific features of a service itself. These features include intangibility, perceived 

purchase risk, inseparability, perishability, as well as variability (Homburg et al., 2013:354). All of 
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the above mentioned characteristics relate to streaming services. The output of the video 

streaming service is intangible, as the user consumes the service for entertainment purposes 

(Homburg et al., 2013:355). The term inseparability refers to the fact that the user cannot access 

the service without logging into the platform of the service provider. Furthermore, time is a 

significant factor for services as the quality of the service can usually only be assessed after the 

delivery, which also pertains to the perceived risk associated with the purchase the service (Kotler 

& Armstrong, 2014: 260). Moreover, perishability is directly related to the user agreement of the 

service as well as the consumers' choice of how the content is intended to be used, namely if the 

desired entertainment content is supposed to be purchased, rented or consumed within an 

advertisement-supported or subscription-based option.   

Customer satisfaction is the basic foundation when defining service quality since quality is 

perceived by consumers and, if it surpasses consumer perceptions, it results in profitability (Seth 

et al., 2005). The degree of difference between perceived quality and expectations is defined as 

service quality (Akbar & Parvez, 2009). If the perceived quality of the consumer matches the 

intended quality, the service quality will be good, resulting in satisfied consumers (Palmer, 2014). 

However, if the perceived quality is not as per a consumer’s expectation, the consumer will 

develop a negative attitude towards the service, which will result in possible customer loss 

(Palmer, 2014). Previous research studies found that there is a positive relationship between 

service quality and customer satisfaction (Mahapatra & Shekhar, 2014; Cronin et al., 2000). 

Therefore, it is essential for service providers to improve their service quality. This can be done 

by focusing on the reliability of their service offering and by providing services timeously to the 

consumer (Shah et al., 2017:10). Generation Y consumers expect the service providers’ 

performance to be consistent and dependable (Palmer, 2014). The consumer evaluates the 

service performance with the desired performance, which leads to whether they will consider the 

service to be useful and valuable, or not (Aksoy & Basaran, 2017:2). If the consumer finds the 

service useful and valuable, it will lead to customer satisfaction, which will lead to 

adoption/subscribe to the service (Joaquim, 2016).  

2.7 CONCLUSION  

Music and television had been examined by providing a brief overview of the history and evolution 

thereof in this chapter. On-demand streaming services were discussed as the modern method of 

entertainment. The history, landscape, and marketing of streaming services were explained.  The 

on-demand streaming services that are available in South Africa were discussed according to 

their launch dates, features and costs. The consumer behaviour characteristics of the study’s 
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target population, Generation Y consumers, were then discussed, and the chapter concluded with 

a discussion of service marketing.  

The next chapter focuses on important marketing aspects such as consumer behaviour with the 

focus on the consumer decision making process, the factors influencing that process, and the 

marketing mix and e-marketing mix. The chapter will end with the description of different 

technology adoption theories and the antecedents of attitude towards adoption of streaming 

services. 
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CHAPTER 3 
CONSUMER BEHAVIOUR AND STREAMING SERVICES 

3.1 INTRODUCTION 

Marketers and retailers need to understand the psychology behind consumer behaviour to enable 

them to make more informed choices, especially in the online context (Martinez-Ruiz & Moser, 

2019; Lake, 2009:10). Consumer responses are no longer solely reliant on the physical 

environment and traditional offline marketing strategies. New technology brought about new 

variables such as the interface by which consumers communicate and the way that products and 

services are marketed and presented online (Martinez-Ruiz & Moser, 2019). By understanding 

consumer behaviour, within the online context, marketing strategies based on this knowledge can 

lead to an increase in bottom-line sales, reduce consumer acquisition costs and increase 

customer loyalty and profitability (Lake, 2009:1). For this reason, the aspect of understanding 

consumer behaviour is an important aspect of marketing management.  

Chapter 3 reviews consumer behaviour, which is a complex, unsystematic and continuous 

process (Mothersbaugh & Hawkins, 2016:24). This process leads consumers to choose the best 

product and service that will satisfy their needs and preferences, and is affected by various 

internal and external factors (Hawkins & Mothersbaugh, 2013:24). Moreover, in this chapter, the 

e-marketing mix is covered (Section 3.3.3). It is described as a combination of efforts that include 

developing and customising marketing systems in virtual spaces. This topic ties in with the 

discussion of the various technology and media adoption theories and models pertaining to 

consumers’ adoption of innovations, particularly those of a technological nature such as 

streaming services (Section 3.4). Furthermore, the antecedents influencing adult Generation Y 

consumers’ perceived value of and intentions to adopt streaming services in the South African 

market are specified in accordance with the theoretical objectives that were formulated in 

Chapter 1 (Section 3.5).   

3.2 CONSUMER BEHAVIOUR 

The marketing concept is a philosophy that makes consumers and their needs the focal point of 

all business activities (Drucker, 1974). Marketing is defined as a process by which businesses 

generate value by means of communicating, providing and exchanging products or services and 

building strong relationships with consumers in order to gain monetary compensation from the 

them in return (Kotler & Armstrong, 2016:4). When marketers understand consumer behaviour, 

in terms of why and how individuals participate in certain activities, it contributes to the marketers’ 

comprehension of the products or services that the consumers value (Ogbeide, 2015:335; Hoyer 
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et al., 2013:14). Consumer behaviour refers to a process through which consumers satisfy their 

needs by searching, purchasing, using and disposing of goods and services (Business Dictionary, 

2020; Vijayalakshmi & Mahalakshmi, 2013:15267). In addition, The American Marketing 

Association (AMA) describes consumer behaviour as the complex interaction of cognition, 

behaviour and environmental events by which consumers conduct an exchange with different 

social as well as psychological variables at play (Bennett, 1995). Therefore, consumer behaviour 

can be described as a process that consumers experience when they purchase goods or services, 

which comprises factors that influence their decisions. As for numerous products and services, 

the decision to purchase is the outcome of a long comprehensive process that might comprise an 

extensive information search, brands comparison, as well as evaluation (Stankevich, 2017:9).  

The success of marketers’ influence on purchasing behaviour depends on how extensive their 

understanding is of consumer behaviour. Therefore, marketers need to recognise the specific 

wants and needs that customers are trying to satisfy, and how they reform it into purchase 

attributes (Lautiainen, 2015:6). Moreover, they need to know how consumers collect information 

regarding the available alternatives and how they use the information to select between the 

different brands (Stankevich, 2017:9; Belch & Belch, 2009). 

“All marketing decisions are based on assumptions and knowledge of consumer behaviour” 

(Hawkins et al., 2007). It is essential and valuable for marketers to fully understand consumer 

behaviour as it will assist them to successfully target customers with their marketing strategies, 

to improve products and services and to understand how customers perceive their products 

versus their competitors’ products (Lautiainen, 2015:18). Thus, the knowledge of consumers’ 

buying behaviour clarifies the psychology of why consumers choose a specific product, which 

brands they like and from which kind of stores they shop (Karafakioglu, 2012). However, it also 

shows how consumers are influenced by factors within their environment, such as culture, family 

and media (Stankevic, 2017:9). Furthermore, consumers’ motivation and decision strategies tend 

to differ between product categories. As a result, marketers can develop and improve their 

marketing strategies to reach their potential consumers more effectively, which will provide value 

and customer satisfaction, create a competitive advantage and enhance the value of the 

organisation. The consumer decision-making process will be discussed in the succeeding section.  

3.2.1 Consumer decision-making process 

One aim of marketing is to reach consumers at a pivotal moment in their decision-making process 

(Stankevich, 2017:8). Jansen & Schuster (2011:3) suggest that this moment, also known as 

touchpoints, can be referred to through the metaphor of a “funnel”. Generally, consumers will start 
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with a variety of potential brands in mind; this will be the wide end of the funnel. As consumers 

are targeted by marketing campaigns, they are led to systematically reduce the number of brand 

options as they move through the funnel until they emerge with the chosen brand which they 

purchase (Stankevich, 2017:8; Jansen & Schuster, 2011:3). The funnel theory falls short in 

capturing all the touchpoints and key buying factors, as a result of the widespread product choices 

and digital channels available, along with the rise of selective and well-informed consumers 

(Subramanian, 2016:29). A more refined approach, which is less linear and more complex than 

the funnel theory, is required to assist marketers to direct this environment. Consequently, the 

traditional model of decision making (Engel et al., 1968) is a good starting point to gain a better 

understanding of consumer behaviour. Several decision-making models have been developed 

(Belch & Belch, 2009; Court et al., 2009; McKinsey & Company 2009; Armano, 2007; Solomon 

et al., 2006; Smith & Rupp, 2003). Stankevich (2017:13) suggests that the traditional model of 

decision-making forms the basis of several other models and bears relevance to modern 

consumer behaviour is undeniable. 

3.2.1.1 Traditional model of decision-making 

The consumer decision-making process is based on the consumer behaviour model which is 

defined as an intellectual process that consumers utilise to determine the mental and physical 

activities required to reduce tension caused by an unsatisfied need or want (Parumasur & 

Roberts-Lombard, 2013:250). The model indicates that the stages are chronological and 

repetitive, implying that customers follow all stages in every purchase decision that they make 

(Joubert et al., 2013:124).  However, Lombardo (2017) argues that the process is not linear and 

that customers frequently skip or reverse some of the stages. Consumers’ behaviour in this regard 

is determined by the product type, the current purchasing stage as well as the financial status of 

the consumer (Stankevich, 2017).  

The traditional model is beneficial for marketers as it assists them in making marketing decisions 

by encouraging them to understand and consider consumers’ entire buying process rather than 

only the purchase decision (Johnston, 2016). It enables the marketer to formulate and align 

appropriate sales strategies in order to guide consumers through the process (Stankevich, 2017). 

Figure 3-1 illustrates the traditional consumer decision-making model (Engel et al., 1968). This 

model is considered one of the key consumer behaviour theories and it is commonly used by 

researchers as it provides a basic paradigm that systematically explains the steps of how 

consumers process information (Ashman et al., 2015). The model comprises five stages: problem 
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recognition, information search, alternatives evaluation, purchase decision and post-purchase 

decision evaluation (Mothersbaugh & Hawkins, 2016:25; Ashman et al., 2015).  

 

Figure 3-1: Traditional consumer decision-making model (Engel et al., 1968) 

Stage 1: Problem recognition 

When consumers face a disparity between their actual state and their desired state, it is 

recognised as a need (Joubert et al., 2013:126). Furthermore, awareness of a need is induced 

by either an internal or external stimuli that is revealed to a consumer. Internal stimuli refer to 

experiences encountered by the consumer; for example, the urge to watch a popular television 

show or film (Bernstein, 2017:57). External stimuli refer to the influence of an outside source, like 

an advertisement, promotion or review on social media about a certain television show or movie 

(Bernstein, 2017:57). 

Marketing managers are able to incite consumers’ wants through advanced advertising 

techniques, such as personalised promotion strategies (Lombardo, 2017). A want is something 

that emerges when an individual has an unsatisfied need and establishes that a particular product 

or service can meet it (Stankevich, 2017:10). The purchasing of a product or service will not take 

place without need recognition (Johnston, 2016). Moreover, identification of a problem is a 

repeated psychological mechanism because consumer needs are not constrained (Dudovskiy, 

2013). Therefore, the consumer’s objective is to fulfil the need, want or desire by gathering the 

required information (Hawkins & Mothersbaugh, 2010:519-520). Marketers must therefore create 

an extensive marketing strategy to build brand awareness as well as recognition to enable 

consumers to become acquainted with and to trust their brand.  

Consumers indicated that they have a need to watch content online at any given time, anywhere, 

which is not provided by the traditional cable television companies. The streaming service 

providers identified the gap in the market for more personalised on-demand viewing and began 

to capitalise on it. Streaming service providers offer the consumer various content which is 
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accessible on multiple devices, anytime and anywhere, as long as they have access to the 

internet (Maynard, 2014). 

Stage 2: Information search  

Information search is the second stage within the decision-making process, also known as the 

pre-purchase search phase (Schiffman & Kanuk, 2014:415). This stage serves to examine the 

market for relevant knowledge about the services available and their alternatives in order for the 

consumer to make the best choice in satisfying a need (Solomon, 2017:340). In addition, a 

consumer may conduct a search for information internally, externally or both. An internal 

information search usually happens in the consumers' long-term memory, to determine whether 

there is a possible solution that already exists (Hawkins & Mothersbaugh, 2010:520-521). 

Generally, this is the knowledge that the individual already has on the product and service, 

gathered by past experiences or marketing programs that created “top of mind” awareness of the 

product or service (Millwood, 2020; USC, 2018).  

However, if the consumer does not have any prior experiences with the product or services, the 

consumer has to conduct extensive research externally in order to make an informed decision 

(Akinbobola, 2014:72).  An external information search can be classified into two types. The first 

type is marketing-controlled information, which is information that comes from promotion and 

advertising that may be accessible to the market. The second type is known as non-marketing-

controlled information which refers to consumer-generated content; this is information gathered 

from family or friends’ feedback or reviews about their experiences with the service (Stankevich, 

2017). The degree to which consumers conduct external searches will depend on their perceived 

risk, the number of competitors in the market, the differences between the alternatives available 

and the level of interest in the streaming service (USC, 2018). As early as the information search 

stage, consumers consider the possible risks involved in subscribing to a service that they believe 

will fulfil their needs, in order to avoid making a wrong decision. It is common for consumers to 

extend their search and consider alternative options when the perceived risks of subscription 

services increases (Akinbobola, 2014:73). This is done by assessing the advantages and 

disadvantages of subscribing to the service (Flekel, 2013). The main aim of the marketer is to 

present their products or service in a manner which reassures the potential consumer of the value 

of the purchase. Marketers should encourage consumers to sign up for a trial period to test the 

service, as this will influence the process (Stankevich, 2017). 
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Stage 3: Evaluating alternatives 

Evaluation of alternatives is the third stage and most significant stage in the consumer decision-

making process (Kanchan, 2017; Dudovskiy, 2013). The comparison of alternatives takes place 

after the consumer has gathered the necessary product or service information and other possible 

alternatives, in order to make a well-educated decision by evaluating all the available solutions. 

These alternatives are compared against certain criteria and categorised into different sets 

(Stankevich, 2017). 

The first set they make use of is a list of products or services that the consumer is considering 

and from which a selection is to be made, also known as the evoked data set. The products and 

services are then compared and evaluated by means of parameters (Schiffman & Kanuk, 

2014:418). The consumer can base the comparison and evaluation on the product or service’s 

price, quality, attributes, availability along with features that the consumer considers to be 

important (Dudovskiy, 2013; Flekel, 2013). Subsequently, the products and services that are 

excluded based on their inadequacy are categorised into the inept set (Hawkins & Mothersbaugh, 

2013:513). The products and services that lack the ability to provide advantages or benefits 

perceived as important to the consumer are categorised into the inert data set (Hoyer et al., 

2013:219). The final set known as the choice set, is the set on which the consumer bases their 

final purchasing decision (Kanev, 2016). 

This stage is influenced by the consumers’ attitude and level of involvement with the service or 

offering. Consumers with a positive attitude and high level of involvement are more likely to 

assess numerous services and offerings, whereas consumers who have a negative attitude and 

low level of involvement are more likely to evaluate only one or two brands (Johnston, 2016). In 

terms of streaming services, consumers will evaluate the various service providers based on their 

own parameters. This could include, amongst other things, price, content variety and device 

compatibility (Timmermann, 2020). 

Stage 4: Selection and purchasing  

The fourth stage of consumer decision-making is known as the selection and purchase stage.  

Thus far, the consumer has recognised a need, gathered information about the relevant service, 

evaluated all the possible alternatives, and now will choose the most suitable service and make 

the purchase or subscription (Dudovskiy, 2013; Joubert et al., 2013:132). However, over the 

decades, the process of obtaining products has evolved to the extent where the retail landscape 

no longer restricts consumers to in-store shopping but enables them to purchase products or 

subscribe to services online; this is known as e-commerce (Mothersbaugh & Hawkins, 2016:584).  
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There are interchangeable product purchasing platforms that consumers use, such as in-store, 

online, or a combination thereof; and there are various kinds of purchases that consumers make, 

namely trial purchases, repeat purchases and long-term commitment purchases (Schiffman et 

al., 2012:83).  

Schiffman and Kanuk (2014:429) suggest that a trial purchase is part of the investigative process 

of consumers’ buying behaviour where the consumer typically purchases the product in small 

quantity for the first time. The consumer’s purpose is to evaluate the product through direct usage 

as the product is still unfamiliar to them. In the case that consumers find the product or service to 

be satisfactory, repeat purchase is inevitable; that is, the consumer will buy the product more 

regularly and in bigger quantities (Schiffman et al., 2012:83). Most of the streaming services offer 

consumers the option to try the service on a trial basis to convince them to make more of a 

commitment by subscribing to the service. Long-term commitment purchases refer to situations 

where consumers want to purchase durable goods, in particular technological devices and 

electrical appliances, but a trial purchase is not possible and the consumers have to make a long-

term commitment purchase, whether voluntary or enforced (Jones, 2014). Therefore, directly after 

the consumer purchased and used the product, the consumer will know if the correct decision 

was made (Jones, 2014). Consequently, the product or service is assessed as part of the post-

purchase evaluation processes. 

Stage 5: Post-purchase behaviour 

Once the consumers purchase a product, post-purchase evaluation and satisfaction take effect 

(Mothersbaugh & Hawkins, 2016:621). The satisfaction level can be determined according to the 

consumers’ expectations of the product. According to Schiffman et al. (2012:85), the degree of 

post-purchase evaluation by consumers relates to the importance of the product chosen, 

accompanied by the level of satisfaction experienced by using the product. Furthermore, 

Bernstein (2017:60) states that there are two main theories that explain whether consumers will 

be satisfied with a performance, namely the expectations performance theory and the cognitive 

dissonance theory.  

Performance theory satisfaction is a function of the consumer’s expectations and the perceived 

outcome (Bernstein, 2017:60). A customer’s product evaluation can yield three possible 

outcomes: satisfaction, neutrality, or dissatisfaction (Schiffman et al., 2010:498). The consumer 

will experience neutrality towards the product as the outcome corresponds with their perceived 

expectations. If the outcome is below the consumer's perceived expectation, the feeling of 

dissatisfaction will emerge. When the outcome exceeds the customers’ perceived expectation, 
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the consumer will experience satisfaction (Schiffman & Kanuk, 2014:429; Cadotte et al., 1987). 

Therefore, this stage is vital for any organisation and its marketing department, as this is generally 

where consumers decide to re-purchase the product or to opt for alternatives. As such, marketers 

should make sure that they do not make promises which they cannot deliver (Bernstein, 2017:60). 

If a product or service either surpasses or meets customers' perceived expectations, consumers 

are likely to purchase or subscribe to the service again. Conversely, when a product or service 

performs below customers' perceived expectations, consumers will search for more suitable 

alternatives (Dudovskiy, 2013; Schiffman et al., 2012:85). 

When it comes to the theory of cognitive dissonance, Bernstein (2017:60) states that by making 

a choice, one has to give up something; this leaves the consumer in a state of cognitive 

dissonance. Consequently, cognitive dissonance has good and bad aspects. By making one 

choice, you also have to make a choice of rejecting the alternative and the possibility of enjoying 

the unchosen advantages. Therefore, accepting the chosen one’s disadvantages (McLeod, 

2018). Consumers who experience cognitive dissonance may respond in one of two ways: either 

they will not re-purchase or they will seek additional information by way of critic’s reviews or 

explanations, for the assurance that they made a good decision (Cherry, 2020). Marketers should 

focus on reducing post-purchase dissonance and reassuring customers about their purchase.  

Therefore, during the last stage of the consumer decision process, it is essential for organisations 

to focus on customer satisfaction, irrespective of the outcome of the product or service. 

Organisations should encourage consumers to give feedback through reviews, word-of-mouth or 

social media networks. Feedback from an unsatisfied customer can serve to raise awareness 

about a problem which could lead to the solution thereof, while positive feedback can serve to 

increase the credibility of an organisation (Smith, 2017; Johnston, 2016). One excellent consumer 

experience could lead to a consumer becoming brand loyal and, possibly, an endorser for the 

brand and the organisation (Flekel, 2013). Therefore, Yarnold (2015) recommends that 

organisations establish long-term relationships with customers after the purchase stage, as this 

will lead to organisations providing exceptional products and services to their customers causing 

the organisation to benefit from it as well. Streaming service providers can connect to their clients 

through social media by creating pages or groups dedicated to the streaming service. These 

pages or groups act as a forum where consumers interact with one another about the service. 

This can also be a good source to identify suggestions for possible improvements to apply to the 

streaming service. 

Cognitive psychology theories imply that, in relation to the consumer's decision-making, individual 

decisions are made based on the following sub-components: values, desires, opinions, 
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information, and evaluation. For this reason, consumers in similar situations will make different 

decisions (Infobytes, 2016). There are additional factors have an impact on the consumer 

decision-making process (Hawkins & Mothersbaugh, 2013:25). The following section will discuss 

these factors. 

3.2.2 Factors influencing consumer decision-making 

Consumers’ buying decisions are influenced by cultural, social, personal and psychological 

characteristics (Rani, 2014:54; Kotler & Armstrong, 2010:161). Once marketers are able to 

identify and understand the factors that influence the purchasing behaviour of consumers, they 

have the advantage of developing a marketing strategy based on the needs and reasoning of 

their target consumers (Rani, 2014:53). Marketers can predict possible future purchase behaviour 

by studying previous consumer behaviour (Lautiainen, 2015:6). 

3.2.2.1 Cultural factors 

Cultural factors comprise culture, subculture, and social classes. These factors result from the 

experiences which individuals have throughout their lives which, in turn, influence their consumer 

behaviour. 

3.2.2.1.1 Culture 

The most fundamental determinant of the wants and behaviour of an individual is their culture 

(Kotler & Armstrong, 2018:160). Culture is characterised by anthropologists as learned and 

shared concepts, values or beliefs, otherwise considered as an adaptive system (Lyman, 2008). 

Kotler and Armstrong (2018:161) agree with this statement by describing culture as a set of 

fundamental values, perceptions, desires, and behaviours that an individual learns from family, 

friends, their cultural background, or society. 

In consumer behaviour, culture refers to the beliefs, concepts and other symbols that enable 

individuals to interpret, communicate and identify as members of a particular society (Blackwell 

et al., 2001:85). Therefore, it is important for marketers to understand their target market’s culture, 

as cultural influences on buying behaviour differ between ethnic groups, regions or countries 

(Shavitt & Barnes, 2018). Failing to understand differences such as local interpretations of words 

or the associations that a cultures have with specific colours and images, may result in ineffective 

marketing (Kotler & Armstrong, 2018:160). Cultures tend to create barriers within which 

individuals think and act (Lawan & Zanna, 2013:520).  Furthermore, marketers should be on the 
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lookout for cultural shifts as well and adapt their product or service offerings in order to be in line 

with what their target market wants (Rani, 2014:54).  

3.2.2.1.2 Subculture  

Every culture encompasses smaller subcultures or communities with similar value systems, which 

are based on general life experiences and circumstances that can influence the way consumers 

behave (Kotler & Armstrong, 2018:161). Therefore, subcultures are smaller segments within a 

large, complex society and are formed according to characteristics such as age, religion, 

language, ethnic group, geographical regions, apart from nationality, gender, occupation and 

social class standing (Schiffman & Kanuk, 2014:328; Parumasur & Roberts-Lombard, 2013:78; 

Schiffman et al., 2010:393). 

It is necessary for marketers to do research on the different subcultures as it will enable the 

marketer to understand their distinctive beliefs, values and customs that distinguish them from 

the larger, more homogeneous society (Pleasant, 2016:1). Research done by Zhou et al. (2010) 

examined the buying behaviour of two geographical subcultures, inland versus coastal line, and 

found that individuals living inland are more conservative and satisfied-with-life; while those who 

lived on the coastal lines are more creative and individualistic. The study concluded that despite 

there being similarities between the two communities, the marketing strategy towards these two 

subcultures had to be adapted accordingly in order to achieve optimal results from advertising 

attempts.  

Furthermore, Recabarren et al. (2008) stress the importance of accommodating different 

subcultures with respect to online shopping and recommend that websites should demonstrate a 

high degree of accessibility for all of their resident subcultures, those with internet and technology 

expertise and those with less experience. The motivation is that it will enable these groups to find, 

understand and use the information and thus take their place as equal players in the system, 

rather than being excluded because of their inability to participate (Recabarren et al., 2008:2919). 

3.2.2.1.3 Social class 

It is noted that social classes are not determined by one single factor but are measured by various 

factors such as occupation, income, education, wealth and other variables that can influence 

buyer behaviour (Kotler and Armstrong, 2010:164). Members of a specific social class share 

similar beliefs and ways of thinking, talking and behaving (Abraham, 2011:3). Consumers thus 

associate more with individuals of their own social class, such that each class has about the same 

beliefs and behavioural habits (Gherasim, 2013:5). Marketers are interested in social class 
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because this concept grants them insight and access to a group of individuals who demonstrate 

similar buying behaviour. That is, distinct product and brand preferences can be inferred, 

especially in markets such as clothing, leisure activities and cars (Kotler & Armstrong, 2018:162). 

Social class has an influence on consumer behaviour that is rooted in individuals as early as their 

childhoods. The argument for this is that children start to learn behaviours and adopt their family 

lifestyle patterns, which are characteristics that are based on their family’s social status (Durmaz 

& Tasdemir, 2014:189). Young individuals from higher social classes tend to have a stronger 

brand preference and are more likely to search for information on the product or service prior 

making a purchasing decision (Moschis & Moore, 1979:104). This group tends to be more 

confident in their shopping ability and, consequently, is likely to try new stores and ways to shop 

(Engel et al., 1990: 141). Chocarro et al. (2013) support this statement, by confirming that 

individuals from a higher social class positively intend to shop online, which is what creates a gap 

in purchasing online behaviour between the different social classes. 

3.2.2.2 Social factors 

Social factors refer to the individuals who influence the consumer. These individuals could take 

the form of family, friends, acquaintances or any person whose opinions are valuable to the 

consumer. Therefore, social factors comprise groups and social networks, family and role as well 

as status (Perreau, 2014). 

3.2.2.2.1 Groups and social networks 

The behaviour of individuals is influenced by small groups known as the membership group and 

the reference group. Membership groups are groups to whom individuals belong and these 

groups have a direct influence on the individual. Reference groups, are groups that only serve as 

a reference when an individual’s self-image and behaviours are being formed (Kotler & 

Armstrong, 2018:164). In an online environment, reference groups come in the form of virtual 

communities which comprise discussion groups on a website or on social networking platforms 

and have the same effect as traditional groups (Chaudhary, 2018:141). Online social networks 

are described as online communities that individuals with a common interests use to socialise 

and to exchange information and opinions (Kotler & Armstrong, 2010:167). Furthermore, social 

networking has an important impact on organisations from a marketing perspective, as consumers 

rely on online social networks to obtain information to support their decisions (Heidemann et al., 

2012:3869-3871; Pookulangara & Koesler, 2011:349). 
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3.2.2.2.2 Family  

First impressions about brands and products as well as consumer preferences are created by 

family. Consumers who, when they were young, created brand preferences will make these same 

brand choices in adult life, sometimes without realising that these selections were influenced by 

their families (Lautianinen, 2015:7). In a traditional shopping environment, the opinions shared by 

friends and family through word-of-mouth have an influence on consumers’ buying behaviour 

(Javadi et al., 2012; Guo et al., 2012; Gibson, 2010). It is vital for marketers to know who in the 

family decides to purchase the product or service in order to effectively impact consumer 

behaviour in a household (Kruger & Byker, 2015; Burnett 2008:81). Furthermore, Shrivastava and 

Lanjewar (2011:24-29) suggest that the opinions of family and friends also influences a 

consumer’s online buying behaviour. 

3.2.2.2.3 Roles and status 

Individuals belong to different communities, clubs or associations, and they are expected to take 

on certain roles within each of these groups (Kotler & Armstrong, 2010:170). The term “status” is 

relative to the various social classes, so each role represented within a particular group has a 

status assigned to it that affects the buying actions of individuals (Chaudhary, 2018:142). 

Consequently, individuals tend to act according to what they consider to match the specific role 

and select a product and brand that reflects on their social role and status (Lautiainen, 2015:7). 

In the online environment, the role and status an individual portrays determines whether the 

individual would prefer online shopping over traditional retail shopping, as individuals with 

important roles and high status intend to shop online 3.2.5(Shrivastava & Lanjewar, 2011:25). 

3.2.2.3 Personal factors 

Personal factors contribute to consumer behaviour as they are unavoidable and ever-changing 

throughout a consumer’s life span. The important personal factors that influence a consumer’s 

purchasing behaviour are age and life-cycle stage, occupation, economic situation, lifestyles and 

personality and self-concept (Ramya & Ali, 2016). These factors are described below.   

3.2.2.3.1 Age and life-cycle stage  

As individuals progress through their life-cycle, their needs change accordingly and this influences 

their purchasing behaviour. Therefore, age is classified as a personal dimension of consumer 

characteristics that influences an individual’s online purchase intentions (Oke et al., 2016:43). 

Since the older generations have occasional interaction with the internet and computers, they are 
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not likely to do their shopping online. However, the opposite is true for younger generations, as 

they have a greater interest in using technology to obtain information and to evaluate available 

alternatives. 

3.2.2.3.2 Occupation  

Occupation influences the type of products an individual purchase as income plays a vital role in 

a consumers purchasing behaviour (Kotler & Armstrong, 2010:171). This affirms that lifestyles 

and purchasing considerations differ widely according to the nature of occupations (Oke et al., 

2016:45); for example, individuals with a higher household income have a more positive attitude 

towards online shopping. Marketers should design marketing strategies that suit the buying 

motives and preferences of different occupational groups (Ramya & Ali, 2016). 

3.2.2.3.3 Economic situation  

An individual’s economic situation at any particular time has an impact on their purchasing 

behaviour (Hussian, 2015; 10). Individuals tend to be more price-sensitive in a recession than 

when the economy is prospering, as their livelihoods are directly affected by the state of the 

economy (Ramya & Ali, 2016).   

Since information is easily accessible on the internet, certain economic situations might positively 

influence consumers to partake in online shopping and information gathering. When in a 

recession, consumers could embrace the advantages of online shopping by searching for the 

best deal which would require less effort and be more cost-efficient than the same attempt in an 

offline environment.  

3.2.2.3.4 Lifestyles 

The term lifestyle refers to an individual’s pattern of living as expressed in their psychographics 

(Hussain, 2015:10), which involves assessing an individual’s activities, interests, and opinions 

(Oke et al., 2016:45). In a traditional environment, it is difficult for individuals to follow the latest 

trends. However, this becomes a simplistic task in an online environment which effectively 

changes consumers’ lifestyles. A lifestyle-change for an individual in the online context are likely 

to be more relaxing by making it easier to get the product you are looking for by browsing 

numerous alternatives instantaneously (Kotler & Armstrong, 2010:171). 
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3.2.2.3.5 Personality and self-concept 

Personality can be defined as the unique psychological characteristics that guide consistent and 

lasting responses of an individual to their environment and include traits like self-confidence, 

sociability, aggressiveness, defensiveness, adaptability and more (Kotler & Armstrong, 

2010:172). Psychological resemblances can be drawn between the individual’s personality and 

certain brands, as well as how individuals perceive themselves using these branded products 

(Kotler & Armstrong, 2010:172). The statement “we are what we have” suggests that an 

individual’s personality can be determined by observing the type of products and brands that they 

use. However, in an online context, individuals experience a level of comfort which is unmatched 

in the offline world. Individuals who find social interaction when shopping unfavourable tend to 

prefer online shopping (Chocarro et al., 2013:8). 

3.2.2.4 Psychological factors  

An individual’s buying decisions are generally influenced by four psychological factors, namely 

motivation, perception, learning as well as beliefs and attitudes (Ramya & Ali, 2016; Kotler & 

Armstrong, 2010:172). 

3.2.2.4.1 Motivation  

Individuals have different needs at different phases during the course of their lives (Hussian, 

2015:11). The term ‘motive’ is defined by Kotler and Armstrong (2010:172) as a need which 

encourages and directs the individual to pursue satisfaction. Sigmund Freud (1901) suggests in 

his book “The Psycopathology of Everyday Life”, that certain needs are born at some point in a 

person’s life and even if the person suppresses that need, subconsciously that need will become 

stronger (Kotler & Armstrong, 2010:173). A person could be motivated to purchase a certain item 

more by his/her subconscious than they would know.  

3.2.2.4.2 Perception  

Perception is defined as a process by which individuals select, organise and interpret information 

into a meaningful form (Kotler & Armstrong, 2010:174). Therefore, the way in which a consumer 

perceives something is not necessarily a true reflection of how it is in reality. Every individual 

selects, organises and interprets information differently.  

This is assumed to be true for online consumers as Koo and Lee (2011:1749) suggest that 

customers might be enthusiastically or anxiously provoked because of their judgements based 

on the environmental stimuli. In an online context environmental stimuli refers to website-related 
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concepts such as layout, navigational capabilities and the structure of information (Koo & Lee, 

2011:1742).  

The level of control the consumer has over the environmental stimuli is a fundamental difference 

between online and offline consumption. Koo and Lee (2011:1748) found that consumers were 

not easily tensely (negatively) provoked in an online environment in comparison to an offline 

setting because they had better control over the online environment. Chocarro et al. (2013) report 

that well-organised websites with a simple and understandable purchase process and 

navigational capabilities affected both the intent and actual online purchases (Chocarro et al., 

2013; Montoya-Weiss et al., 2003; Lociacono et al., 2002; Nicholson et al., 2002).  

3.2.2.4.3 Learning 

According to Solomon et al. (2013:261), learning indicates that experiences accumulated over 

time result into a permanent change in an individual’s behaviour. Learning is perceived as a 

repetitive process where an individual’s experiences of his/her actions today, become the 

foundation of their educated judgements tomorrow. 

The majority of a consumer’s values, attitudes, preferences, symbolic meanings, feelings, 

behaviours and mannerisms are acquired through the process of learning (Mothersbaugh & 

Hawkins, 2016:314). Peter and Olson (2010:57-58,221) state that there are two categories of 

learning, namely cognitive learning and vicarious learning. Cognitive learning refers to the 

process where consumers interpret information from sources such as mass media or personal 

references, and subsequently create new meaning. Vicarious learning refers to the process where 

consumers learn while observing other individuals’ behaviour along with the consequences of that 

particular observed behaviour. Hence, marketers believe that vicarious role models influence 

consumers’ decision making along with consequent buying behaviour (De Run et al., 2010:70). 

Therefore, consumers tend to observe their role models’ behaviour as they are perceived to have 

captivating characteristics such as appearance, social standing, accomplishments and skills 

(Castelino, 2008). However, Kotler and Armstrong (2010:175) advocate that the majority of a 

consumer’s behaviour is learned through a process of interplay which comprises motivators, 

stimuli, cues, responses and reinforcement. 

3.2.2.4.4 Beliefs and attitudes  

These two concepts are defined by Kotler and Armstrong (2018:175) in the following way: Beliefs 

are descriptive opinions which an individual has about something, while attitudes are an 

individual’s consistent evaluations, feelings and tendencies toward an object or idea whether 
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favourable or not (Hussain, 2015:14). Attitude is perceived to be an attribute which is less flexible 

than belief. 

In an online environment, attitudes and beliefs are more influential as information is immediately 

available. Consequently, this signifies that a consumer’s attitude or belief about a particular 

product could change in an instant and without warning. This is a result of the effortlessness with 

which consumers can access word-of-mouth recommendations and commentary regarding 

products and services online (Veer, 2011). 

3.3 MARKETING MIX AND E-MARKETING MIX 

The following sections discuss the concepts of the marketing mix and the e-marketing mix. 

3.3.1 Background of the marketing mix 

Marketing mix is the most popular concept to represent marketing, especially in the managerial 

marketing paradigm (Abdullah, 2017:46). The concept’s popularity and informative appeal in the 

academic sector have revolutionised marketing thought and has been depicted in several works 

and most introductory marketing course textbooks within the last four decades (Abdullah, 

2017:46). Furthermore, Rafik and Ahmed (1995) referred to the marketing mix as one of the 

fundamental concepts in marketing theory. Jerome McCarthy was the first person to suggest that 

the marketing mix is a combination of four factors that organisations can control in order to satisfy 

their target market needs (Dominici, 2009:17; McCarthy, 1960). McCarthy’s (1960) composition 

of the marketing mix comprises four major variables, namely the “4 Ps”: product, price, place, and 

promotion. Each of these variables includes some of the twelve managerial elements as proposed 

by Borden (1964), consequently including a collection of micro-elements gathered together to 

streamline managerial activity (Kalyanam & McIntyre, 2002).  

In 1981, the service marketing mix (7Ps) was introduced Booms and Bitner (1981). People, 

process, and physical evidence were the added variables to the original 4 Ps which was mainly 

developed to improve the competitiveness of the service sectors. Since the original marketing mix 

paradigms were introduced, the business environment changed dramatically (Twin & Anderson, 

2020). The traditional marketing mix models were re-examined for the online world, since the 4Ps 

model did not include elements which the e-commerce environment necessitated. This 

reconsideration of the traditional marketing mix serves to help organisations take advantage of 

the characteristics of digital media. E-marketing and the e-marketing mix elements will be 

discussed in the following sections.  
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3.3.2 E-marketing 

Over the last few years, the online market has been growing expeditiously, causing electronic 

marketing activities to draw a lot of attention (Escursell et al., 2020:2). E-marketing is described 

as a combination of efforts that include developing and customising marketing systems in virtual 

spaces (Sriram et al., 2019:65).  E-marketing is defined as a procedure of planning and execution 

of ideas which includes the pricing, promotion as well as the distribution of products and services 

in a computerised, networked environment such as the internet in order to enable exchanges to 

meet customer demands (Encyclopedia, 2020; Strauss et al., 2005). However, it is not only e-

advertising that persuades consumers to purchase a product or to subscribe to a service; the 

manner in which the product is featured and displayed, the information given, price, trial periods, 

and risks involved are factors which influence consumers’ purchase decisions. As such, websites 

with adequate information are preferred by customers over sites with minimal information. 

Furthermore, e-marketing strategies must be formulated and executed effectively as there is no 

direct contact with the customer in the online environment (Järvinen & Karjaluoto, 2015; Strauss 

et al., 2009). 

E-marketing utilises the power of technology and the internet to obtain insight into consumer 

preferences through web portals (Bala & Verma, 2018:323; Teo & Choo, 2001). Arya et al. 

(2019:144) suggest that organisations utilise web portals to track individuals’ purchasing 

behaviour by creating a digital footprint which they use to promote their products and services 

more intelligently. The digital footprint left by an individual is used by data miners to analyse their 

information, preferences, as well as their location which is then implemented to promote similar 

or relevant products and services to them on various social media websites such as Facebook, 

Twitter, email browsers as well as on popular search engines (Arbelaitz et al., 2013). Therefore, 

marketers must know how and when to suggest a product or service to an individual and they can 

do this by understanding the consumer decision journey and what reinforces their commitment.  

3.3.3 E-marketing mix 

E-marketing strategy is typically focused on the conventional 4 Ps (Product, Price, Promotion and 

Place) from the traditional marketing mix. The novelty of e-marketing is generated using a set of 

complex and relational variables that are combined with the 4 Ps to form the elements of the e-

marketing mix (Sam & Chatwin, 2013:13). The following sections consider the product/service, 

price, place, promotion, sales promotion, personalisation, privacy and security, customer service, 

community and site aspects of the e-marketing mix. 
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3.3.3.1 Product/service 

A product is a good or service which a company offers to the market. The product commonly fulfils 

a demand or need that already exists within the market (Maghdid et al., 2019). Alternatively, a 

product and its attributes may be captivating in such a way that consumers are convinced that 

they need this product and new demand is created (Twin & Anderson, 2020). However, the 

product element within the e-marketing mix model focuses on assortment, merchandising and 

customisation (Sam et al., 2016:68). Products in a virtual environment are categorised according 

to their nature: physical products, digital products and services. Physical products which are 

tangible goods such as household appliances, books, cars, etc. However, the disadvantage of 

buying physical products on the internet is that the consumer cannot test the product. Digital 

products refer to those that only exist in cyberspace (Decker, 2019). This category includes 

software, e-books, pictures, audio and video e-products, etc. Services, as a product, are 

intangible and cannot be separated from the service provider.  The product is used and supplied 

at the same time with both the service provider and the user present (Decker, 2019). These 

services comprise distance learning and streaming services. 

In order for a company to be successful, it is essential to understand the product’s life cycle and 

to have a strategy for every stage of that cycle. The product classification dictates the price, the 

placement as well as how to promote it within the marketplace (Twin & Anderson, 2020). 

However, good products do not require extensive marketing as they will “sell themselves” through 

positive word of mouth which is propagated by satisfied customers (Kurtz, 2012:9). Furthermore, 

within the streaming industry, the product or content is the essential element within the e-

marketing mix. Customers are attracted to these services as they find their offerings more 

interesting and valuable than traditional cable television (Gaur & Gupta, 2019:214). Since 

individuals using streaming services can determine their own viewing schedules by accessing a 

library of movies and series, it is critical for streaming service providers to offer exclusive content. 

In order for these service providers to accomplish this, they must create and produce original, 

high-quality content like Netflix's House of Cards (Lee, 2021). Furthermore, a personalised user 

interface is an important component of modern marketing success because it delivers a tailored 

purchasing experience for customers. Personalised content is recommended to users by an 

algorithm based on their viewing habits and preferred genres, which leads to higher levels of 

engagement (Haughey, 2021). 
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3.3.3.2 Price  

Price refers to the fare that consumers pay for a product or service. The price of a product should 

reflect the relationship between its real value and its perceived value; however, pricing strategy 

is generally based on three components, namely cost, customer value and competitors 

(Pogorelova et al., 2016:6748). Although companies sometimes tend to increase prices to give 

the product a luxury and exclusive appeal, alternatively, they decrease the price in order to lure 

customers and acquaint them by driving them to try the product or service (Kastanaksi, 2010). 

The price is considered as one of the most influential factors of consumers’ buying decision 

(Othman et al, 2019). Consumers decide in stage 3 of the buying decision model whether or not 

they should purchase the product; this decision is made after they have done some research 

about the product or service and the alternatives available. Consumers will compare products or 

services with available alternatives, this is how businesses are able to gauge the price sensitivity 

of their target market (McComick, 2016).  Price sensitivity is described as the extent to which 

consumer demand for products or services changes when there is an increase in the price 

(Kagan, 2020). According to Nielsen, South Africa is the second-most price-sensitive country in 

the world (Nielsen, 2019). Businesses can overcome consumer price sensitivity by offering 

different price options b which is achieved by regulating the features of their services and adjusting 

the prices accordingly (SME, 2019).  

Streaming companies have more flexibility to offer a range of purchase options (Bean, 2019). 

Subscriptions are offered at different price points depending on accessibility granted to 

consumers (Moore, 2020). The subscription-based model gives the brand a competitive edge 

over competitors who charge per movie or song as the subscriber gets access to the service's 

library (Mohammed, 2019).  Subscriptions with higher price points tend to offer more features 

compared to the lower-priced options (Moore, 2020). This pricing strategy enables the 

organisation to generate more profit as it lures the customers to join higher-paid subscriptions, 

which are reinforced by the promise of more appealing features (Bean, 2019). Pay-per-view is a 

fee that the user pays for each download or viewing session at a higher relative price than 

subscription options. Bundling refers to different channels or content grouped and available at a 

reduced price compared to pay-per-view (Mohammed, 2019). Lastly, with advertisement-

supported content, the main revenue source is the advertisements on the site and there is no set 

price (Chaffey & Smith, 2013). 
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3.3.3.3 Place  

The place where the service providers are located and their accessibility are vital factors in 

services marketing (Chand, p.a). When service providers make decisions with regards to place, 

they attempt to establish where they should sell the product or service and how the product should 

be delivered to the market (Twin & Anderson, 2020). However, accessibility does not only refer 

to physical accessibility but also other means of communication and contact. However, within the 

e-marketing mix model, place refers to search engine marketing, which is popular in the e-

advertising space.  

In the streaming services landscape, place could also refer to the accessibility of the services 

(Gaur & Gupta, 2019:216). Streaming services are available by means of connecting to the 

internet which makes it possible for consumers, from anywhere in the world, to access the 

services from multiple platforms (Creaven, 2020). These platforms include laptops, tablets, 

smartphones, smart televisions, streaming devices as well as game consoles, and the user can 

access the services virtually through the internet (David, 2019). Notably, mobile platforms are the 

most preferred choice amongst users as these platforms enable them to watch shows and listen 

to music wherever whenever they want (Gaur & Gupta, 2019:216). 

3.3.3.4 Promotion  

Promotion is very important when it comes to the marketing mix of a brand (Bhasin, 2018). 

Promotion involves all the activities a marketer must undertake in order to provide information 

and raise awareness of the product by communicating the benefits and unique selling points of 

the product or service to the market (Pogorelova et al., 2016). By promoting their products and 

services, service providers create a strong desire for the product amongst consumers, who will 

opt to purchase or subscribe to their service. Elements of promotion in the web environment 

include smart bots and social media marketing (content marketing and referral marketing) 

(Pogorelova et al., 2016). Research has found that implementing different promotion elements 

together could have significant effects on a consumer’s purchase intention, as promotions are 

valuable indicators for cognitive evaluations of a product (Kusumawati et al., 2014; Raghubir, 

2004).  

Streaming service marketers tend to utilise nearly all media channels to raise awareness amongst 

their target market. Some of the ways streaming services advertise themselves are celebrity 

sponsorship, ads on billboards and print media, word of mouth and heavy use of social networking 

sites (David, 2019). The free trial offer is also part of the advertisement campaign which serves 

to encourage prospective customers to use the service (Collins, 2019). Furthermore, social media 
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platforms allow consumers to also be part of the marketing environment as they can communicate 

with both the brand as well as other consumers (Pogorelova et al., 2016). Netflix noticed that their 

target market was very active on social networking sites, so they coordinated their marketing 

strategy to engage with them there. Strategies Netflix used were the new feature of Barb's Magic 

8 Ball, which was used to capture users' interest on Twitter, and the interactive Snapchat 

campaign that offered users an augmented reality experience of Joyce Byers' house with scary 

Christmas lights (Haughey, 2021). 

3.3.3.5 Sales promotion  

Sales promotion is only a short-term marketing strategy used by marketers to boost sales by 

using immediate rewards as motivators (Sam et al., 2016:69). Promotion and sales promotion are 

two marketing elements that complement each other which can lead to maximised performance 

(Wroblewski, 2020). Sales promotion can also be employed by manufactures or retailers as an 

incentive to promote trading with other retailers (Strahilevitz & Myers, 1998). This also tends to 

increase the customers' perceived value of the deal and to enhance satisfaction with the purchase 

as well as their purchase intentions (Park & Lennon, 2009). 

The internet can be used by service providers and suppliers to target and reach their target market 

with sales promotions (Blattberg & Briesch, 2012:13). Streaming services can make use of push 

notifications to run targeted and personalised campaigns that focus on relevant video or music 

content while encouraging subscriptions (Useinsider, 2020). A push notification is an automated 

message sent to an individual’s telephone when they do not use an application for a while 

(Buildfire, 2020). 

3.3.3.6 Personalisation  

Within the traditional business environment, retailers tend to offer specific products or services 

based on individual consumers’ needs and preferences in order to connect with them on a 

personal level (Sam et al., 2016:68). Personalisation within the online business environment 

refers to how programming, advertising and even delivery of services are tailored uniquely 

according to consumer habits and preferences (Friedland, 2017). According to Maru Winnacker, 

the CEO of Project OONA, mass customisation can unite customers and online retailers (Mass 

Customization & Open Innovation News, 2013). Websites that personalise information increase 

their online performance (Thongpapanl & Rehman, 2011). 

Within the streaming services landscape, personalisation refers primarily to one-on-one 

experience, where all the offerings are customised according to the user's past behaviour 
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(Friedlander, 2017). The streaming service provider has a small timeframe to catch the attention 

of the audience, as consumers want video streaming services to produce the content they want 

as soon as they can (Rayapura, a.s.). This is made possible with insights that streaming service 

providers have into consumer history and preferences, as well as tools such as a recommendation 

engine (Balderston, 2019). Incorporating such tools, they enable the consumer to discover 

content faster and more efficiently which increases the likelihood that consumers will find content 

that keeps them engaged (Friedlander, 2017). By introducing new content to consumers based 

on their personal preferences and past behaviour, streaming services can increase viewership, 

improve brand value as well as maximise turnover (Apptimize, 2020). 

Service providers can make every consumer feel that the service is uniquely built for them and 

thus increase organic engagement through the delivery of a personal experience (UI Centric, 

2020). Personalisation plays an important role within the Generation Y consumers’ decision-

making as they tend to invest time and effort into a product or service that offers them the feeling 

of being special and valued (Smith, 2011:6; Marketing Breakthroughs Inc, 2008).   

3.3.3.7 Privacy and security  

Online privacy refers to the ability to control the user’s personal information and the access to the 

information (Sam et al., 2016:68). As e-commerce generates a significant quantity of information 

that includes, but is not limited to, names, credit card details, and email and shipping addresses 

(Frik & Mittone, 2019). Privacy influences consumers’ behavioural intentions in terms of deciding 

to purchase from a web site or visit a web site again or not (Liu et al., 2005). In order to reassure 

customers that their privacy is respected by e-commerce websites, third-party privacy seal 

programs were developed and e-commerce websites started to disclose privacy policies and 

security on their websites (Sam et al., 2016:69). This has been an important step that companies 

have taken because the reassurance of consumers’ privacy has a positive influence on 

individuals’ behavioural intention when making online purchases (Frik & Mittone, 2019). 

Streaming services use consumers’ viewing information from their own platform, as it is 

considered to be a useful tool for marketers. This information creates awareness of what 

consumers are watching (Hsu, 2019), which makes it easier for marketers to grab the consumers’ 

attention by recommending movies and television shows to them. Accordingly, personalisation, 

based on database procedures, relates directly to information privacy. This generates the need 

for streaming services to put in place a policy on the relationship between personalisation, record 

keeping, privacy and protection to be implemented by the web (Kalyanam & Mcintyre, 2002;12). 
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3.3.3.8 Customer service 

According to previous studies, the dimension of responsiveness influences the overall service 

quality and customer satisfaction of e-commerce (Kuo et al., 2013; Wolfinbarger & Gilly, 2003). 

Furthermore, the service quality of e-commerce websites has a positive influence on consumers' 

purchase intentions and online customer satisfaction (Abbaspour & Hazarinahashim, 2015; Lee 

& Lin, 2005). Therefore, e-commerce should consider using an email management system in 

order to answer consumers’ questions (Sam et al., 2016:69).  

Technology changed the way clients communicate with businesses. Modern consumers expect 

an uninterrupted customer experience which is not only seamless, but highly personalised to their 

needs and preferences (Lund, 2020). A business with a good quality product does not seem to 

be the only requirement of consumers anymore. Therefore, businesses should focus on building 

and maintaining relationships with their consumers (Smith, 2017). Businesses that listen to what 

their consumers want and offer them a pleasant experience of their product or service are likely 

to retain consumer loyalty and continue bringing in new consumers (Forbes, 2020). 

Lately, consumers tend to share their experiences of a particular product or service on social 

media, which can be beneficial for the streaming services industry which is currently targeting 

Generation Y consumers (Taylor, 2020). Generation Y consumers tend to do extensive research 

on a product or service before they make their purchasing decision. Research include reading 

reviews as they rely on other consumers’ opinions to guide them in making an informed decision 

(Gailewicz, 2014). 

3.3.3.9 Community  

Within the e-marketing mix, community refers to virtual spaces such as forums and chatrooms 

that online users use to discuss products and services (Sam et al., 2016:69). Furthermore, in the 

virtual community, word-of-mouth is an essential element (Lee et al. 2008; Kalyanam & McIntyre, 

2002). Previous studies have shown that this element influences consumer purchase-decisions 

(Yayli & Bayram, 2012; Duan et al., 2008). 

To retain a competitive advantage, businesses should build a brand community by using social 

networking sites such as Twitter and Facebook (Wicks, 2015). This can help businesses to 

engage with their target audience and to build relationships (Forden, 2018) by easing the process 

of providing information and receiving feedback from them (Wicks, 2015). Therefore, companies 

that do not have successful social media pages run the risk of missing marketing opportunities.  
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Streaming services use social networks to feature videos about upcoming movies and television 

shows, which creates excitement and discussions amongst their audiences (Chamat, 2019). 

Furthermore, streaming service providers post images, graphical interchange formats (GIF) as 

well as text posts featuring questions on movies and television shows that are currently available 

on their platform (Chamat, 2019).   

3.3.3.10 Site  

A site entails the operational functions which focus on the e-commerce website layout, design, 

and displays (Kalyanam & McIntyre, 2002). E-commerce sites should make use of graphics, 

colours, photographs and font types in their websites to enhance the visual aesthetic thereof (Sam 

et al., 2016:69). Previous studies found that the visual beauty of an e-commerce website has a 

positive influence on consumers’ trust in relation to that site which, in turn, has a positive impact 

on the consumers’ purchasing decisions (Cyr, 2008; Karvonen, 2000). 

Furthermore, a website's reliability is 75 percent dependent on the website's overall aesthetics 

(Alsudani & Casey, 2009). Therefore, the purchase behaviour of consumers is largely influenced 

by their user experience of a site’s elements such as colour, usability and aesthetics (Leung & 

Rosanna, 2011; Wang et al., 2010).  

Consumers are more likely to make a purchase when the website is well-presented and user-

friendly, which leads to the increase of business sales (Shewan, 2020). Consumers find it difficult 

to navigate a disorganised website, resulting in visitors leaving the site (Comalytics, 2020). 

Furthermore, user-friendly websites have higher visitor-retention figures, lower bounce rates, 

higher conversation rates, as well as more shares and referrals (Savvy, 2020).  

For streaming service businesses, the user experience and user interface components of their 

sites are important to master, as streaming services can use these components to evaluate what 

content is being viewed and how long users remain on a site (Stratifyd, 2020). It is important for 

the streaming service’s interface to be easy to navigate; this is where personalisation makes a 

big difference since the service will recommend movies, songs and television shows according to 

the consumer’s preferences and past behaviours (Arhipova, 2020).  

3.4 TECHNOLOGY AND MEDIA ADOPTION THEORIES AND MODELS 

In developing a model to measure Generation Y consumers’ intentions to adopt streaming 

services in the South African context, this study utilised dimensions from several seminal theories 

in the literature. These included the technology acceptance model (Davis, 1986:15), which is 
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grounded in the theory of reasoned action (Fishbein & Ajzen, 1975:16), together with the 

innovation diffusion theory (Rogers, 1995:325) and the perceived value of a medium theory 

(Ducoffe, 1996:29). These theories are discussed in detail in the sections that follow.  

3.4.1 Theory of reasoned action 

Fishbein and Ajzen developed a theory called the theory of reasoned action in 1975. This theory 

is one of the first theories forecasting how individuals will act based on their pre-existing attitudes 

and behavioural intentions. This study was encouraged as all the previous attempts to determine 

how and why attitude influences behaviour, failed (Otieno, 2016). According to the theory of 

reasoned action, an individual’s decision to perform some behaviour is predicted by an individual’s 

intention to perform that specific behaviour. However, the intention is a function of two variables, 

namely the individual’s attitude (positive or negative) toward the behaviour and the individual’s 

perception of social norms concerning the behaviour (Fishbein, 2008:837). Both attitudes and 

norms are formulated based on beliefs. A behavioural belief refers to an individual’s belief 

regarding the consequences of performing the specific behaviour, while a normative belief refers 

to how other people feel about the individual performing the specific behaviour (Nguyen et al., 

2019; Gillmore et al., 2004:886). Behavioural intent is identified as the main element of this model 

and is influenced by the attitude regarding the probability that the behaviour will have, the 

expected outcome and the subjective assessment of the risks and advantages of that outcome 

(LaMorte, 2019).   

 

Figure 3-2: Theory of reasoned action (Taylor & Todd, 1995a:138) 

As illustrated in Figure 3-2 and reiterated by Fishbein (2008:834), an individual’s actual behaviour 

is the outcome of behavioural intention. Behavioural intention is an additive function of the 

individual’s attitude towards the behaviour and subjective norm (Fishbein & Ajzen, 1975:302). 

Therefore, if an individual has a positive attitude towards using streaming services and if the 

individual’s friends and family are using streaming services, the individual will be more likely to 

subscribe to the services.   
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As a result of the widely applicable nature of the theory of reasoned action, it can be applied to 

any human behaviour throughout different domains (Ajzen & Fishbein, 1980:4). This study has 

been applied to a wide range of sectors, including computer and information technology 

(Copeland & Zhao, 2020; Otieno et al., 2018; Davis et al., 1989). Other research that utilised the 

TRA includes the adoption of 3G internet service (Garg & Garg, 2013), internet banking behaviour 

(Yousafzai et al., 2010), factors affecting lecturers’ intention to adopt PBL (Barman & Barman, 

2016) as well as corporate social responsibility behavioural intentions (Mi et al., 2018). In addition, 

the theory of reasoned action has been successfully implemented in the online streaming field, 

with a specific focus on music streaming adoption and digital piracy (Hampton-Sosa, 2017). 

3.4.2 Technology acceptance model  

The technology acceptance model was derived from the theory of reasoned action (Ganesha & 

Aithal, 2020:16; Davis et al., 1989:984; Davis, 1986:15) proposed by Fishbein and Ajzen 

(1975:16). According to this theory, two separate and prominent internal beliefs, known as 

perceived usefulness and perceived ease of use, are influenced by external as well as system-

specific factors, which are used to project the attitude towards using technology. Meanwhile, 

attitude influences the behavioural intention to use a particular technology which, in turn, projects 

the actual system use (Salloum et al., 2019). Furthermore, perceived ease of use, perceived 

usefulness, attitude towards using, and behavioural intention to use, are the four fundamental 

functions, whereas external variables and actual system use only serve as input to and output 

from the model as illustrated in Figure 3-3 (Erasmus et al., 2015). 

 

Figure 3-3: Technology acceptance model (Davis et al., 1989:985) 

Perceived usefulness, also referred to as relative advantage in the innovation diffusion theory, is 

the subjective possibility and likelihood that adopting the technology of interest will improve 

performance (Hubert et al., 2019; Jahangir & Begum, 2008:33). Perceived ease of use, referred 

to as complexity within the information diffusion theory, indicates the user’s expectation that using 

the technology is free of effort (Hubert et al., 2019). Therefore, if the users perceive the technology 

of interest as easy to use in relation to the system they are substituting, the more likely they will 
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be to accept and adopt it. Furthermore, the more useful the users perceive the technology of 

interest to be, the more accepting they become of it (De Villiers, 2016). Furthermore, perceived 

ease of use tends to increase the perceived usefulness of the particular technology; however, 

with complicated technology systems there might be a more significant impact on the intentions 

to use the system (Davis et al., 1989:999). Given that the study was conducted on Generation Y 

individuals, the dimension of perceived ease of use was excluded as Generation Y individuals 

are considered to be tech-savvy and streaming services are inherently user-friendly and require 

little expertise. 

The technology acceptance model has found its application in various settings such as, but not 

limited to, online learning (Farahat, 2012), social networking media (Weerasinghe & Hindagolla, 

2018), intranet and smartphones. For example, a study of factors influencing attitudes towards 

the adoption of mobile commerce provided empirical evidence that the technology acceptance 

model can be applied to the field of mobile commerce with a sufficient explanation of consumer 

adoption intentions (Yang et al., 2005). Similarly, another study on the acceptance of advanced 

mobile services validated the application of the technology acceptance model (López-Nicolás et 

al., 2008). Further, Jansson et al. (2010) explored the factors regarding consumers’ adoption 

associated with alternate fuel eco-friendly car technology. 

This study made use of adapted versions of three dimensions from the technology acceptance 

model, namely perceived usefulness, attitude and intention to adopt. In this study, the dimension 

of attitude is represented by the perceived value of streaming services. In addition, perceived 

usefulness is a prominent factor that influences the perceived value of and intention to adopt 

streaming services. The reason for this is the fact that perceived value is determined by the 

usefulness of a service. 

3.4.3 Innovation diffusion theory  

The innovation diffusion theory is one of the oldest and most influential social science theories, 

as it was the first theory that was implemented in order to understand customers’ adoption of 

innovative products (Rogers, 1983:22). Furthermore, the innovation diffusion theory is believed 

to be a helpful and effective tool for researchers, as it assists one to predict the likelihood of an 

innovation’s success or failure. The innovation diffusion theory describes innovation is an idea, 

process or technology that individuals within a particular area or social system perceive as new 

or unfamiliar (Zhang et al., 2015:15).  

The innovation diffusion theory focuses on two processes known as diffusion and adoption 

(Schiffman et al., 2012:403). Diffusion, which is known as a macro process, refers to the 
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procedure utilised to distribute innovations from their origin to the market. However, diffusion 

relates more specifically to the process of how the acceptance of innovation is communicated, by 

means of sales promotions, to their specific target market in order to cultivate usage over a period 

of time (Schiffman et al., 2012:403). Adoption focuses on the different phases which a consumer 

encounters when deciding to either accept or reject an innovation (Schiffman et al., 2010:450), 

which is similar to the customer decision-making process. Therefore, once the adoption process 

is initiated, the consumers experience different stages, which are awareness, information search, 

evaluation of the alternatives, trial use, and adoption or rejection of the innovation. The 

significance of each stage will differ as it depends on the consumer's current knowledge of the 

innovation (Solomon et al., 2013:583; Kaiser, 1985).  Research indicates that the innovation 

attributes that play a role in a consumer’s decision whether to adopt or reject an innovation, are 

relative advantage, compatibility, complexity, trialability as well as observability as illustrated in 

Figure 3-4 below (Lu et al., 2011:394). 

 

Figure 3-4: Innovation diffusion theory (Rogers, 1995:325) 

Relative advantage refers to the extent to which a consumer perceives the innovation as better 

than the alternative idea, product or behaviour since the innovation offers better value (Schiffman 

& Kanuk, 2014:373). Compatibility refers to the extent to which the innovation is perceived to be 
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consistent with the potential consumer’s needs, existing values, beliefs and past experiences 

(Shimp, 2010:66). Therefore, if an innovation is not perceived to be compatible with a consumer’s 

life, it is likely that the consumer will not adopt the innovation as it will not be perceived as useful 

(Taros, 2015). Complexity, which is a measure of the ease of use, reflects the extent to which the 

consumer perceives the innovation as difficult to understand or to use (Pennings, 2012; Shimp, 

2010:67). The technological complexity of an innovation could lead potential adopters to be 

cautious concerning the innovation as a result of the uncertainty that the adoption may bring 

(Singer, 2016). The uncertainty and seriousness of the outcome involved can be defined as the 

perceived risk (Wu et al, 2011). Subscribing to streaming services is a form of risk avoidance as 

it mitigates the risks associated with pirating online content (Putman, 2019). Trialability refers to 

the extent to which consumers are capable of testing the innovation for a limited time with a 

minimal investment before accepting or rejecting the innovation (Schiffman et al., 2012:406; 

Rogers, 2003:25). Observability or communicability pertains to the ease with which the consumer 

can observe or visualise an innovation’s benefits or features (Schiffman et al., 2012:407), as 

consumers are more likely to adopt an innovation after they have seen the results (He et al., 

2006:50).  

This study made use of intention to adopt, trialability and complexity in the form of risk avoidance. 

Given that the study was conducted on Generation Y individuals, the dimensions of compatibility 

and observability were excluded. Generation Y individuals are accustomed to being technology 

enthusiasts since they are the first generation to be connected worldwide through the internet and 

social media, which is the reason why observability was excluded from this study.  Furthermore, 

individuals in Generation Y are thought to be technologically advanced, entertainment-driven, and 

prone to online shopping. Therefore, streaming services are considered compatible with the 

Generation Y consumer lifestyle.  

3.4.4 Perceived value of a medium model 

A model developed by Ducoffe (1996) related to measuring attitude towards advertising on new 

media platforms, specifies that individuals’ attitude towards or perceived value of a particular 

medium is predicted by their perceived information value and enjoyment of using that medium, 

together with, in the case of exposure to advertising on that medium platform, their perceived 

irritation as illustrated in Figure 3-5 below. 
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Figure 3-5: Perceived value of a medium model (Ducoffe, 1996) 

According to Ducoffe (1996), informativeness is a measure of how useful, relevant, and 

resourceful information delivered through a particular medium is perceived to be. Previous studies 

established that the more a medium is considered to be informative, the more valuable the 

medium is perceived to be by consumers (Arli, 2017; Lee & Hong, 2016).  

Entertainment is the ability of a medium to satisfy an audience’s needs for escapism, diversion, 

aesthetic - or emotional enjoyment (Ducoffe,1996). Existing studies have found that entertainment 

has a strong positive impact on consumers across digital channels (Lee et al., 2017). 

Furthermore, studies found that found that the higher the level of perceived enjoyment, the higher 

the perceived benefits for that medium will be which ultimately determine the value of the 

consumers’ value perception level (Shin. 2010; Yusoff et al., 2010).  

While informativeness and entertainment are good predictors of the perceived value of a medium 

model (Ducoffe, 1996), irritation is a negative predictor. Irritation is defined as a sensation of 

annoyance or frustration experienced by consumers when using a particular medium (Ducoffe, 

1996). However, the irritation dimension in this study was excluded because streaming service 

subscribers, even those only using the service on a trial basis can simply elect to stop using the 

service. Therefore, the irritation dimension was viewed as irrelevant to this study. 

Perceived value of a medium can be defined as the subjective evaluation of the relative worth or 

usefulness of the medium to consumers (Ducoffe, 1996). According to Aksoy and Basaran 
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(2017:2), perceived value can be defined as a consumer’s overall valuation of the effectiveness 

of a medium based on what the consumer gave in contrast with what the consumer received. As 

such, perceived value encapsulates the attitudinal dimension and was used as such in this study. 

If the consumer perceives the medium as valuable, they will be more likely to adopt the medium 

(Mutahar et al., 2016:885).  

3.5 ANTECEDENTS OF GENERATION Y CONSUMERS’ PERCEIVED VALUE 

AND INTENTION TO ADOPT STREAMING SERVICES 

Based on the discussed theoretical framework of this study, the factors thought to influence 

Generation Y consumers’ intention to adopt on-demand streaming services are discussed in this 

segment. Factors identified as potentially having an influence on on-demand streaming services 

adoption include perceived usefulness, perceived value, trialability, risk avoidance, perceived 

enjoyment and perceived informativeness. 

3.5.1 Perceived usefulness  

The term perceived usefulness refers to the extent to which an individual believes that their 

performance will be enhanced by using a specific technology system (Davis, 1989:320). 

Perceived usefulness is known as extrinsic motivation, which is linked to the individual’s 

motivation to use information technology. Extrinsic motivation is when an action is taken which 

will provide value to the individual (Liaw & Huang, 2013:16; Lin & Lu, 2011:1153). This definition 

of perceived usefulness is constructed in a work environment context; therefore, it needs to be 

operationalised in order to be applied in the entertainment environment context of information 

technology. Consequently, for the purpose of this study, perceived usefulness will be defined as 

an individual’s perception of the extent to which a specific technology system would help the user 

to achieve the purpose for the technology as well as provide consumers with benefits in 

performing certain activities (Venkatesh, 2012; Jung et al., 2008). Furthermore, Khayati and 

Zouaoui (2013) state that the theory of perceived usefulness is constructed by assuming that an 

individual will adopt a specific technology system if the result deems to be satisfactory. Therefore, 

if an individual considers a system to be useful, they tend to overlook any difficulty which a 

complex system might have, as the benefits of the usability outweigh the effort to use the system 

(De Villiers, 2016). 

Perceived usefulness is considered an important factor within the technology sphere, as it is the 

individual’s perspective on whether technology will make their life easier. Therefore, companies 

need to know that the technology individuals adopt, such as streaming services, is considered 

useful to the individual using it (Bugembe, 2010:16). Factors that determine whether an individual 



 

Chapter 3: Consumer behaviour and streaming services 74 

will consider something as useful include service delivery time, whether it is efficient, effortless, 

cost-effective and functional (Renny et al., 2013:215). Consequently, comprehending online 

activities such as streaming services, individuals will consider factors such as information, 

accessibility, speed and convenience, which will influence the perceived usefulness. This is 

directly applicable since perceived usefulness is associated with the outcome of the experience. 

Once an individual experiences a good outcome, their perceived usefulness will increase (Yoon, 

2015:24). Perceived usefulness is utilised as an indicator in the technology acceptance model to 

measure an outcome and behaviour (Elkaseh et al., 2016:192; Thominathan & Ramayah, 

2014:78). 

The outcome of experience or expected results could also be linked to perceived value. Perceived 

value is an individual’s overall assessment of a product or service (Aksoy & Basaran, 2017:2). 

Previous studies found that if consumers perceive the product or service to be useful they will 

perceive the product or service to be valuable (Kim, 2011). Therefore, perceived usefulness is 

considered to have a direct impact on the perceived value of consumers. 

Perceived usefulness may also have a direct impact on intention to adopt because users will be 

more willing to use a technology if it can provide benefits such as unlimited viewing, commercial-

free, original content at a low price. Perceived usefulness is an outcome expectancy (Huang & 

Liaw, 2005) and it is a key factor in personal evaluations (Cebeci, et al.,2019). 

3.5.2 Trialability 

Rogers (1983) describes trialability as the extent to which an innovation may be experimented 

with before adoption. Some kind of digital products may allow customers to preview a limited trial 

version or full product with a time limit (Yocco, 2015). Trialability has been positively associated 

with the adoption rate of technology (Chemingui & Lallouna, 2013; Chen, 2013), as it reduces 

prospective adopters’ feelings of uncertainty towards unfamiliar technology or products (Weiss & 

Dale, 1998). 

It is important for individuals to try and evaluate a new service or product, such as streaming 

services, to fully understand the service offering in terms of value and benefits (Dibra, 2015). If 

the individuals perceive the service offerings and benefits as valuable, they are more likely to 

adopt streaming services.   
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3.5.3 Risk avoidance  

Perceived risk influences individuals’ online shopping intention (Chang, 2010). The consumer 

behaviour theory explains that customers do not move from the desire stage to the action stage 

to make the actual purchase as a result of perceived risk (Tian-Que, 2012).  Furthermore, the 

decision of a consumer to engage in risky conduct, such as illegal downloading and sharing of 

music or video files depends on the perceived risk associated with that behaviour. This can be 

categorised into two dimensions, namely confusion, which refers to the chance of being caught 

and aversion of consequences such as punishment (Sinha & Mandel, 2008:2; Bauer, 1960). 

Consumers unwilling to pay the subscription fees required to access streaming services may 

instead opt to pirate that content. However, this holds several risks, including potential criminal 

charges, social disapproval and, of course, the risk of damaging a digital device through becoming 

infected with viruses and/or malware (Putman, 2019).  

From the point of view of consumers, reducing perceived risks; that is, the solution to risk 

avoidance, is that they seek to improve the certainty of their prediction of the potential 

consequences of their decision-making (Kaplan, et al., 1974; Jacoby & Kaplan, 1972; Popielarz, 

1967). Subscribing to streaming services rather than engaging in pirating may be viewed as risk-

avoidance behaviour as it mitigates the risks of viruses and legal action.   

3.5.4 Perceived value  

Perceived value is defined as an individual’s overall assessment of a product or service (Aksoy 

& Basaran, 2017:2); that is, their attitude towards that product or service. The overall benefits and 

sacrifices that an individual should consider when they want to subscribe to a streaming service 

demonstrate the importance of perceived value (Joaquim, 2016). In order for consumers to 

understand the value and benefits of a service, they will have to try and evaluate the service 

offerings. If they perceive the service as valuable, they will be more likely to adopt the service 

(Mutahar et al., 2016:885). Therefore, perceived value is considered to have a positive influence 

on purchase intention (Lu & Hsiao, 2010; Chu & Lu, 2007; Kim et al., 2007). 

The literature indicates that perceived value is measured by means of several variables in a 

multidimensional manner; however, utilitarian and hedonic values are known as the two basic 

concepts that assist with the evaluation of consumers’ experience of consumption (Chen & Lai, 

2015; Ryu et al., 2010). Hedonic value refers to the experience of enjoyment and is pleasure-

oriented. Utilitarian value, on the other hand, refers to an information system which is rational and 

task-related (Chen & Lai, 2015). However, these variables differ according to the product, service 

and consumer group.  
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Prior research that analyses potential antecedents of customer perceived value concentrates on 

concepts, such as quality, price or sacrifices (Gallarza et al., 2011; Sweeney et al., 1999). It is 

clear that variables such as brand perceptions (Brodie, Whittome, & Brush, 2009; Parasuraman, 

1997), product characteristics (Gale, 1994), perceived risk (Sweeney et al., 1999) and aesthetics 

(Walters & Lancaster, 1999) are potential sources of value. However, this construct is adapted 

from the literature that suggests a relationship between behavioural intention and quality and 

value of service (Cronin et al., 2000, Dodds et al., 1991). In this study’s conceptual model, the 

perceived value is theorised as an antecedent of intention to adopt streaming services. 

3.5.5 Perceived enjoyment  

Perceived enjoyment is defined as the degree to which the activity of using the technology is 

perceived to be enjoyable in its own right, not taking into account the expected performance 

consequences (Pal & Triyason, 2017:4; Davis et al., 1992). For the purpose of this study, 

perceived enjoyment refers to the degree to which an individual perceives music or video 

streaming to be enjoyable. Perceived enjoyment is considered as the core of media entertainment 

experience, which can be initiated in different ways depending on the individual’s willingness to 

engage (Coursaris et al., 2010; Vorderer et al., 2004).  

Perceived enjoyment is linked to the hedonic value of new technology and describes how 

enjoyable an individual finds the new technology to be. In addition, an intrinsic motivator variable 

should enhance perceptions of extrinsic motivation. The intrinsic motivation variable in this case 

refers to perceived enjoyment, where an individual does an activity for the joy of it, rather than for 

the outcome or result (Pantano, 2014). In contrast, perceived usefulness is seen as the extrinsic 

motivation and it measures how a user’s productivity and effectiveness have been enhanced by 

using a service (Coursaris et al., 2010; Ryan & Deci, 2000). Furthermore, previous studies found 

that individuals that have a pleasant experience from using a service are more likely to perceive 

it as useful (Sun & Zhang, 2008; Csikszentmihalyi, 1991). Previous studies have indicated that 

perceived usefulness has a significant influence on an individual’s intention to adopt a specific 

technology and this influence is complemented by an individual’s perceived enjoyment of the 

service (Balog & Pribeanu, 2010). 

3.5.6 Perceived informativeness 

Perceived informativeness refers to the extent to which the service provider offers relevant and 

useful information (Oh & Xu, 2003). Informativeness has a direct influence on whether a consumer 

perceives a service to be valuable or not. In contrast, perceived usefulness focuses on the 

functional aspect of the augmentation; thus, the utilitarian aspect of an innovation is highlighted 
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(Rese et al., 2017). If consumers receive services in the form of songs or videos that match their 

preference and correspond with their needs, the motivation to use the service will increase 

(Purnamaningsih, 2019:195). By emphasising the features that will meet the consumers’ needs 

in regard to accessibility of certain songs or movies according to their preferences will lead to the 

consumer perceiving the service as valuable (Ho, 2012). Therefore, streaming service providers 

should use the power of personalised content; that is, information which has been adapted to the 

user’s specific needs (Kim et al., 2017).  

3.6 HYPOTHESISED RESEARCH MODEL  

The hypothesised research model illustrated in Figure 3-6, theorises that Generation Y 

consumers’ perceived informativeness, perceived usefulness, perceived enjoyment and risk 

avoidance of streaming services will influence their perceived value of these streaming services 

which, in turn, will influence their intention to adopt steaming services. Furthermore, Generation 

Y consumers’ perceptions regarding the trialability of the streaming services will influence their 

intention to adopt the streaming services. 

Informativeness

(F1)

Perceived usefulness

(F2)

Perceived enjoyment

(F4)

Risk avoidance

(F7)

Trialability

(F6)

Perceived value

(F3)

Adopted intention

(F5)

 

Figure 3-6: Hypothesised research model  
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The interrelationship of each of the proposed hypotheses in the above illustrated model are 

discussed in the following sections. 

3.6.1 The interrelationship between informativeness and perceived value 

According to Ho (2012), services that deliver information based on the users’ needs, will improve 

the users’ perception of the benefits of the application, which will drive them to use the application. 

Murillo-Zegarra et al. (2020) found that information given to customers leads to customers forming 

a favourable attitude towards the service as a result of perceiving the service as valuable. There 

are several studies that concluded that perceived informativeness has a positive influence on 

perceived value in different settings, such as social network advertising value (Dao et al., 2014), 

online consumer reviews value (Bevan-Dye, 2020:205) and Youtube advertising value (Dehghani 

et al., 2016). Based on this discussion, the following alternative hypothesis was formulated:  

Ha2:  Perceived informativeness has an indirect positive influence on Generation Y consumers’ 

intention to adopt streaming service via its influence on their perceived value of such 

services.   

3.6.2 The interrelationship between perceived enjoyment and perceived value 

It is suggested that enjoyment has a significant influence on whether an individual perceives a 

product or service as being valuable (Wang et al., 2013; Kim et al., 2007). Previous studies (Shin, 

2010; Yusoff et al., 2010) found that the higher the level of perceived enjoyment the higher the 

perceived benefits for a product will be, which ultimately determine the value of the consumers’ 

value perception level. Bevan-Dye (2020:205) also concluded that that perceived enjoyment has 

a direct positive influence on the perceived value of online consumer reviews. 

Based on this discussion, the following alternative hypothesis was formulated: 

Ha3:  Perceived enjoyment has an indirect positive influence on Generation Y consumers’ 

intention to adopt streaming service via its influence on their perceived value of such 

services.  

3.6.3 The interrelationship between risk avoidance and perceived value 

According to Yee and San (2011), perceived risk is the most important antecedent to consumer 

behaviour. A study done by Faroughain et al. (2012) identified risk as one of the determining 

variables in the perception of value, as high-risk situations influence the consumers’ perception 

of the product or service negatively. Mwencha et al. (2014) discovered a similar outcome as they 
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found that perceived risk has a negative impact on purchase intention. Consumers who elect not 

to subscribe to streaming services may be tempted to pirate the content they desire online. 

However, there are several risks associated with pirating online content, including infringing on 

the rights of content creators, opening your system up to malware, trojans and viruses, social 

disapproval and potential criminal charges (Putman, 2019). 

Risk avoidance may then be considered as having a positive influence on consumers’ perceived 

value of or attitude towards a product or service. users’ purchase intention. By subscribing to a 

streaming service, consumers avoid the risks associate with pirating content. As such, the 

following alternative hypothesis was formulated:  

Ha4:  Risk avoidance has an indirect positive influence on Generation Y consumers’ intention to 

adopt streaming service via its influence on their perceived value of such services.  

3.6.4 The interrelationship between perceive usefulness and perceived value  

The technology acceptance model has often been employed by various researchers to explore 

individuals’ perceptions toward the use of different technologies. Perceive usefulness is 

considered as one of the model’s core constructs that influences attitude towards the use of a 

certain technology. Individuals’ perceived usefulness of technologies precedes their attitude 

towards that technology and, consequently, their intentions to use that technology (Li et al., 2019). 

The term perceived usefulness refers to the benefits of functionality and convenience (Murillo-

Zegarra et al., 2020:4). Consequently, in using streaming services the benefits and convenience 

offered by these services in relation to the traditional cable television influences consumers 

perception of value. Previous studies done on mobile internet adoption and wearable devices 

offered empirical data about the strong positive influence perceived usefulness has on a 

consumers perceived value (Yang et al., 2016:266; Kim & Han, 2007; Kim & Kwahk, 2007).   

That being said, other researchers found that individuals’ perceived usefulness of certain 

technologies has a direct, positive and significant influence on their intention to use them. For 

example, Mou et al. (2016) found that perceived usefulness plays an important role at various 

stages of technology use of online health services. Furthermore, Yang and Lee’s (2018) study 

reported that individuals’ perceived usefulness of streaming media devices was positively 

associated with their behavioural intention to use them. 

However, according to Kim and Han’s (2011) study, the higher the perceived usefulness, the 

higher the consumer’s perceived value. Therefore, in this study the following alternative 

hypothesis was formulated: 
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Ha5:  Perceived usefulness has an indirect positive influence on Generation Y consumers’ 

intention to adopt streaming service via its influence on their perceived value of such 

services.  

3.6.5 The interrelationship between trialability and adoption intention 

Trialability, according to Ho and Wu (2011), is an important determinant of consumers' purchasing 

decisions and reinforces customers' intentions to adopt the product or service, especially for those 

who enjoy exploring new products and services. Hampton- Sosa’s (2019) findings demonstrate 

that the trialability of new products or services can reduce consumers' concerns about them and 

therefore increase their willingness to accept them. According to a study by Wang (2014:319), 

trialability has a direct positive influence on consumers’ behavioural intentions towards online 

games. This was supported by Dwivedi et al. (2013:214), who found evidence that the trialability 

of interbank mobile payment services is positively related to consumers’ behavioural intentions 

towards the initial adoption of the service. Moreover, Choshaly (2019) found that trialability is one 

of the important predictors of consumer behavioural intention towards eco-labelled products. A 

study by Moeti et al. (2021) too indicates a significant positive relationship between trialability and 

the acceptance and intention to use online shopping platforms 

Based on this discussion, the following alternative hypothesis was formulated: 

Ha6:  Trialability has a direct positive influence on Generation Y consumers’ intention to adopt 

streaming service. 

3.6.6 The interrelationship between perceived value and adoption intention  

The perceived value of a product or service represents consumers’ attitude towards that product 

or service. In previous studies regarding online content, perceived value was found to have a 

positive influence on users’ purchase intention (Lu & Hsiao, 2010; Chu & Lu, 2007). This 

relationship between perceived value and intention is further supported by the study done by Vock 

et al. (2013), who indicate that perceived value determines the intention of users to pay for social 

network sites. Other studies found that perceived value positively influences purchase intention 

of online music services (Wang et al., 2013) and streaming services (Helkkula, 2016; Fernandes 

& Gurra, 2019).  

Furthermore, a study done on the also demonstrated that perceived value has a positive influence 

on users' purchase intention. Whereas, Helkkula (2016), considered PV to be a significant 

predictor of behavioural intention to adopt streaming services. Supported by Fernandes and 
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Gurra’s (2019) study, which found that perceived value and perceived fee were significant 

predictors of a user’s purchase intention towards streaming services. 

Therefore, the following alternative hypothesis was formulated:  

Ha7:  Generation Y consumers’ perceived value of streaming services has a significant and 

direct positive-influence on their intention to adopt those services. 

3.7 CONCLUSION  

This chapter comprised a literature review of consumer behaviour, by assessing the various 

factors that influence the consumer decision-making process as illustrated in Figure 3-1.  

Moreover, the marketing mix and the e-marketing mix concepts were discussed, followed by a 

review of the variables associated with the e-marketing mix based on the streaming services 

landscape. Various theories of technology and media adoption were highlighted in order to 

facilitate a clear understanding of why consumers adopt new systems. The study utilised 

dimensions from three well-known theories, namely the technology acceptance model, the 

innovation diffusion theory and the perceived value of a medium model. Every dimension was 

discussed separately as well as the interrelationship of each of the proposed hypotheses. 

Chapter 4 highlights the research methodology used to empirically test the proposed model 

formulated in this study, which is to determine the influence of trialability, risk avoidance, 

perceived usefulness, informativeness and enjoyment on Generation Y consumers’ perceived 

value of and, consequently, adoption intentions towards streaming services in the South African 

market. Furthermore, the sampling procedure, the research instrument as well as the statistical 

analysis methods used in this study will be discussed.  
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CHAPTER 4 
RESEARCH DESIGN AND METHODOLOGY 

4.1 INTRODUCTION 

Chapter 3 outlined the proposed model of factors that influence Generation Y consumers’ 

perceived value of and intention to adopt streaming services. Within this chapter, the research 

and methodology that was used to test this model is explained. 

Marketing research is described as a process in which information regarding a specific occurrence 

is collected, analysed and interpreted through scientific methods (Zikmund & Babin, 2013:6) and 

by doing this, organisations are being connected with their markets (Hair et al., 2013:5). The 

information gathered, analysed and interpreted can assist organisations in solving marketing-

related problems because it serves as a technique in which marketing efforts, actions and 

decisions can be evaluated (Stewart, 2014).  

As indicated in Chapter 1, the main objective of this study was to determine the factors that 

influence adult Generation Y consumers’ perceived value of and intentions to adopt streaming 

services in the South African market. This objective was achieved by ensuring the empirical 

objectives (as outlined in Section1.3.3) were devised and investigated.  

Within Chapter 4, the methodology employed in this study is outlined. The topics discussed within 

this chapter include the research paradigm, marketing research process, research design, 

research approach, sampling strategy and data collection method. Thereafter, the dataset 

preparation and the statistical techniques and processes are described, including factor analysis 

and structural equation modelling. The chapter commences with a discussion on the research 

paradigm. 

4.2 RESEARCH PARADIGM 

A research framework serves as an outline or basis to allow a series of research questions to be 

answered appropriately (Creswell & Clark, 2007:21). Kivunja and Kuyini (2017:26) describe it as 

a lens through which the researcher views the world. Different world views have an effect on the 

research process of a study, as each individual has a unique set of factors that will influence 

his/her philosophies, thereby adding a degree of uniqueness to the study (Patel, 2012:11). There 

are three fundamental dimensions surrounding such a world view, namely ontology, epistemology 

and methodology (Rehman & Khalid, 2016:51). This section describes ontology, epistemology, 

methodology and theoretical paradigms. 
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4.2.1 Ontology 

The term Ontology refers to the nature of an individual’s beliefs regarding reality; in other words, 

what is believed to be known about reality and its existence (Kivunja & Kuyini, 2017:27). Ontology 

is critical to a paradigm as it assists in providing an understanding of the things that make up the 

world as it is known (Scott & Usher, 2004). Furthermore, it gives reassurance to researchers 

regarding the nature and existence of the objects they are researching (Moon & Blackman, 2017).  

Ontology also allows the researcher to examine their fundamental belief system together with 

their philosophical assumptions concerning the nature of being, existence and reality. Moreover, 

the philosophical assumptions regarding the nature of reality are vital, as they guide the 

researcher to understand how to create meaning of the data gathered. These assumptions, 

concepts and propositions assist researchers to orientate their reasoning towards the research 

problem, its significance and how to approach it in order to understand the problem under 

investigation to deliver a significant contribution towards the solution (Kivunja & Kuyini, 2017:27). 

4.2.2 Epistemology 

Epistemology refers to an individual’s assumption and beliefs that are demonstrated through 

knowledge (Ezell & Crowther, 2007:269). According to Cooksey and McDonald (2011), 

epistemology is a term that is used to describe how an individual becomes knowledgeable about 

something and how the knowledge could be communicated to other individuals. Therefore, it is 

known to be concerned with all aspects of the validity, scope and methods of obtaining 

knowledge. It is significant as it influences how researchers structure their research in order to 

attempt to discover knowledge (Moon & Blackman, 2017). Epistemology focuses on the nature of 

human knowledge, the understanding of which could aid the researcher in broadening and 

deepening their contribution within their field of research (Kivunja & Kuyini, 2017:27). 

4.2.3 Methodology 

Methodology is described as the method that the researcher employs to conduct the investigation 

(Antwi & Hamza, 2015:218). It is significant since it refers to how the researcher assesses, 

interprets and reports on the knowledge obtained (Viljoen, 2016). However, the methodological 

aspect is linked to ontology and epistemology (Moon & Blackman, 2017). As both of these world 

views are philosophical perspectives that form beliefs that influence behaviour, they will be used 

to complete the actual research and to obtain new objective knowledge from the research (Moon 

& Blackman, 2017; Hammersley, 2006:273).  
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4.2.4 Theoretical paradigms 

The researcher should examine theoretical paradigms in order to understand which philosophical 

underpinning would best suit a specific study, as this will contribute in formulating the research 

questions that will determine the researcher’s choice in methodology (Osborne, 2016:90). There 

are five competing theoretical paradigms to examine, namely critical theory, interpretivism, 

constructivism, critical realism and positivism (Wong, 2014:16). The critical theory acknowledges 

that individuals and organisations develop and transform over time, as they are influenced by 

factors such as culture, politics and religion (Rehman & Khalid, 2016:57). Interpretivism has a 

subjective view of reality, as it takes into consideration that human actions and interactions 

maintain the social world. In contrast, the critical realism paradigm focuses on establishing the 

differences between reality and an observation of the social world (Patel, 2015). Constructivism 

advocates that the truth is subject to a specific belief system within a particular situation; and 

positivism is an objective view on reality that comprises evaluating an objective by means of an 

empirical study (Patel, 2015), meaning that researchers conducting the investigation are unbiased 

and independent observers who make predictions by employing scientific methods (Mack, 

2010:6). 

A research study may either fit perfectly into one of these categories or fit into a combination of 

sub-categories. As such, hypotheses are formulated and measured by employing statistical 

measures. Furthermore, the positivism paradigm is affiliated with quantitative methodology, which 

comprises surveys, experiments and analyses. Consequently, the positivism paradigm was 

employed for this study (Wong, 2014:16). 

4.3 MARKETING RESEARCH PROCESS 

Organisations use marketing research in order to connect with consumers, customers and the 

public. Marketing research is seen as a function of managing the information gathered of changes 

that occur within the industry (Hair et al., 2013:27). The information is processed and analysed in 

order for the marketer to make meaningful conclusions for strategic decision-making (Burnett, 

2015). This information does not only help the marketer to identify marketing opportunities and 

outline problems in the marketplace but also to generate, improve and evaluate different 

marketing activities by monitoring marketing performances, all of which improves the marketer’s 

understanding of marketing as a process (Malhotra et al., 2017:7). The marketing research 

process is known as a set of phases used to gather data (Business Dictionary, 2016). 

This study will focus on Malhotra’s (2015:204) six-phase, easy-to-follow approach to the 

marketing research process, as presented in Figure 4-1. The exact steps of the marketing 
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research process are debatable, since every research problem is unique and requires the 

researcher to customise the process depending on the preferred outcome (Tomasetti, 2018; 

Shukla, 2008:19; Cant et al., 2007:158). However, according to Zikmund and Babin (2010:50), 

every research problem will follow the same sequence of activities, although the phases may 

overlap on a continuous basis. 

 

Figure 4-1: Marketing research process (Malhotra, 2010:41-42) 

The phases illustrated in Figure 4-1 represent the process that the researcher should follow when 

faced with a research problem. The researcher will start by defining the problem (Step 1), 

thereafter an approach to the problem should be developed (Step 2) which leads to the 

formulation of the research design (Step 3), that specifies the procedures to follow when gathering 

the data (Step 4). Once the data collection is conducted by the fieldworkers, the data preparation 

and analysis (Step 5) will commence. Lastly, a report should be prepared where all the data and 

findings are presented (Step 6) (Tomasetti, 2018; Malhotra, 2015:32-33). 

The problem identified in this study was the need to propose and empirically test a model of 

factors that influence Generation Y consumers' perceived value of and intention to adopt 

streaming services within the South African context. As evident from the problem definition, one 

primary objective, seven theoretical objectives and three empirical objectives were formulated 

(refer to Section 1.3.2). 

The following section comprises a discussion on the research design that assisted the researcher 

to develop an approach to the problem in order to achieve the empirical objectives of the study. 
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4.4 RESEARCH DESIGN  

Research design is defined as a designed plan of action that the researcher will follow during a 

research project (Malhotra, 2015:85; Berndt & Petzer, 2011:31). Research design stipulates the 

methods and procedures that the researcher can employ in order to guide the process of 

collection and analysis of the relevant data, in order to solve the marketing research problem at 

hand (Malhotra et al., 2017:61; Babin & Zikmund, 2016:67). Consequently, it gives the researcher 

an opportunity to plan in advance which, typically, leads to the project being conducted more 

effectively and efficiently (Burns & Bush, 2014:99). Research designs are categorised into three 

main groups, namely exploratory research, causal research and descriptive research, as 

illustrated in Figure 4-2 (Hair et al., 2013:36-37). 

 

Figure 4-2: Research design (Berry, 2013:74) 

4.4.1 Exploratory research  

The objective of exploratory research is to provide the researcher with terms, concepts and 

background information that will lead to a better understanding of the research problem or 

opportunity under investigation (Malhotra et al., 2017:69; Burns et al., 2017:94). Furthermore, 

exploratory research involves an investigation of a problem or situation in order to identify the 

parameters for further investigation (Clow & James, 2014:27). In addition, the research design 
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process can be utilised to intensify the researcher’s understanding of consumer attitudes, 

motivations and behaviour, which is not easily accessible through other research methods (Hair 

et al., 2013:36). Advocated by Zikmund and Babin (2010:118), exploratory research design is the 

most productive method in terms of the tools used and it generates more results than other 

research designs. Exploratory research does not deliver conclusive results. Rather, this method 

is more flexible and makes use of not only primary but also secondary data sources, literature 

reviews, focus groups, in-depth interviews, case studies and pilot studies to gain insights into the 

research problem (Pratap, 2018; Clow & James, 2014:28; Hair et al., 2010:36). Therefore, it is 

also known as an unstructured and informal approach, as this method does not specify formal 

objectives, a sample plan or a questionnaire and it often uses small, non-representative samples 

(Bhat, 2019a; Burns & Bush, 2014:101). This research design can assist the researcher to 

formulate hypotheses and research questions that may then be tested by using conclusive 

research (Iacobucci & Churchill, 2010:60). 

4.4.2 Causal research  

Causal research may be employed when the objective of the researcher is to establish a cause-

and-effect relationship between variables (Zikmund & Babin, 2013:51). This method illustrates 

the effect that independent variables have on the dependent variable (Zikmund & Babin, 2013:51). 

The main technique used by researchers to determine cause-and-effect relationships is through 

experimentation, which includes laboratory and field experiments (Malhotra, 2015:88; Wiid & 

Diggines, 2010:57) whereby the researcher manipulates or excludes all possible causes of an 

effect except the one cause being examined (Jefferys, 2018). Even though causal research 

provides researchers with valuable data, this method is neither time- nor cost-effective (Clow & 

James, 2014:35). 

4.4.3 Descriptive research  

The objective of descriptive research design is to describe the features and characteristics of a 

specific target population (Hair et al., 2013:373). This approach is often referred to as an 

observational design, as it provides valuable data about groups and occurrences that already 

exist within the marketplace (Hale, 2018; Smith & Albaum, 2010:23).  

Descriptive research is frequently used by marketers when making marketing decisions because 

this approach helps them to collect answers to the who, what, where, when and how questions, 

subsequently leading to the identification of opportunities and threats within the market (Clow & 

James, 2014:28; Burns & Bush, 2013:103). Furthermore, descriptive research can also be used 

by the researcher to analyse and validate, conclusively, the results obtained from exploratory 
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research findings (Shukla, 2010:35). Therefore, descriptive research is considered to be a formal 

and structured approach, as specific research questions and hypotheses are formulated in 

advance (Malhotra et al., 2017:73; Smith & Albaum, 2010:21-23). According to Malhotra 

(2015:87), the two main methods employed in a descriptive research design are surveys and 

observations. Studies employing descriptive designs commonly gather quantitative data, which 

enables the researcher to investigate both statistical and mathematical relationships (Clow & 

James, 2014:28).  

Malhotra (2010:108) identifies two types of descriptive research design techniques: the 

longitudinal design and the cross-sectional design. A longitudinal design involves repeating the 

same measures on a fixed population sample repeatedly over a period of time (Burns et al., 

2017:99). A cross-sectional study is only conducted once and at a specific point in time (Setia, 

2016; Iacobucci & Churchill, 2010:93). Cross-sectional studies may be grouped into single and 

multiple cross-sectional designs (Malhotra, 2010:103). A single cross-sectional design refers to a 

researcher collecting data from a single sample of respondents and a multiple cross-sectional 

design involves two or more samples of respondents (Shukla, 2010:38). 

In order to achieve the primary objective of this study, a descriptive research design using the 

single cross-sectional approach was employed. The next section focuses on the research 

approach used in the study. 

4.5 RESEARCH APPROACH  

The research approach refers to a plan and procedure for research projects (Creswell, 2014:3). 

This plan incorporates phases from the assumptions made about detailed methods of information 

collection, analysis and interpretation (Creswell, 2014:3). When developing an approach, the 

researcher should consider the following components: the analytic framework and models that 

are used to describe the problem, the research questions or hypotheses that are formulated to 

investigate the problem and the description of the data required to resolve the problem (Malhotra, 

2015:69). There are three popular and well-known research approaches; namely qualitative 

methods, quantitative methods and mixed methods (Kumar, 2014). 

4.5.1 Qualitative research  

Qualitative research is subjective in nature and is used to assess and evaluate non-numerical 

data (Gunnel, 2016). It focuses on determining consumers' attitudes by means of observations, 

focus groups, word association and in-depth interviews, which leads to new insights (Clow & 

James, 2014:41; Malhotra, 2010:73) due to the open-ended nature of the questions asked and 



 

Chapter 4: Research design and methodology 89 

the observations that are made (Malhotra, 2015:246). This approach is similar to exploratory 

research design in that both draw on data from relatively small groups of respondents (Armstrong 

et al., 2015:107). Researchers undertake qualitative research to define a research problem, to 

support quantitative, descriptive or causal research designs, or as a design in its own right. 

Qualitative research is often used to generate hypotheses and identify variables that should be 

included in quantitative approaches (Malhotra et al., 2017:149). 

4.5.2 Quantitative research  

Quantitative research is a structured data collection method (Clow & James, 2014:54). The main 

objective of quantitative research is to test hypotheses or research questions by means of 

gathering data with questionnaires which comprise a series of structured and predetermined 

questions and response options (Hair et al., 2013:77). Therefore, when using the quantitative 

method, the researcher should prepare, test and validate the questionnaire as well as identify the 

sample (Hair et al., 2013:77). The results of this approach are generalisable, as the results 

acquired are from a large and specific sample that is said to imitate the results of the entire 

population (Clow & James, 2014:54; Hair et al., 2010:78).  

4.5.3 Mixed approach  

As for the mixed approach, it is located on a continuum as it includes elements of both the 

qualitative and quantitative approaches (Creswell, 2014:3). This method is used when the 

objective of the research project is not clear (Rucker, 2018). The qualitative data will then serve 

as the input to quantitative data to be collected, which will provide the researcher with tangible 

recommendations (Demartini & Marchiori, 2018:435). 

Quantitative research was used for this study, whereby questionnaires were distributed to a large 

sample of respondents. It involved statistical measurement and analysis of the information 

received. In addition, the questionnaire comprised scales validated in previous studies. The 

following section explains the sampling strategy used in this study. 

4.6 SAMPLING STRATEGY 

A process used to select a frame from the population to participate in the analysis is known as 

the sampling technique. This approach often requires the collection of a certain number of 

respondents and is carried out in such a way that the responses gathered can be used to 

generalise the results, in order to draw conclusions about the general population (Wanjohi, 2012). 

Samples are referred to by Salkind (2012:95) as a subset group that may be representative of a 
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greater portion or even the entire population, to some degree. The aim of sampling without taking 

a census is to learn more about the population. Instead of a census, there are many reasons to 

perform sampling. It is more cost-effective, time-saving and data can be a more in-depth, less 

prone to absolute mistake, more realistic and more reliable (Wrenn et al., 2007:176-177). The 

researcher would then make an observation about the whole population on the basis of the 

knowledge obtained from the sample. As illustrated in Figure 4-3, the sampling strategy can be 

explained in five steps which were followed in this analysis. 

 

Figure 4-3: Steps of Sampling Strategy (Malhotra et al., 2017:415) 

4.6.1 Target population  

The target population is the set of elements or objects from which information is obtained to 

address the research problem (Bajpai, 2015:259). Since the researcher is unable to quantify every 

aspect of the population, an alternative is to extract a single sample of the same population (Silver 

et al., 2013:152-153; Berndt & Petzer, 2011:39). Failing to define the target population accurately 

will lead to misleading and inadequate outcomes (Hair et al. 2013:137). Therefore, it is essential 

that the target population be defined accurately. When decisions are taken about the target 

population, the researcher should take the research objective into account. 
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4.6.2 Sampling frame 

A sampling frame is a representation of the target population elements and may consist of a list 

or set of guidelines for the identification of the target population (Malhotra et al., 2017:415). 

Geographical regions, organisations, persons or other units may be included in the list (Sekaran 

& Bougie, 2016:240). Bradley (2013:155) notes that the sampling frame should mimic the entire 

population of interest. However, in some instances it is not possible to compile such a list. In such 

an instance, it is essential to specify the target population definition and how elements within that 

population can be reached (Malhotra, 2010:373). For the purpose of this study, it was decided to 

reach the target population via Facebook, as approximately 40 percent of South Africa’s 

population is active on this social media platform; that is, 23.8 million people out of 59.5 million 

people (Lama, 2020; Worldometer, 2020). Furthermore, 59.8 percent of South Africa’s Generation 

Y population has a Facebook account (Statista, 2020f). Furthermore, the questionnaire contained 

two screening questions regarding the country of origin and the age of the respondent to ensure 

that the data obtained and used for the study fell inside the defined target population. Any 

completed questionnaires returned by individuals who fall outside of the specified target 

population in terms of age or country of origin will be discarded.  

4.6.3 Sample method 

The sample method is defined as the process used by a researcher to select or recruit sample 

units (Bradley, 2013:155). There are two types of methods for sampling, namely probability and 

non-probability sampling as illustrated in Figure 4-4 (Zikmund & Babin, 2010:311). 
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Figure 4-4: Sampling method (Malhotra et al., 2017:419) 

4.6.3.1 Probability sampling 

Probability sampling is when each element in the population has a known and independent 

chance of participating in the study (Kumar, 2014:234). The elements are objectively chosen by 

a particular process within this sampling procedure, which enables an objective evaluation of the 

reliability and validity of the finding (Shukla, 2008:58). Probability samples include simple random 

sampling, systematic sampling, stratified sampling and cluster sampling (Wiid & Diggines, 

2013:189). 

Every element in the population is guaranteed to have an equal probability of being selected for 

the sample in simple random sampling (Zakmund & Babin, 2013:325). To assign a certain 

designation to any element of the sampling frame, a computer program or table is used. As a 

result, each element is chosen independently of any other element (Malhotra et al., 2017:426). 

Systematic sampling is a method in which the researcher systematically draws sample elements 

using a list of the entire population (Brendt & Petzer, 2011:7905). The starting point is chosen 

randomly (Hair et al., 2008:132), followed by the collection of sample items at regular intervals 

(Wiid & Diggines, 2013:195). The intervals used are determined by dividing the population size 

by the sample size and rounding to the nearest whole number (Malhotra et al., 2017:427). The 
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target population is segmented into smaller homogeneous subgroups with stratified sampling 

(Churchill et al., 2010:340). Thereafter, random samples are chosen from each subgroup (Burns 

& Bush, 2014:243); for example, a male and a female are selected to represent each subgroup 

(McDaniel & Gates, 2007:388). When a list of individual names is difficult to compile, cluster 

sampling is used (Babbie, 2013:153) and the whole population is then divided into sub-

populations (Hair et al., 2013:143). Therefore, instead of choosing individual units from the 

population, an entire cluster is randomly selected (Berry, 2013:189). 

4.6.3.2 Non-probability sampling 

Non-probability sampling, on the other hand, is when the likelihood of some particular element of 

the population being selected is uncertain and cannot be calculated (Zikmund & Babin, 2010:322; 

Tustin et al., 2005:344). Non-probability sampling is used under two conditions: when there is an 

indefinite number of elements in a population or when it is difficult to classify the elements 

individually (Kumar, 2014:242). Non-probability samples are based on personal judgment; 

therefore, the chosen sample should not be used as an objective reflection of the entire population 

(Iacobucci & Churchill, 2010:285). Non-probability sampling techniques include convenience 

sampling, judgement sampling, quota sampling and snowball sampling (Wiid & Diggines, 

2013:189). 

Convenience sampling refers to a method in which the researcher selects the most readily 

accessible elements of a population (Clow & James, 2014:231). This is a cost-effective approach 

that requires minimal effort, as the sampling units are accessible, easy to evaluate and co-

operative (Malhotra et al., 2017:421; Jensen & Laurie, 2016:97). Judgement sampling is 

subjective and the outcome depends entirely on the decision, experience and imagination of the 

researcher (Malhotra et al., 2017:422); the researcher will choose the elements they believe are 

representative of the population of interest based on the purpose of the study (Malhotra et al., 

2017:421; Babbie, 2013:128). This method of sampling is inexpensive, convenient and quick, but 

the results cannot be used to generalise a particular population directly because the population 

is not clearly specified (Malhotra et al., 2017:422). With quota sampling, the researcher divides 

the target population into subgroups, such as demographics or particular habits, and then selects 

quotas for each subgroup (Hair et al., 2008:136). This ensures that all pre-specified target 

population subgroups are represented (Hair et al., 2013:146). Snowball sampling refers to a 

randomly selected group of respondents that lets the researcher classify additional respondents 

based on referrals with the same characteristics (Burns & Bush, 2014:256; Iacobucci & Churchill, 

2010:287). For this study, the non-probability convenience sampling and snowball sampling 

methods were used. The online questionnaires were distributed by employing the snowball 



 

Chapter 4: Research design and methodology 94 

sampling method through social media platforms such as WhatsApp and Facebook. For the study, 

20 individuals were contacted via WhatsApp and asked to complete the questionnaire, which are 

referred to as convenience sampling. After completing the questionnaire, these 20 individuals 

were then asked if they would share the link to the questionnaire (which was on Google Forms) 

with their Generation Y friends on Facebook, which means that snowball sampling was applied 

as all the participants were asked to forward the link to their friends.  

4.6.4 Sample size 

The sample size refers to the number of elements that need to be included in the study to ensure 

that the identified target population is adequately represented (Malhotra, 2015:274; Hair et al., 

2008:352). Different factors such as limited budgets, time constraints, equivalent research sample 

sizes and accessibility to population components affect the sample size selection process 

(Zikmund & Babin, 2010:301-303). Alternatively, the number of variables and the statistical 

analysis methods (such as univariate, bivariate and multivariate) planned will affect the required 

sample size (Malhotra, 2010:374). 

A sample size of 369 consumers took part in this study. Considering the proposed statistical 

analysis methods, this sample size was considered adequate to follow the structural equation 

modelling rule of 200 to 400 cases (Malhotra, 2010:731). Structural equation modelling is 

considered to be a large-sample technique since large sample sizes are needed to accurately 

analyse data (Babin & Svensson, 2012:329; Kline, 2011:11). In addition, there were 30 scaled-

response items in the questionnaire, which is considered appropriate for factor analysis to satisfy 

the 5 to 10 responses per scale item rule (Pallant, 2010:183). Table 4-1 summarises the study’s 

sampling strategy.  

Table 4-1: Sampling strategy 

Target population Generation Y consumers aged between 18 – 34 years, residing in 
South Africa  

Sampling frame Generation Y consumers with a WhatsApp and Facebook account 

Sampling method Non-probability convenience and snowball sampling method 

Sample size 369 

The following section will describe the data collection methods used. 
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4.7 DATA COLLECTION METHOD 

Data collection is a process of collecting information from the respondents in order to find 

responses that are deemed relevant to the research problem and the formulated hypothesis 

(Harrison et al., 2016:13). Observation and survey approaches are the two widely used data 

collection techniques in quantitative studies (Malhotra, 2015:149). 

Observation includes the systematic observation and documentation of events or behaviour of a 

group of people, objects or events established (Zikmund & Babin, 2013:237). This is a systematic 

technique where non-verbal behaviour is recorded in order to provide an interpretation of such 

events (Bradley, 2013:141). Observations are not correlated with studies in problem-solving 

(Bradley, 2013:141). Surveys are the most commonly used tool by researchers for gathering 

primary quantitative marketing data (Wiid & Diggines, 2013:110). The survey method is defined 

as a method used to gather data from respondents by asking a series of verbal or written 

questions about the subject under study (Clow & James, 2014:35). A standardised questionnaire 

can ensure that the information is easily comparable, which will increase the speed and precision 

of recording information and facilitating the processing of data (Malhotra et al., 2017:374). 

Questionnaires can be classified into four groups, namely self-administered questionnaires, 

questionnaires administered by the interviewer, self-administered computer-assisted 

questionnaires and hybrid questionnaires (Berndt & Petzer, 2011:135). 

Self-administered questionnaires are distributed to a large number of respondents who then read 

and answer the questions themselves. This type of questionnaire ensures the anonymity of 

respondents (Burns & Bush, 2014:178; Mitchell & Jolley, 2012:286). It is possible to categorise 

self-administered questionnaires into two classes, namely paper-and-pencil questionnaires and 

electronic questionnaires. Paper-and-pencil questionnaires are delivered for later retrieval, which 

can be through mail, magazine or newspaper enclosures. Self-administered electronic 

questionnaires are delivered to the respondent through email messaging or a web site (Hyman & 

Sierra, 2010:86-87). In the case of interviewer-administered questionnaires, the interviewer reads 

the questions to the respondent and then records the respondent’s answers (Burns & Bush, 

2014:175). Computer-assisted self-administered questionnaires are where the respondent 

answers a questionnaire on a computer by means of a keyboard or mouse in the presence of an 

interviewer (Malhotra, 2010:216). The hybrid method integrates elements from both the 

interviewer and the self-administered questionnaire approaches and utilises technology to collect 

data (Burns & Bush, 2014:182; Berndt & Petzer, 2011:146). For this study, a structured self-

administered online questionnaire was used to collect the required information. The 
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questionnaires were distributed by employing the snowball sampling method through social media 

platforms such as WhatsApp and Facebook.  

4.7.1 Questionnaire format 

A questionnaire is a resource used by researchers to obtain data from respondents by posing a 

series of detailed questions based on the research objective of the study (Babbie, 2011:255; 

Sciglimpaglia, 2010:106). If the design of a questionnaire is poorly structured, it may lead to 

inadequate or incorrect data collection (Brace, 2018:9). There are two types of questions that can 

be used in a questionnaire, namely structured and unstructured questions (Pallant, 2013:7). 

Unstructured questions are where respondents are asked to formulate a response in their own 

words; this is also referred to as open-ended questions (Hair et al., 2012:190). These types of 

questions eliminate bias in responses as the respondents are free to express their views or 

opinions (Malhotra, 2017:385). Therefore, unstructured questions are used to discuss qualitative 

and in-depth aspects of a certain subject or issue (Nicholas, 2009:27). Structured questions, on 

the other hand, are used when the researcher needs detailed data to solve the research question 

(Berndt & Petzer, 2011:187). As such, when using structured questions, respondents are 

presented with a set of response alternatives from which they choose the option closest to their 

point of view (Zikmund et al., 2017:584). Iacobucci and Churchill (2010:214) claim that structured 

questions frequently use scaled questions, such as a Likert scale. The Likert scale allows 

respondents to show the degree to which they agree or disagree with various statements on a 

particular subject (Hair et al., 2013:171). The objective of scaled questions is to measure the 

intensity of the respondents’ feelings towards a specific topic that is being investigated 

(Iacobbucci & Churchill, 2010:241). The Likert scale is the most commonly used scale in 

marketing research, as it is easy to understand and to administer (Zikmund & Babin, 2013:255). 

Furthermore, this scale is the most frequently used scale for measuring attitudes or perceptions 

(Maree et al., 2011:167; Schiffman et al., 2010:61). 

4.7.2 Questionnaire content and layout 

A self-administered questionnaire should be accompanied by a cover letter giving the respondent 

specific guidance about how the questionnaire should be completed (Zikmund & Babin, 2013:174; 

Iacobucci & Churchill, 2010:221). The cover letter also states the motivation for the study, which 

serves to induce participation from the public or population sample (Salkind, 2012:149). A cover 

letter was used for this study to introduce the researcher, describe the study and communicate 

that participation was strictly voluntary. Furthermore, the cover letter explained that the 
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questionnaire does not contain any questions regarding personal identification and included a 

statement of consent which served to indicate respondents’ willingness to partake in the study.  

The questionnaire should be arranged in a logical format and the questions should be presented 

in a direct, clear, transparent and easy-to-understand manner (Berndt & Petzer, 2011:186; 

Bryman & Bell, 2011:240). The questionnaire should be divided into different sections, each of 

which should contain questions related to a specific topic (Malhotra et al., 2017:396). In line with 

this, the questionnaire for this study consisted of four sections (See Annexure A). Section A was 

designed to gather demographic data. Section B was set to determine the respondents’ streaming 

service usage.  Section C focused on the respondents’ preferences towards streaming services, 

as well as the devices they used for streaming purposes. Lastly, Section D consisted of the drivers 

that influence streaming services adoption, namely perceived usefulness (Guerra, 2015), 

intention to adopt (Shin, 2008; Nysveen, 2005), trialability (Chong et al., 2012), perceived value 

(Kim et al., 2007), perceived enjoyment (Nysveen, 2005), risk avoidance (adapted form of the 

perceived risk scale by Kunze & Mai, 2007) and perceived informativeness (Ducoffe, 1996).  

For the purpose of this study, structured response options were employed. Section A, B and C 

utilised various multiple choice questions while Section D used a six-point Likert scale. All the 

items used in Section D were modified from existing validated scales, which were used in previous 

studies. To ensure a clear interpretation of the questions, the questionnaire was kept as brief as 

possible and simple English terminology was used. 

4.7.3 Pre-testing of the questionnaire 

A pre-test is a small-scale research project that can be used by the researcher to determine how 

the questionnaire would work under real data collection conditions (Kumar, 2014:191; Zikmund & 

Babin, 2006:62). The aim of pre-testing a questionnaire is to identify problems that respondents 

may encounter in terms of understanding or interpreting questions, and to identify any unclear or 

biased questions (Kumar, 2014:191; Zikmund & Babin, 2013:302). A small representative group 

of respondents complete the questionnaire for a pre-test and provide feedback on words, phrases, 

instructions and the sequence of questions used in the questionnaire (Hair et al., 2008:180). Pre-

tests should be performed by means of personal interviews, as the interviewers can observe the 

respondents’ reactions and attitudes while answering the questionnaire (Iacobucci & Churchill, 

2010:224). Protocol analysis and debriefing are the two widely used techniques used in pre-

testing. With the protocol analysis, the respondents are required to verbalise their thoughts while 

they are busy answering the questions. The respondents’ reactions towards each question are 

recorded and analysed and, if necessary, the questions are modified accordingly. The debriefing 
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procedure involves an interview with the respondents after the questionnaire is completed, in 

order for the respondents to provide feedback on their interpretation of each question and to point 

out any errors or detected problems (Malhotra, 2010:354). 

The face validity of this study’s questionnaire was determined through the process of pre-testing 

by means of the debriefing procedure. Pre-testing was done by three experienced academics 

within the research field. The pre-test feedback received from the academics was used to 

rephrase a few questions and discard irrelevant or redundant questions. The questionnaire was 

pre-tested in order to determine the viability of all the constructs; whether the language used was 

clear; and whether the time allocated for completing the questionnaire was well-estimated. 

4.7.4 Administration of the questionnaire 

The questionnaire for this study was submitted for approval to the Ethics Committee of the Faculty 

of Economic and Management Sciences, at the North West University, Vanderbijlpark Campus. 

Subsequently, once the study was deemed feasible and was approved by the ethics committee, 

a certificate was issued with the clearance number: NWU-00570-20-A4.  

The process of formally administering the questionnaire for this study was conducted between 

June 2020 and August 2020. The structured self-administered online questionnaire was 

distributed by employing the snowball sampling method through social media platforms, namely 

WhatsApp and Facebook. Initially, 20 respondents were asked to complete the questionnaire and, 

after doing so, to share the Google Form link of the questionnaire with other individuals within the 

age group between 18 and 34 years old.  

The next section will outline the data preparation process that was followed for this study. 

4.8 DATA PREPARATION 

Once the fieldwork has been completed, the next phase is to convert the raw data into a format 

suitable for analysis and interpretation that will assist the marketer to answer the formulated 

research questions (Zikmund & Babin, 2015:70). Data preparation comprises three phases: 

editing, coding and tabulation (Zikmund et al., 2013:459). 

4.8.1 Editing 

The first phase within the data preparation process is known as editing (Kumar, 2011:255). The 

purpose of this phase is to ensure data quality by checking the accuracy and legibility of the raw 

data before it is captured (Wiid & Diggines, 2013:221; Berndt & Petzer, 2011:33-34). This is 
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done by thoroughly examining the questionnaires to ensure that the respondents followed all the 

instructions and completed all the sections with consistency (Zikmund & Babin, 2013:64). This 

process simplifies the data capturing process and delivers more accurate and precise results, as 

it ensures that the questionnaires are complete and free from inconsistencies, omissions and 

response errors (Kumar, 2011:255; Malhotra, 2010:453; Cant et al., 2005:189).  

For the purpose of this study, all the completed questionnaires underwent the editing process to 

ensure that they were usable. None of the questionnaires were discarded due to missing values 

as the questionnaire formulated on Google Forms required the respondents to answer all 

questions. However, 32 questionnaires were excluded, which were completed by respondents 

who indicated they do not live in South Africa (12 questionnaires) and those completed by 

individuals who did not fall within the target population age group which was specified to be 

between the ages of 18 and 34 years in 2020 (20 questionnaires). The coding phase is discussed 

in the next section. 

4.8.2 Coding 

Coding is the second phase in the data preparation process. This is a procedure where raw data 

is transformed into numerical values that allow for statistical analysis (Zikmund & Babin, 

2013:363). Coding involves creating and assigning numerical values to each response for each 

question in the questionnaire, which enables responses to be grouped into categories (Hair et al., 

2013:249; Zikmund & Babin, 2010:59). 

Table 4-2 presents the coding information utilised in this study.  

Table 4-2: Coding information 

Type of Data Variable Question Number 

Demographic data A1-A6 Section A, Question A1-A6 

Streaming services usage B1-B5 Section B, Question B1-B5 

Streaming preferences C1-C9 Section C, Question C1-C9 

Perceived usefulness D1-D5 Section D, Question D1-D5 

Intention to adopt D6-D9 Section D, Question D6-D9 

Perceived enjoyment D10-D13 Section D, Question D10-D13 

Perceived value  D14-D17 Section D, Question D14-D17 
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Table 4-2: Coding information (continued…) 

Type of Data Variable Question Number 

Trialability  D18-D21 Section D, Question D18-D21 

Perceived risk D22-D24 Section D, Question D22-D24 

Informative  D25-D30 Section D, Question D25-D30 

4.8.3 Tabulation  

Once the editing and coding phase has been completed, the data can be tabulated. Within the 

data preparation process, tabulation is the final step. The information is systematically arranged 

and displayed by counting the number of responses assigned to each question (Iacobucci & 

Churchill, 2010:32). Three techniques can be used for tabulation, namely bivariate tabulation, 

univariate tabulation, and multivariate tabulation (Struwig & Stead, 2010:152). Univariate 

tabulation refers to tabulating only one response to each question at a time (Berry, 2013:248). 

Bivariate tabulation refers to tabulating two responses concurrently and multivariate tabulation 

refers to tabulating more than two responses at a time (Struwig & Stead, 2007:152). 

For this study, univariate tabulation was used as the number of responses were counted and 

presented in the form of a frequency table under each variable (Sarstedt & Mooi, 2014:99-100). 

The next section addresses the statistical analysis methods used in this study. 

4.9 STATISTICAL ANALYSIS 

Statistical analysis refers to a systematic analysis of data that distinguishes patterns and trends 

which the researcher uses to draw conclusions (Polit & Beck, 2010:392). The information 

collected was analysed using the Statistical Package for Social Sciences (SPSS) and Analysis of 

Moment Structures (AMOS), Version 26.0 for Microsoft Windows. 

4.9.1 Factor analysis 

Factor analysis is a procedure that simplifies data by either summarising a set of variables into a 

smaller set of factors or through combining variables by identifying dimensions underlying the 

data (Hair et al., 2014:600). By analysing the relationships between the various sets of interrelated 

variables, factors or constructs are determined (Malhotra, 2010:636). There are two approaches 

to factor analysis, namely exploratory factor analysis and confirmatory factor analysis (Brown, 

2015:1). The objective of exploratory factor analysis is to extract an unknown number of factors 
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from a dataset whereas confirmatory factor analysis is used as a confirmatory test to establish 

whether the factor loadings are equivalent to a set of pre-specified constructs (Hair et al., 

2014:603).  

Exploratory factor analysis is utilised in the primary stages of a study to determine the 

interrelationships among dependent or independent variables (Osborne & Banjanovic, 2016:3; 

Pallant, 2013:188). Exploratory factor analysis is defined as a set of procedures that are utilised 

to identify the underlying dimensions or factors which explain the interrelationships between a set 

of variables (Malhotra, 2010:739). Exploratory factor analysis may also be applied when several 

previously validated summated scales are used simultaneously in a study to check the un-

dimensionality of those scales and to determine if any items cross-load or load on another factor 

(Hair et al., 2010:125). It was for this purpose that an exploratory factor analysis was conducted 

in this study. 

The following section describes the factor analysis decision-making process utilised for this study. 

4.9.1.1 Research design considerations 

This study utilised an R-Type factor analysis, as the objective was to identify the dimensions that 

were latent in the set of variables (Hair et al., 2014:96). This form of factor analysis makes use of 

a correlation matrix to indicate all the possible interrelationships between the variables (Hair et 

al., 2014:96; Malhotra, 2010:638). By utilising metric variables, interrelationships can easily be 

calculated (Hair et al., 2014:99). As such, the variables used for the purpose of this study are 

being measured using a six-point Likert scale. Deciding on the sample size is the next step and, 

according to the factor analysis rule of thumb, there should be a minimum of five observations 

per variable (Malhotra, 2010:639; Hair et al., 2014:100). However, a ratio of ten observations per 

variable is preferable (Wolf et al., 2013:914; Nunnally, 1978:421). In this study, there were 30 

scaled-response items and 369 data points. Therefore, there were 12.3 cases per item. 

4.9.1.2 Determine the statistical viability 

Before an exploratory factor analysis is conducted, it is important to ensure that the sample is 

adequate for it. The researcher can assess the sampling adequacy by utilising the Kaiser-Meyer-

Olkin (KMO) measure (Pallant, 2013:190). A KMO value above 0.5 indicates a strong enough 

correlation structure for the factor analysis to proceed (Wiid & Diggines, 2013:241). However, 

according to Tabachnick and Fidell (2013), the minimum value for good factor analysis is 0.6. 

When the KMO indicates small values, the correlations between the variables cannot be 

explained (Malhotra et al., 2017:714). Furthermore, the relevancy of interrelationships among 
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variables should be verified to make an exploratory factor analysis viable by using Barlett’s test 

of sphericity (Yong & Pearce, 2013:85; Hinton et al., 2004:349). A significant p-value (p< 0.05) 

Barlett test of sphericity signifies that factor analysis can be regarded as viable (Hair et al., 

2014:103). This study utilised both the KMO value as well as the Barlett’s test to ensure that the 

data was viable. 

4.9.1.3 Determine the factor method 

Before the underlying structure of interrelationships can be identified, the researcher should 

determine the factor analysis method. Principal component analysis and common factor analysis 

are the two basic approaches (Malhotra et al., 2017:717). The principal component analysis 

evaluates the total data variance, while common factor analysis only evaluates the mutual or 

common variance (Hair et al., 2014:105).  

The principal component analysis is the most widely used method for factor analysis (Pallant, 

2013:190). This method is utilised to alter an extended list of variables into a combined and 

condensed set of linear combinations of these variables (Iacobucci & Churchill, 2010:496), as the 

primary objective of this method is to determine the minimum number of factors that will explain 

the maximum variance in the data (Malhotra et al., 2017:171). Common factor analysis extracts 

the maximum number of factors to explain common variances among variables (Hair et al., 

2014:105), as the primary objective of common factor analysis is to describe both the underlying 

dimensions and the common variance of interest (Malhotra et al., 2017:717). For its factor 

analysis, this study used the principal components analysis method. 

4.9.1.4 Determine the number of factors to extract 

Once the method of factor analysis has been chosen, the researcher should determine the 

number of factors to be retained (Preacher et al., 2013:29). There are different approaches for 

calculating the number of factors to be retained; however, a priori criteria, scree plots, percentage 

of variance and eigenvalue methods are the most commonly used methods (McDaniel & Gates, 

2013:379; Hair et al., 1998:103-104). The eigenvalue method is used most frequently, as it 

calculates and assigns a value for the priorities and degree of inconsistency for factors; as such, 

only factors with eigenvalues of 1 or greater than 1 are retained (Ishizaka & Nemery, 2013:33; 

Malhotra, 2010:643). The a priori criteria method is utilised when the researcher has prior 

knowledge regarding the question under study (Hair et al., 2014:107). This enables the researcher 

to know, in advance, the number of factors to be extracted before undertaking the factor analysis 

(Malhotra, 2010:643). The scree test is used to plot eigenvalues on the y-axis against the number 

of factors extracted on the x-axis on a graph (Wiid & Diggines, 2013:242; Malhotra, 2010:643). 



 

Chapter 4: Research design and methodology 103 

The point at which the curve changes direction and becomes horizontal indicates the maximum 

number of factors to extract (Hair et al., 2014:108; Wiid & Diggines, 2013:242). The researcher 

can also select the number of factors to extract based on the percentage of variance explained. 

Hair et al. (2014:107) argue that enough factors should be selected in order to achieve an 

accumulation of 60 per cent or more of the total variance explained. 

According to Hair et al. (2014:109), most researchers make use of a combination of the methods 

to examine various factor structures before selecting a method. This study utilised verified scales 

from previous studies, as such, a priori criteria method was used to establish the number of factors 

to extract. Moreover, this study made use of the eigenvalue method to determine the number of 

factors to be retained. The next step will be to interpret these retained factors. 

4.9.1.5 Determine the rotational method 

Factor rotation assists the researcher with the interpretation of the factors, as it presents which 

variables group together (Pallant, 2013:192). Through factor rotation, provisional factors are 

altered to find new and easier factors to interpret. Factors are continuously rotated and reallocated 

until a meaningful factor structure is found (Osborne, 2015:1-2; Hair et al., 2014:111). 

Consequently, the original factors will be rotated to meet the criteria that will make them more 

relevant to the study at hand. Therefore, the selected variables for the rotated factors will have a 

higher probability of being meaningful (Gorsuch, 2015:186-187).  There are two main factor 

rotation methods, namely oblique factor rotation and orthogonal factor rotation (Manly & Alberto, 

2017:124).  

The axes are held at right angles in oblique rotation and are generally used when factors are likely 

to be strongly correlated (Malhotra, 2010:645). Fundamentally, this enables a more accurate 

representation of the complex structure of examined variables (Maroof, 2012:31). Therefore, 

associations between extracted factors provide near-zero estimates (Rahn, 2016; Yang, 

2005:193).  The method of oblique rotation involves Promax rotation and direct oblimin rotation 

(Pallant, 2010:185). 

The orthogonal rotation method is utilised to address several statistical variables simultaneously, 

while ensuring that factors which are extracted remain uncorrelated (Kline, 2016:192; Chen et al., 

2003:172). This method also does not maintain the axis at right angles (Malhotra, 2010:645). 

Therefore, orthogonal rotation methods are ideal when the main objective is to condense the 

number of variables (Hair et al., 2014:114). The orthogonal methods consist of equamax, 

quartimax and varimax (Pallant, 2010:185). 
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Varimax is a process that simplifies columns. The quirtimax process simplifies rows and the 

equimax process is a combination of varimax and quartimax (Hair et al., 2014:113). Varimax is 

the most commonly used approach (Pallant, 2013:192), as this approach minimises the variables 

with high loadings and simplifies the interpretation of the factor pattern (Malhotra, 2010:645). 

Varimax rotation was used in this study. 

4.9.1.6 Assess and interpreting the factor matrix  

The researcher should study the factor matrix by evaluating the commonalities and factor loadings 

of the variables (Hair et al., 2014:116–117). The commonality is the amount of variance that a 

variable shares with other variables within a dataset (Malhotra, 2010:638).  Costello and Osborne 

(2005:4) suggest that a researcher should consider excluding a variable from a dataset if that 

variable has a communality value of less than 0.40, as it might not be related to the other 

variables. Hair et al. (2014:117) claim that when a variable has a communality value below 0.50, 

it does not sufficiently fit with the other variables. The total variance explained could improve by 

removing variables with low communalities (Pallant, 2013:206).  

Factor loadings of above 0.4 are considered meaningful, while factor loadings above 0.6 indicate 

a variable that explains a factor very well (Widd & Diggines, 2013:242; Bradley, 2010:322). 

Occasionally, variables may cross-load and have significant values for more than one factor. In 

order to improve the factor matrix, such variables should be considered for rejection (Hair et al., 

2014:117). However, should variables be discarded, the factor analysis should be rerun in case 

another type of rotation is needed (Hair et al., 2014:104).  

In order to assess the interpretability of the given factor, Suhr (2006:4) recommends the 

evaluation of the conceptual significance of items within the same factor as part of the exploratory 

factor analysis. To judge their conceptual fit with their respective factors, all items should be 

evaluated (Hair et al., 2010:112). Items that do not conceptually fit into a particular factor with the 

corresponding items should be considered for deletion. Once a satisfactory solution has been 

derived and all the items within a factor demonstrate conceptual fit, the researcher can assign 

some meaning to the factors by naming the factors (McDaniel & Gates, 2013:379). This involves 

the use of intuition and prior knowledge in regard to the variables, as a substantive interpretation 

of the factor loadings patterns of the variables is required (Hair et al., 2014:136).  The results of 

an exploratory factor analysis can be confirmed using confirmatory factor analysis, which may be 

conducted by testing a measurement model as part of structural equation modelling. The next 

section will discuss the statistical analysis used for this study.  
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4.9.2 Descriptive statistics analysis 

Descriptive statistics analysis is a method employed to explain the variables within a dataset. The 

variables represent the question response options, while the dataset represents the respondents’ 

answers (Burns et al., 2017:317). Furthermore, it also refers to the mathematical methods that 

are employed to summarise and transform the dataset in order to present it more systematically 

for easier interpretation (Jensen & Laurie, 2016:335; Holcomb, 2016:14). The transformed 

dataset is usually illustrated through bar charts, histograms, box plots, pie charts, and frequency 

tables (Pietersen & Maree, 2016:204; Sarstedt & Mooi, 2014:100). The three descriptive statistics 

techniques employed in this study are measures of central tendency, measures of variability and 

measures of shape (Malhotra, 2010:486). 

4.9.2.1 Measures of central tendency 

The term measure of central tendency is defined as the statistic that describes the centre of the 

distribution of data (Malhotra, 2010:486). The statistic is also known as a measure of location, 

which is used to describe a location within a dataset (Malhotra et al., 2017:562). The purpose of 

this statistic is to report the most frequent response to a question (Burns & Bush, 2014:319). 

Three measures, namely the mean, median and mode, are used to locate the distribution centre 

(McDaniel & Gates, 2014:384). The mean, also known as the average value, is the most 

frequently used measure (Malhotra et al., 2017:562). This measure is used when the researcher 

collects the data by means of an interval or ratio scale and is calculated by adding all the values 

of the responses and dividing the result by the total number of responses (Malhotra et al., 

2017:562; Almquist et al., 2017:38). The mode is the value that appears most often within the 

dataset, which indicates the highest peak of distribution (Malhotra et al., 2017:562; McDaniel & 

Gates, 2014:384) and is a good measure of central tendency when the factors have been 

grouped into different categories (Malhotra et al., 2017:562). Lastly, the median is the middle 

value of a dataset when the dataset is arranged from the smallest to the largest value (Jensen & 

Laurie; 2016:310). However, if the number of data points is even, the two middle values are added 

and the sum is divided by two, which will indicate the estimated midpoint (Malhotra et al., 

2017:562). The median is an appropriate measure when the researcher makes use of ordinal 

data (Malhotra et al., 2017:562). 

The mean was used in this study as the measure of central tendency.  
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4.9.2.2 Measures of variability  

The measure of variability is a statistic that is used to indicate the distribution’s dispersion 

(Malhotra et al., 2017:563). This statistic enables a researcher to report on the variability of 

collected interval or ratio data. It explains how the values in a given dataset are distributed around 

the central value (McDaniel & Gates, 2014:384). This includes measures like range, variance and 

standard deviation (Trugman, 2016:227). 

The range is the most basic measure of variability as it indicates the difference between the 

highest value and the lowest value within a dataset (Burns & Bush, 2014:321; Zikmund & Babin, 

2013:341). Variance refers to the average squared distance that values deviate from their mean, 

thus referring to the difference between the mean and the observed value (Malhotra et al., 

2017:563; Gravetter & Wallnau, 2016:105). The variance of a dataset is small when the data 

points are grouped around the mean, and when the data points are scattered, the variance is 

large (Malhotra et al., 2017:563). Standard deviation is the square root of the variance and is the 

most important measure of variability (Malhotra et al., 2017:563; Burns & Bush, 2014:321). It 

refers to a standardised variability measure in the sample that demonstrates the degree of 

diversity in the values (Jensen & Laurie, 2016:335; Burns & Bush, 2014:321). The smaller the 

standard deviation, the closer the values are clustered around the mean; if the standard deviation 

is high, the values are spread out widely (Babbie, 2013:425). 

Standard deviation was used for the purpose of this study as a measure of variability. 

4.9.2.3 Measures of shape  

The measures of shape determine the nature and normality of the dataset distribution (Malhotra, 

2010:488). The two numerical measurements used to define a distribution's shape or normality 

are the degree of skewness and the degree of kurtosis (Almquist et al., 2017:31). The distribution 

of the data values is represented by a graph; an upside bell that is relatively symmetric in shape 

would imply a normal distribution (Malhotra, 2010:488-489). The skewness and kurtosis values 

need to be zero in order for data to be labelled as normally distributed (Pallant, 2013:59). The 

distribution of datasets can be symmetric or skewed, consequently having a positive, negative, or 

symmetrical presentation (Malhotra et al., 2017:564; Wiid & Diggines, 2013:249). Skewness 

refers to the tendency of deviations from the mean to be greater in one direction than in the other 

(Malhotra et al., 2017:564). If the skewness value is less than zero, which indicates a negative 

distribution, the data is skewed to the right side. A value of skewness greater than one reveals a 

positive distribution and the data is skewed to the left (Denis, 2018:21; Vieira, 2017:156). 
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Furthermore, when a distribution is symmetric it indicates that the values on either side of the 

centre of distribution are the same, meaning that the mean, mode, and median are equal 

(Malhotra et al., 2017:564). However, when the study is done on a larger sample, the researcher 

should rather take into account the shape of distribution as an alternative to using formal inference 

tests. This is because in larger samples, the significance level of skewness is less essential than 

the actual sample size (Tabachnich & Fidell, 2014:114). 

Kurtosis measures the degree of how flat or peaked a data distribution is according to the 

frequency distribution (Pallant, 2016:59). The standardised kurtosis index in a normal distribution 

has a value of 3; therefore, larger values signify positive kurtosis while smaller values represent 

a negative kurtosis. However, when kurtosis values are equal to or greater than 7, it indicates an 

early departure from normality (Byrne, 2013:103). As such, Hair et al. (2010:72) emphasise that 

larger sample sizes (n > 50) reduce the negative effects of non-normality and in the case of 

sample sizes exceeding 200, render those effects as negligible. Positive kurtosis values result in 

a more peaked data distribution, whereas negative kurtosis values will have a flatter data 

distribution (Malhotra et al., 2017:565). 

Skewness and Kurtosis were used for the purpose of this study as a measure of shape. 

4.10 STRUCTURAL EQUATION MODELLING  

Structural equation modelling is a multivariate technique, employed in scientific investigations to 

measure and evaluate multivariate causal relationships among observed and latent variables 

(Song & Lee, 2012:3). This technique measures the direct as well as indirect effects on presumed 

causal relationships, which is what makes structural equation modelling different from other 

modelling approaches (Fan et al., 2016). The structural equation modelling approach involves 

two procedures, namely a confirmatory factor analysis and a path analysis (Hair et al., 2017:14; 

Malhotra et al., 2013:712; Byrne, 2010:3). The structural equation modelling process is illustrated 

in Figure 4-5. 
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Figure 4-5: Structural equation modelling 

The process comprises the definition of the constructs, followed by the development, specification 

and assessment of the measurement model. If the measurement model is found to be reliable, 

valid and has an acceptable model fit, then the process continues by specifying the structural 

model. 

4.10.1 Define the individual constructs 

The structural equation modelling procedure begins with defining individual constructs (Malhotra, 

2010:729), which is also known as the operationalising construct process (Hair. et al, 2010:655). 

The items that make up a construct can be selected from either an existing scale, a modified scale 
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or the researcher can develop a new scale (Hair et al., 2014:567). However, the scale chosen 

and used for structural equation modelling should be valid, reliable and defined by existing theory 

to achieve optimum results (Hair et al., 2014:567; Kline, 2011:6). As such, it is characteristically 

known that structural equation modelling is based on comprehensive theoretical roots like existing 

literature and knowledge in the specific research field or from causes and effects among variables 

(Kline, 2016:10; Lei & Wu, 2007:35).  

Once the constructs have been identified and chosen, the researchers perform a pre-test in order 

to determine if all items selected are statistically satisfying and if the outcomes are not as expected 

some items should be deleted (Hair et al., 2010:656). Since the items have been specified, the 

measurement model can be developed (Hair et al., 2010:638). 

This study made use of valid and reliable academic research scales from previous studies. 

4.10.2 Develop and specify the measurement model 

The measurement model is utilised to explain the connections between the measurement 

variables and the hypothesised constructs (Malhotra, 2010:730); this is the confirmatory factor 

analysis stage of structural equation modelling. The purpose of this model is to determine if there 

are any valid or previously-implicit connections between the observed and the latent variables 

(In’namie & Koizumi, 2013:25). According to Babin and Svensson (2012:325), this model intends 

to indicate the level of variance explained by the measured items, as well as to evaluate the 

complete model fit.  

This process is illustrated by means of a diagram in which arrows are used to graphically indicate 

the path of each latent factor to the measured variables that are allocated to that specific factor 

(Malhotra, 2010:730). Factor loadings represent the degree to which each observed variable is 

related to its latent factor (Teo, Tsai & Yang, 2013:6; Kline, 2011:95). In order to ensure that the 

measurement model has no problematic estimates, the model is assessed by using standardised 

factor loadings (Lei & Wu, 2007:37). The Heywood cases are examples of this, as they refer to 

negative error variances or any standardised factor loadings that are above 1.0 or below -1.0 

(Hair et al., 2010:706). The occurrence of any problematic estimates might result in the 

corresponding indicator to be deleted unless there is a comprehensible theoretical reason for 

retaining it (Malhotra, 2010:735). 

Before the validity of the measurement model can be evaluated, there are several essential 

considerations regarding the sample size and model estimation techniques (Hair et al., 2014:569). 

Creswell (2014) states that it is important to determine the lowest sample size required in order 
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to reach the desired degree of statistical power with a suggested model before the data is 

gathered.  Furthermore, small sample sizes (respondents ≤100) tend to produce unreliable results 

(Byrne, 2010:76). For more complex models that have multiple constructs or constructs with less 

than three measured variables, a sample size of 200 to 400 respondents is recommended (Kline, 

2016; Malhotra, 2010:731). The sample size for this study was 369; this was adequate as the 

study consisted of thirty observed variables, which made up seven constructs, each of which had 

three or more variables.  

4.10.3 Assess measurement model reliability, validity and fit  

Reliability refers to the degree to which the findings remain consistent as tests are repeatedly 

carried out (Kumar, 2011:181; Malhotra, 2010:319). In addition, reliability demonstrates the 

degree to which a measure ment is free from random errors (Babin & Zikmund, 2016:280). In 

order to assess reliability, three approaches are used: test-retest reliability, alternative forms of 

reliability, and internal reliability consistency (Malhotra, 2010:318). The test-retest reliability is 

used to test stability by measuring the same scaled items using the same sample at two different 

points in time, each time under identical conditions (Zikmund & Babin, 2013:257). With the 

alternative-forms of reliability, two similar experiment tests are conducted on the same sample at 

different time intervals (Malhotra, 2010:319; Shukla, 2008:84). The method of internal consistency 

tests whether all items within a scale measure the same basic element (Aaker et al., 2011:270). 

Furthermore, internal consistency can be measured by one of two methods, namely split-half 

reliability and the Cronbach alpha coefficient (Iacobucci & Churchill, 2010:259). The primary focus 

of split-half reliability is to measure attitudes towards a phenomenon (Kumar, 2011:184). The 

method involves splitting the elements of the scale into two parts, each half producing a score 

that is then correlated. When the connection between the two halves is strong, it is an indicator 

of high internal consistency (Rovai et al., 2014:578; Malhotra, 2010:319). However, the most 

common measure of internal consistency is the Cronbach alpha coefficient (Zikmund & Babin, 

2013:257; Malhotra, 2010:319). The number of items in a scale is segmented by measuring the 

correlation coefficient between item pairs and then calculating the mean of the total score 

(Malhotra, 2010:319; McDaniel & Gates, 2010:253; Zikmund & Babin, 2013:257). In order to 

assess inter-item reliability for Likert scale questions, this approach is usually used (Gliner et al., 

2011:159). A Cronbach alpha value of 0.6 and above is appropriate, according to Zikmund and 

Babin (2013:257), but a value of 0.7 and above is preferable. A higher value indicates high 

internal-consistency reliability. Cronbach's alpha will be used to assess the reliability of the data 

for this study. 
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In addition, composite reliability (CR) should be used if reliability is calculated for structural 

equation modelling (Afari, 2013:101). The correlation between true score variance and total score 

variance is known as CR (Malhotra, 2010:733). When the measured CR value is 0.70 and above, 

the model is considered reliable. However, it is also considered acceptable if the CR values vary 

from 0.60 to 0.70, but only if coupled with acceptable average variance extracted (AVE) values 

(Hair et al., 2014:619). The next section explains the study's validity section. 

Validity demonstrates the accuracy of a measurement by determining whether a scale measures 

what it is supposed to measure (Burns & Bush, 2014:214; Hair et al., 2013:151). Validity 

guarantees the scales are free of random and systematic errors (Feinberg et al., 2013:128). A 

scale is characterised as having perfect validity when it has zero measurement errors (Shukla, 

2008:82). However, if a scale lacks validity, inadequate assumptions on the measure are likely to 

be made (Zikmund & Babin, 2013:258). There are three approaches for determining validity, 

namely content validity, criterion validity and construct validity (Malhorta, 2010:317). 

Content validity defines the degree to which the scale’s content seems to logically represent what 

was intended to be measured (Zikmund & Babin, 2010:250). Content validity is evaluated by a 

subject expert or the researcher (Malhotra, 2010:320). Criterion validity assesses whether the 

measurement scale performs according to constructs of identical measuring instruments or 

standard measurements as calculated (Shukla, 2008:82). Construct validity assesses whether 

the measurement tool reflects the underlying theory logically and connects it with the scales 

(McDaniel & Gates, 2010:256). Construct validity consist of three measures, namely convergent, 

discriminant and nomological validity (Sarstedt & Mooi, 2014:57).  

Convergent validity calculates the degree of association amongst different measures that were 

developed in order to measure identical or similar constructs (Clow & James, 2014:271). Two 

methods can be used to measure convergent validity: by the size of the factor loadings and by 

estimating the average variance extracted (AVE) (Malhotra, 2010:734). AVE values are 

considered to be acceptable if the values are 0.50 or higher, whereas factor loadings values 

above 0.50 are acceptable but should preferably be above 0.70 (Hair et al., 2014:618-619). 

Additionally, Afari (2013:101) recommends that AVE should be used when assessing validity 

when structural equation modelling is employed. Discriminant validity, on the other hand, 

identifies the uniqueness of a measure, therefore, it evaluates the lack of correlation between 

different constructs or measures not developed to measure the same concept (Zikmund & Babin, 

2010:251). With structural equation modelling, discriminant validity is identified by comparing the 

correlation coefficients of the measurement model with the square root of the constructs’ AVE 

values (Byrne, 2010:290-291). Discriminant validity occurs if the square root of the AVE value is 
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greater than the associated correlation coefficients (Hair et al., 2014:620). Nomological validity is 

the degree to which distinct yet similar constructs correlate in a theoretically expected manner 

(Remler & Van Ryzin, 2011:113; Malhotra, 2010:321). A Pearson’s Product-Moment correlation 

analysis is generally used in structural equation modelling to assess the nomological validity of 

the measurement model (Malhotra, 2010:562; Hair et al., 2010:710). The Pearson’s Product-

Movement correlation coefficient (r) method is most commonly used to assess the intensity of the 

relationship between two metric variables (Malhotra, 2010:562). It ranges from -1 to +1; a perfect 

negative relationship between two variables is represented by -1 and a perfect positive 

relationship between two variables is represented by +1 (Hair et al., 2008:286). A correlation 

coefficient of zero indicates that there is no relationship between two variables (Berndt & Petzer, 

2011:239). Pallant (2013:139) explains that the strength of the relationship between the two 

variables depends on the magnitude of the correlation value.  

In this study, content and construct validity were used. First the questionnaire was reviewed by 

three experienced researchers to ensure the validity of its content. Secondly, by looking at the 

convergent, discriminant and nomological validity of the measurement model, construct validity 

was assessed. 

Structural equation modelling is used to determine the relationships between a set of variables 

and to determine the overall fit of the model (Pallant, 2013:109). Consequently, once the reliability 

and validity of the measurement model has been identified, the model fit indices should be 

assessed. Model fit is analysed by comparing the degree of similarity between the covariance 

matrix predicted and the covariance matrix observed (Malhotra, 2010:731). For acceptable levels 

of goodness-of-fit indices, measurement models should be evaluated. There are three types of 

goodness-of-fit measures: absolute fit indices, incremental fit indices and parsimony fit indices 

(Hair et al., 2014:576). 

Absolute fit indices evaluate how well a measurement model recreates observed results. These 

include goodness-of-fit measures which consist of the goodness-of-fit index (GFI), the adjusted 

goodness-of-fit index (AGFI); and badness-of-fit measures which consist of the chi-square test 

(X2), the standardised root mean residuals (SRMR) and the root mean square approximation error 

(RMSEA) (Kline, 2011:195). The absolute fit indices and the suggested threshold values needed 

during evaluation are presented in Table 4-3. 
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Table 4-3: Absolute fit indices and recommended values 

  Measure Description 
Recommended 
value  

Absolute-fit-
indices 
(Goodness-of-fit) 

GFI Goodness-of-fit ≥ 0.90 

 AGFI Adjusted goodness-of-fit ≥ 0.90 

Absolute-fit-
indices 
(Badness-of-fit) 

X2 Chi-square p ≥ 0.05 

SRMR Standardise root mean residual ≤ 0.08 

RMSEA 
Root mean square error of 
approximation 

≤ 0.08 

Incremental fit indices are used to determine the degree to which a baseline model matches the 

predicted model (Kline, 2011:196; Malhotra, 2010:731). The incremental fit index (IFI), the 

Comparative Fit Index (CFI), the Normed Fit Index (NFI) and the Tucker-Lewis Index (TLI) all form 

part of the incremental fit indices (Malhotra, 2010:733). The incremental fit indices and the 

suggested threshold values needed during evaluation are presented in Table 4-4. 

Table 4-4: Incremental fit indices and recommended values 

  Measure Description 
Recommended 
value  

Incremental-fit-
indices 
(Goodness-of-fit) 

NFI Normed fit index ≥ 0.90 

CFI Comparative fit index  

TLI Tucker-Lewis index ≥ 0.90 

IFI Incremental fit index ≥ 0.90 

Lastly, parsimony fit indices are used to compare models with different complexities (Teo et al., 

2013:14). The Akaike's information criterion (AIC) and the Bozdogan’s consistent version of the 

AIC (CAIC) are taken into account when a researcher compares two or more models; notably, 

small differences between the models suggest a better fit between the models (Kline, 2011:220). 

In order to determine the model fit, this study applied absolute fit indices by means of chi-square 

and SRMR as well as incremental fit indices by means of IFI, CFI and TLI. In addition, parsimony 
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was used to compare two structural models by applying AIC and CAIC to determine which model 

demonstrated a better fit. 

The structural model can be specified as soon as the reliability and validity of the measurement 

model has been determined and the model fit is identified. However, the tests should be refined 

and a new study planned if the measurement model does not show an adequate validity, which 

means that the process will be repeated from the beginning (Malhotra, 2010:729). 

4.10.4 Specify the structural model  

The structural model focuses on the essence and intensity of the relationship between latent 

factors and observed indicators, while the measurement model focuses on the relationship 

between latent factors and observed indicators (Malhotra, 2010:735). The structural model 

displays regression paths from one construct to another with arrows, illustrating the 

interrelationships between various constructs (Hair et al., 2014:585). This is known as analysing 

paths. These paths display direct or indirect effects of independent constructs within the model 

on other dependent constructs (Seker, 2013:159). The hypothesised regression paths should be 

focused on established literature and the predictive relationships between constructs (Hair et al., 

2014:585). 

4.10.5 Assess structural model validity  

The validity evaluation of the structural model includes the review of the fit indices; the calculation 

of the discrepancies between the proposed structural model and alternative competing models; 

and the analysis of whether structural relationships and hypotheses are relevant (Malhotra, 

2010:736). The fit examination process for the validity of the structural model is identical to the fit 

examination process for the validity of the measurement model. However, there are fewer 

parameters to be estimated for the structural model, since the structural model has a fewer or 

equal number of relationships than the measurement model. Consequently, the structural model’s 

chi-square value must not be lower than the value of chi-square in the measurement model. It is 

better if the structural model’s fit is close to or similar to the measurement model’s fit. In addition, 

the same guidelines, statistics and fit indices used to analyse the measurement model’s fit are 

used to examine the fit of a structural model (Malhotra, 2010:737). Furthermore, the structural 

model explores the structural relationships and hypotheses. The structural theory is considered 

to be valid only to the degree that the hypotheses are supported in the structural equation 

modelling analysis. For a hypothesised relationship, the parameter estimations should be 

statistically relevant. Estimates for the primary constructs should also be tested by multiple 

regression or variance analysis followed by the variance explained (Malhotra, 2010:737). 
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Additionally, in order to ensure that the proposed model has a better fit, it is suggested to compare 

the proposed model with alternative models. The comparison can be obtained by comparing the 

variations in chi square, incremental or parsimony fit indices of the proposed model and a 

competing model (Malhotra, 2010:737). If the structural model is not considered to be significantly 

worse than the fit of the measurement model, then the structural model is deemed valid. However, 

if the validity of the structural model is not deemed sufficient, it is possible to perform additional 

analyses based on model diagnostics. These improvements should be theoretically relevant and 

tested on newly collected data by testing the modified model. 

4.10.6 Draw conclusions and make recommendations 

Conclusions can be based on the CFA analysis outcomes of the main constructs as well as on 

the hypotheses test outcomes in the structural model (Malhorta 2010:738). 

4.11 CONCLUSION  

In the methodological section of this report, this chapter outlined the research approach that was 

adopted. The research paradigm, marketing research, research design, research approach, 

method of sampling, method of data collection, and preparation of data were analysed and 

discussed. The statistical analysis, describing the statistical methods employed in the research, 

was described. The section on the factor analysis clarified the exploratory factor analysis in detail 

and was followed by a discussion on structural equation modelling.  

The following chapter discusses the pre-testing of the questionnaire as well as the empirical 

findings of the main study. 
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CHAPTER 5 
ANALYSIS AND INTERPRETATION OF EMPIRICAL FINDINGS 

5.1 INTRODUCTION 

In Chapter 4, the research methodology implemented in this study was outlined. This chapter 

will use that methodology as the foundation to analyse and report on the empirical findings in 

line with the empirical objectives set out in Section 1.3.3.  

This chapter commences with the pre-test results of the questionnaire in Section 5.2. This is 

followed by an explanation of the data gathering process in Section 5.3 and the preliminary 

data analysis segment in Section 5.4, which comprises how the data were coded, cleaned and 

tabulated. Within Section 5.5, the sample’s background information regarding the 

respondents’ demographic information, streaming services usage and preferences are 

discussed. The results of the exploratory factor analysis are depicted in Section 5.6. 

In Section 5.7, a discussion follows regarding the descriptive statistics of the study, while 

Section 5.8 summarises the correlation analysis conducted. The multi-collinearity diagnostics 

analysis is discussed in Section 5.9 and the formulation and testing of the study’s hypotheses 

are outlined in Section 5.10. This is followed by the reporting of the results of structural 

equation modelling in Section 5.11, with specific reference to the outcome of the empirical 

testing of the model of the latent factors influencing Generation Y consumers’ perceived value 

of and intention to adopt streaming service platforms, as projected in Chapter 3 (refer to 

Section 3.6). 

The statistical analysis of the data set gathered in this study was conducted using IBM SPSS 

Statistics and AMOS, Version 26.0 for Windows. The next section provides insight into the 

outcomes obtained from the pre-testing of the questionnaire. 

5.2 PRE-TEST RESULTS 

The face and content validity of the questionnaire were determined through the process of 

pre-testing. Pre-testing was done by consulting three experienced academics within the 

research field. Only minor alterations were suggested. Based on the findings and feedback 

obtained from pre-testing, the final questionnaire that was administered for the main study was 

drafted. Table 5-1 summarises the coding information and the descriptions of the variables 

included within each construct. 
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Table 5-1: Description of variables and constructs 

Code  Variable    Construct  

D1 
Using streaming services will help me to access music 
and video content more quickly.   

Construct 1 -  
Perceived usefulness 

D2 
Using streaming services will enable me to enhance 
my music and video content appreciation. 

 

D3 
Using streaming services will make it easier to get 
information regarding music and video content. 

 

D4 
Streaming services will provide a wide variety of music 
and video content. 

 

D5 
Overall, streaming services will be a very useful 
platform to listen to music and watch video content. 

  

D6  
I intend to use streaming services to listen to music in 
the future. 

 

Construct 2 –  
Intention to adopt 

D7 
I intend to use streaming services to watch video 
content in the future. 

 

D8 
Within the next month, I will consider starting using 
streaming services. 

 

D9 
Within the next six months, I intend to use streaming 
services frequently. 

  

D10  Using streaming services will be exciting.  

Construct 3 -  
Perceived enjoyment 

D11 Using streaming services will be fun.  

D12 Using streaming services will be pleasurable.  

D13 Using streaming services will be entertaining.  

D14  
Overall, the use of streaming services offers value for 
money. 

  

Construct 4 -  
Perceived value 

D15 
Compared to the effort I need to put in, the use of 
streaming services is beneficial to me. 

 

D16 
Compared to the time I need to spend, the use of 
streaming services is worthwhile to me. 

 

D17 
Overall, the use of streaming services delivers good 
value. 
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Table 5-1: Description of variables and constructs (continued …) 

Code  Variable    Construct  

D18  
I would like to know more about streaming services 
before subscribing and using them. 

 

Construct 5 -  
Trialability 

D19 
Having free access to a streaming service for a month 
might convince me to use it. 

 

D20 
Trial access to a streaming service might convince me 
to subscribe to such services. 

 

D21 
Trial access to a streaming service will allow me to 
understand first-hand what the benefits of the services 
are. 

  

D22  I like the fact that streaming services are legal to use.  

Construct 6 -  
Risk avoidance 

D23 
I like the fact that streaming services will not cause any 
damage to my device in the form of viruses. 

 

D24 
I like the fact that streaming services are more socially 
acceptable than pirating online content. 

  

D25 
Streaming services are a good source of up-to-date 
video content/ TV series/ music. 

 

Construct 7 -  
Informative 

D26 
Streaming services provide immediate access to a 
wide variety of video content/ music. 

 

D27 
Streaming services are a good source of information 
about up-to-date video content/music. 

 

D28 
Streaming services give me access to video 
content/music that is relevant to my interests and 
tastes. 

 

D29 
Streaming services are a convenient source of 
information on video content/music. 

 

D30 
Streaming services provide timely information on 
video content/music.   

The following section describes the data gathering process followed.  

5.3 DATA GATHERING PROCESS 

Data for this study were collected from 401 Generation Y consumers by means of a structured, 

self-administered online questionnaire. Of these 401 questionnaires, 369 were usable. The 

online questionnaires were distributed through a combination of convenience and snowball 
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sampling, using WhatsApp and Facebook. Using this approach, 20 initial respondents were 

asked to complete the questionnaire. After completion, these 20 respondents were requested 

to share the Google Form link of the questionnaire with other individuals within their age group 

(between 18 and 34 years). The prospective respondents were notified on the cover letter of 

the questionnaire that the completion of questionnaires was strictly voluntary and that the 

questionnaire did not contain any questions regarding personal identification of any of the 

respondents.  

The subsequent section addresses the preliminary data analysis undertaken in this study. 

5.4 PRELIMINARY DATA ANALYSIS 

A preliminary data analysis should be conducted before the final data set is analysed and 

interpreted. As such, the following section focuses on discussing the coding (Section 5.4.1), 

data cleaning (Section 5.4.2) and tabulation of the data (Section 5.4.3) for further 

interpretation. 

5.4.1 Coding 

The questionnaire utilised in this study comprised four sections. Section A requested 

respondents’ demographical information and Section B gathered data regarding the 

respondents’ streaming services usage. Section C obtained the respondents’ preferences 

pertaining to streaming. Lastly, Section D measured seven constructs pertaining to the 

respondents’ perceived value of and intention to adopt streaming services, which made up the 

empirical portion of this study. 

Table 5-2 depicts the layout of the Section A, which is the demographical information section 

of the questionnaire. 

Table 5-2: Section A: Demographical information  

Section A: Demographical information 

Question  Code  Variable  Value assigned to responses 

Question 1 A1 Country of origin South Africa (1); Other (2) 

Question 2 A2 Province of origin Eastern Cape (1); Free State (2); 
Gauteng (3); KwaZulu-Natal (4); 
Limpopo (5); Mpumalanga (6); Northern 
Cape (7); North West (8); Western Cape 
(9); Other (10) 
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Table 5-2: Section A: Demographical information (continued…) 

Section A: Demographical information 

Question  Code  Variable  Value assigned to responses 

Question 3 A3 Gender Female (1); Male (2); Non-binary (3) 

Question 4 A4 First Language Afrikaans (1); English (2); IsiNdebele 
(3); IsiXhosa (4); IsiZulu (5); Sepedi (6); 
Sesotho (7); Setswana (8); SiSwati (9); 
Tshivenda (10); Xitsonga (11) 

Question 5 A5 Generation Y Consumer Yes (1); No (2) 

Question 6 A6 Age  <18 (1); 18 (2); 19 (3); 20 (4); 21 (5); 22 
(6); 23 (7); 24 (8); 25 (9); 26 (10); 27 
(11); 28 (12); 29 (13); 30 (14); 31 (15); 
32 (16); 33 (17); 34 (18); 34< (19) 

Table 5-3 demonstrates Section B of the questionnaire, in which respondents were required 

to indicate their streaming service usage. 

Table 5-3: Section B: Streaming services usage 

Section B: Streaming services usage 

Item Code  Variable  Value assigned to responses 

Question 1 B1 Have you ever used 
streaming services? 

Yes (1); No (2) 

Question 2 B2 Do you currently use 
streaming services? 

Yes (1); No (2) 

Question 3 B3 How often do you use 
streaming services? 

Every day (1); 3 to 4 times a week (2); 
Once or twice a week (3); Never (4) 

Question 4 B4 I have access to: PC (Desktop) (1); Laptop (2); Tablet (3); 
Smartphone (4); Smart TV (5); Gaming 
device (6); Other (7) 

Question 5 B5 I am willing to pay for 
subscription per month: 

R0 - R99 (1); R100 - R199 (2); R200 - 
R299 (3); R300 - R399 (4); R400 - R499 
(5) 

Table 5-4 shows Section C of the questionnaire in which respondents were required to indicate 

which devices and streaming service platforms they preferred. 
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Table 5-4: Section C: Streaming preferences  

Section C: Streaming preferences 

Item Code  Variable  Value assigned to responses 

Question 1 C1 Video streaming 
service/s used: 

Amazon Prime Video (1); DEOD (Digital 
Entertainment on Demand) (2); Google 
Play Movies & TV (3); Netflix (4); 
ShowMax (5); YouTube Premium (6); 
DSTV Now (7); Disney+ (8); I am 
currently not using any video streaming 
service (9); Other (10) 

Question 2 C2 Preferred video 
streaming service 
platform: 

Amazon Prime Video (1); DEOD (Digital 
Entertainment on Demand) (2); Google 
Play Movies & TV (3); Netflix (4); 
ShowMax (5); YouTube Premium (6); 
DSTV Now (7); Disney+ (8); Other (9) 

Question 3 C3 Music streaming 
service/s used: 

Apple Music (1); Deezer (2); Google Play 
Music (3); Joox (4); Simfy Africa (5); 
Spotify (6); Tidal (7); YouTube Music (8); 
I am currently not using any music 
streaming service (9); Other (10) 

Question 4 C4 Preferred music 
streaming service 
platform: 

Apple Music (1); Deezer (2); Google Play 
Music (3); Joox (4); Simfy Africa (5); 
Spotify (6); Tidal (7); YouTube Music (8);  
Other (9) 

Question 5 C5 Device/s to stream 
audio and video: 

PC or laptop (1); Smart TV (2); 
Smartphone (3); Tablet (4); Gaming 
device (5); Other (6) 

Question 6 C6 Preferred device to 
stream videos: 

PC or laptop (1); Smart TV (2); 
Smartphone (3); Tablet (4); Gaming 
device (5); Other (6) 

Question 7 C7 Preferred device to 
stream music: 

PC or laptop (1); Smart TV (2); 
Smartphone (3); Tablet (4); Gaming 
device (5); Other (6) 

Question 8 C8 Internet connection/s 
used to stream: 

Mobile data (3G/4G/5G) (1);Free WIFI 
spots (2); WIFI at home (Fixed 
LTE/ADSL/Fibre) (3); WIFI at university 
(4); Other (5) 

Question 9 C9 Preferred internet 
connection used for 
streaming: 

Mobile data (3G/4G/5G) (1); Free WIFI 
spots (2); WIFI at home (Fixed 
LTE/ADSL/Fibre) (3); WIFI at university 
(4); Other (5) 
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Section D of the questionnaire is illustrated below in Table 5-5 and represents the main aim 

of the study. It comprises the variables used for the empirical portion of the study, as well as 

the assigned values of the responses.  

Table 5-5: Section D: Drivers of streaming services adoption  

Section D: Drivers of streaming services adoption 

Item Code  Construct  Value assigned to responses 

Item 1 - 5  D1 - D5 Perceived usefulness 

Strongly disagree (1); Disagree 
(2); Slightly disagree (3); Slightly 

agree (4); Agree (5); Strongly 
agree (6) 

Item 6 - 9 D6 - D9 Intention to adopt 

Item 10 - 13 D10 - D13 Perceived enjoyment 

Item 14 - 17 D14 - D17 Perceived value  

Item 18 - 21 D18 - D21 Trialability 

Item 22 - 24 D22 - D24  Risk avoidance 

Item 25 - 30 D25 - D30 Informative 

The following section discusses the data cleaning process applied to the data set.  

5.4.2 Data cleaning  

Data cleaning was utilised to discard questionnaires that were completed by respondents that 

fell outside the scope of the study’s defined target population. For this study, 401 

questionnaires were completed. Of these, 20 of the questionnaires were completed by 

respondents outside of the Generation Y consumer parameter and, as such, were discarded. 

Another 12 questionnaires were discarded as they were completed by respondents whose 

country of origin was not South Africa. After completing the data cleaning process, 369 

questionnaires were deemed useful, which translates to a 92 percent response rate, and were 

included in the data set for statistical analysis. Of these 369 remaining questionnaires, no 

missing values were evident. 

The following section provides details pertaining to the tabulation applied in this study. 

5.4.3 Tabulation of variables  

The tabulation of variables follows the coding and data cleaning processes. Table 5-6 presents 

the frequencies recorded for each scaled response observed in Section D (D1 – D30). 
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Table 5-6: Frequency of responses  

Section D: Drivers of streaming services 

Scale Item 
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  1 2 3 4 5 6 

Construct 1 - Perceived usefulness 

D1 4 3 11 16 131 204 

D2 2 7 11 31 145 173 

D3 5 6 6 28 148 176 

D4 2 8 3 16 133 207 

D5 4 2 10 17 126 210 

Construct 2 - Intention to adopt 

D6 5 5 7 25 112 215 

D7 3 4 6 20 124 212 

D8 19 9 17 40 122 162 

D9 12 5 13 27 118 194 

Construct 3 - Perceived enjoyment 

D10 5 4 7 47 149 157 

D11 6 1 9 46 152 155 

D12 2 2 11 42 150 162 

D13 3 0 11 21 152 182 

Construct 4 - Perceived value 

D14 9 5 16 47 143 149 

D15 6 4 13 51 141 154 

D16 4 11 15 38 145 156 

D17 5 8 8 38 143 167 

Construct 5 - Trialability  

D18 6 14 14 43 123 169 

D19 5 13 20 36 116 179 

D20 5 12 20 39 128 165 

D21 5 6 15 31 131 181 

Construct 6 - Risk avoidance 

D22 5 2 8 17 155 182 

D23 4 10 9 21 136 189 

D24 6 5 13 26 136 183 
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Table 5-6: Frequency of responses (continued…) 

Section D: Drivers of streaming services 

Scale Item 
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Construct 7 - Informative 

D25 6 5 6 34 148 170 

D26 4 5 8 25 138 189 

D27 5 5 11 31 150 167 

D28 5 4 7 27 141 185 

D29 4 6 8 25 151 175 

D30 5 6 14 30 139 175 

Section 5.5 reports on the demographical information analysis, detailing the sample of 

respondents that formed part of this study, as well as background information and preferences 

pertaining to respondents’ streaming services usage. 

5.5 DEMOGRAPHICAL INFORMATION ANALYSIS 

This section describes the demographic attributes of the sample and the respondents’ 

background information pertaining to streaming services by means of illustrations such as pie 

charts, bar graphs and frequency tables. The displayed percentages are rounded up/down to 

the nearest. 

5.5.1 Sample description 

Of the 401 questionnaires that were completed online, 369 questionnaires formed part of the 

data set from which the demographical statistics were obtained. The questionnaire contained 

two screening questions regarding the country of origin and the age of the respondent to 

ensure that the data obtained and used for the study fell inside the defined target population. 

Given that the final sample only comprised respondents that form part of the defined target 

population, no illustrations are portrayed for country of origin, or whether they form part of 

Generation Y.  

Figure 5-1 demonstrates the demographical information collected per question of the 

questionnaire.  
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1. Province of origin 

 

2. Gender 

 

3. First Language 

 

4. Age at your last birthday 

 

Figure 5-1: Demographical information collected  

The top chart in Figure 5-1 illustrates the province of origin of Generation Y consumers who 

participated in the study. All of the nine South African provinces were represented within this 

study. The three provinces with the largest concentration of respondents were, in descending 

order of proportion: Gauteng (58.8 percent), Free State (11.7 percent) and North West (8.9 

percent). Furthermore, 4.9 percent of the respondents were from the Western Cape, 4.6 

3 12 1 59 3 4 9 4 5

Eastern Cape Free State Northern Cape

Gauteng KwaZulu-Natal Limpopo

North West Mpumalanga Western Cape

43 57

Male Female

1 5 33 2 6 24 2 7 13 1 6

IsiNdebele IsiXhosa Afrikaans Tshivenda Sepedi English
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18 - 21 22 - 25 26 - 29 30 - 34
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percent from Limpopo, 4.3 percent from Mpumalanga, 3 percent from each of KwaZulu Natal 

and Eastern Cape and 0.8 percent of the respondents were from Northern Cape.  

The second chart in Figure 5-1 depicts the samples’ gender distribution amongst the 

respondents. Out of the 369 respondents, 56.9 percent were female and 43.1 percent were 

male. None of the respondents identified as non-binary.  

Respondents were requested to indicate their first language and their responses are 

summarised in the third chart in Figure 5-1. According to the illustration, all of the eleven official 

South African languages were represented: 33.1 percent of the respondents indicated 

Afrikaans as their first language, followed by English at 24.4 percent and Sesotho at 12.5 

percent. The remaining respondents indicated that their first language is IsiZulu (at 7.3 

percent), Sepedi (at 6.2 percent), Setswana (at 5.4 percent), IsiXhosa (at 4.6 percent), SiSwati 

(at 2.2 percent), Tshivenda (at 1.6 percent). Each of the remaining languages, IsiNdebele and 

Xitsonga, were represented by 1.4 percent of the respondents. 

The fourth chart in Figure 5-1 points out that the respondents ranged from 18 to 34 years of 

age. The majority of the respondents indicated that they were 23 (8.9%), 26 (8.7%) and 22 

(8.4%) years of age. These are followed by the ages of 24, 27 and 33; each of which 

represented 7 percent of the respondents. Ages 22 and 30 years were represented by an 

equal number of respondents (6%). The ages 32 (5.7%), 31 (5.4%), 20 (3.8%), 34 (3.3%), 19 

(2.2%) and 18 (0.8%) had relatively low representations.  

5.5.2 Streaming services usage and preferences 

The questionnaire’s Section B included five questions designed to determine respondents’ 

streaming service practices. In the first question, the respondents were requested to indicate 

whether they ever used streaming services. The second question examined whether the 

respondents were currently using streaming services. The third question required respondents 

to indicate how often they use streaming services. The fourth question requested the 

respondents to indicate the type of devices to which they have access. The fifth question 

prompted respondents to indicate the amount they were willing to spend a month to use 

streaming services. Figure 5-2 represents the results of Section B in the questionnaire. 
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1. Have you ever used streaming services? 

 

2. Do you currently use streaming services? 

 

3. How often do you use streaming services? 

 

4. I have access to: 

 

5. I am willing to pay for subscription per month: 

 

Figure 5-2: Streaming service usage 
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Streaming services are a fairly novel phenomenon in the South African consumer market and 

are currently in the growth phase of the product life cycle, as indicated in Chapter 3. This is 

visible in the first chart of Figure 5-2, which indicates that 97.6 percent of the respondents had 

used a streaming service platform at least once and only 2.4 percent of the respondents 

indicated that they had never used a streaming service platform.  

The second chart in Figure 5-2 exhibits the percentage of Generation Y consumers who had 

been using a streaming service platform. According to the outcome of the study, 93.2 percent 

of the Generation Y consumers were using streaming services at the time, while 6.8 percent 

indicated that they were not using any streaming service platform.  

Respondents had to specify how often they use a streaming service platform. The third chart 

in Figure 5-2 illustrates that 60.4 percent of the respondents were using a streaming service 

platform every day; 23 percent of the respondents did so three to four times a week; and 13 

percent of the respondents indicated that they were using a streaming service only once or 

twice a week. In the sample, 3.5 percent of the respondents reported that they did not use 

streaming service platforms.  

Furthermore, the respondents were asked to indicate which of the following devices they had 

access to: a desktop personal computer, laptop, tablet, smartphone, smart televisions, as well 

as gaming devices such as Xbox and PlayStation. The three devices to which the majority of 

the respondents had access were smartphones (94.9%), laptops (88.9%) and smart 

televisions (58.8%). Some respondents indicated that they had access to personal computers 

(36%), tablets (32%) and gaming devices, which include Xbox and PlayStation (26.3%). Only 

1.9 percent of respondents indicated that they use other devices. These results are illustrated 

in the fourth chart of Figure 5-2.  

Lastly, the fifth chart in Figure 5-2 presents the amount of money that the respondents were 

willing to spend on streaming platforms each month. The majority of the respondents indicated 

that they were willing to spend R100 – R199 (47.4%). This was followed by 28.5 percent who 

were willing to pay R0 – R99 and 16.8 percent who reported they were willing to pay R200 – 

R299. A relatively small portion of the sample indicated that they were willing to spend above 

R300 a month: 4.1 percent indicated a willingness to spend R300–R399 per month and 3.3 

percent were willing to spend R400–R499 per month.  

Nine questions were used in Section C in order to determine the respondents' streaming 

preferences. In the first question, the respondents were requested to indicate which video 

streaming services they were using at the time and the second question required them to 
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indicate which video streaming platform they preferred to use. The third and fourth questions 

examined which music streaming service platforms the respondents were using at the time 

and which of those platforms they preferred to use. Questions five to seven required the 

respondents to indicate the devices that they used for streaming, followed by their preferred 

device on which to stream video and music, respectively. The final two questions prompted 

the respondents to indicate which internet connection they were using in order to stream and 

their preferred internet connection for streaming. The outcomes of Section C are presented in 

Figure 5-3. 

1. I am currently using the following video streaming service: 

 

2. My preferred video streaming service platform is: 

 

Figure 5-3: Streaming service preferences 
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3. I am currently using the following music streaming service: 

 

4. My preferred music streaming service platform is: 

 

5. I make use of the following device/s to stream: 

 

6. My preferred device used to stream videos is: 

 

Figure 5-3: Streaming service preferences (continued …) 
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7. My preferred device used to stream videos is: 

 

8. My preferred device used to stream music is: 

 

9. I make use of the following internet connection/s to stream: 

 

10. My preferred internet connection to use for streaming is 

 

Figure 5-3: Streaming service preferences (continued …) 
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Given that there are various video streaming service platforms available, respondents were 

required to indicate which video streaming service platforms they were using at the time. The 

first chart in Figure 5-3 shows that the majority of the respondents at the time were using 

Netflix (32.3%), followed by DSTV Now (21.2%), ShowMax (16.8%), YouTube Premium 

(12.3%), Google Play Movies & TV (7.6%), Amazon Prime Video (2.3%), Other (2.0%), Disney 

+ (1.8%) and DEOD (0.6%). However, 3 percent of the respondents indicated that they were 

not using any video streaming service platform.  

In terms of respondents’ preferred video streaming platform, Netflix was the most popular 

video streaming service platform as per indication from 65.9 percent of the sample, as 

illustrated in the second chart in Figure 5-3. This was followed by YouTube Premium (11.7%), 

DSTV Now (9.5%), other free video streaming services (5.1%), ShowMax (4.6%), Disney + 

and Google Play Movies & TV (1.4%), as well as Amazon Prime Video and DEOD with equal 

percentage of 0.3 percent.  

Considering the numerous music streaming service platforms available, respondents were 

required to indicate which music streaming services platforms they were currently using, of 

which the outcome was presented in the third chart in Figure 5-3. YouTube Music (30%) was 

used by the majority of the sample, followed by Spotify (19.8%), Apple Music (16.4%), Google 

Play Music (11.8%), JOOX (7.1%), Deezer (6%), Tidal (2.3%), other service providers (0.9%) 

and Simfy Africa (0.6%). Furthermore, 5 percent of the respondents indicated that they were 

not currently using any music streaming service platforms.  

As indicated in the fourth chart in Figure 5-3, YouTube Music (29.6%), Spotify (22.8%) and 

Apple Music (21.1%) were the three most preferred music streaming service platforms among 

the respondents. These were followed by Google Play Music (8.4%), JOOX (7%), Deezer 

(4.6%), Tidal (1.6%) and Simfy Africa (0.5%). However, 4.3 percent of the respondents 

reported preferring music streaming services that were free of charge. 

Respondents were asked to indicate which of the following devices they were using for 

streaming purposes: personal computer or laptop, smart television, smartphone, tablet or 

gaming devices such as Xbox or PlayStation. The results indicated that 39.2 percent of the 

respondents were using their smartphones to stream video and audio. Of the respondents, 

29.1 percent indicated that they make use of their personal computer or laptop, while the third 

most popular device was the smart television, at 20.8 percent. Tablets (6.1%) and gaming 

devices (3.9%) were the least-used devices by the respondents for streaming. For this 

question, 0.8 percent of the respondents indicated that they used other devices to stream 

audio or video. These results are presented in the fifth chart in Figure 5-3.  
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According to the outcome presented in Figure 5-3, Chart 6, the majority of the respondents 

preferred to use their smart television (36.9%), smartphone (28.7%) or their personal computer 

or laptop (27.9%) in order to stream videos. The least preferred devices were tablets (2.4%), 

gaming devices (8.9%) and other streaming devices available (1.9%). 

The seventh chart in Figure 5-3 illustrates Generation Y consumers’ preferred device for 

streaming music. The majority of the respondents (78.6%) preferred to use their smartphone. 

The personal computer or laptop was favoured by 9.8 percent of the sample and the smart 

television was indicated by 7.9 percent of the sample. This is followed by other devices (1.9%), 

gaming devices (1.6%) and tablets (0.3 percent).  

Respondents were asked to indicate which internet connection they made use of when 

streaming. According to Chart 8 in Figure 5-3, the three internet connections mostly used are 

WIFI installed at their houses (46.6%), mobile data (35.2%) and free-WIFI spots (8.7%). This 

was followed by WIFI at the university (8.1%) and other available internet connections (1.3%).  

According to Chart 9 in Figure 5-3, Generation Y consumers preferred to use WIFI installed at 

their houses for streaming purposes; this response is accounted by 74.5 percent of the total 

sample. Mobile data was accounted by 13.3 percent of the responses, WIFI available at the 

university by 7.6 percent, Free-WIFI spots by 3 percent and other available internet 

connections by 1.6 percent of the total sample. 

5.6 EXPLORATORY FACTOR ANALYSIS 

Exploratory factor analysis was performed on this study’s data set. The procedure was used 

in order to evaluate whether the 30 scale-related items used in Section D of the questionnaire 

formulated the proposed constructs and to determine whether the items loaded on the 

predicted constructs. 

In order to measure the sample adequacy, the KMO and the Bartlett’s test of sphericity were 

used. Hair et al. (2014:116) state that a factor analysis may be conducted if the KMO index 

values are 0.50 and above, followed by a significant Barlett’s test of Sphericity value. Both of 

these tests delivered satisfactory values [KMO=0.943, chi-square Barlett’s test=11244.677 

(df=406), p=0.000<0.05], thereby confirming that performing principal components analysis 

on the data set was appropriate. Therefore, a principal component analysis, using the varimax 

rotation method was performed on the 30 scaled items. This resulted in seven factors being 

extracted, which accounted for 78.875 percent of the total variance explained by the factor 

solution. However, one item (item D18) cross-loaded on another factor and, as a result, this 

item was deleted and excluded from further data analysis after it was established that its 
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deletion would not change the construct’s meaning. Accordingly, trialability becomes a three-

item scale. After the item was deleted, the principle components analysis was re-run on the 

remaining 29 scaled-response items. Once again, the Kaiser-Meyer-Olkin (KMO) and the 

Bartlett’s test of Sphericity returned satisfactory values [KMO=0.945, chi-square Barlett’s 

test=11626.199 (df=406), p=0.000<0.05], confirming the appropriateness of performing the 

principal components analysis. This second analysis again resulted in the extraction of seven 

factors that are in accordance with the literature (Guerra, 2015; Chong et al., 2012; Shin, 2008; 

Kim et al., 2007; Kunze & Mai, 2007; Nysveen, 2005; Ducoffe, 1996) but this time total 

variance explained increased to 83.22 percent. 

Table 5-7 illustrates the rotated items as D1 – D5 (Factor 1: perceived usefulness), D6 – D9 

(Factor 2: intention to adopt), D10 – D13 (Factor 3: perceived enjoyment), D14 – D17 (Factor 

4: perceived value), D18 – D21 (Factor 5: trialability), D22 – D24 (Factor 6: risk avoidance) 

and D25 – D30 (Factor 7: informativeness).  

The results of the exploratory principal component analysis are presented in Table 5-7. 
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Table 5-7: Exploratory principal components analysis results 

Factors 

Items 1 2 3 4 5 6 7 Communalities 

D1  .798      .841 

D2  .752      .792 

D3  .749      .788 

D4  .823      .844 

D5  .794      .853 

D6     .565   .677 

D7     .652   .784 

D8     .805   .772 

D9     .776   .822 

D10    .782    .903 

D11    .829    .923 

D12    .769    .883 

D13    .639    .821 

D14   .787     .792 

D15   .805     .880 

D16   .760     .849 

D17   .779     .887 

D19      .828  .864 

D20      .861  .920 

D21      .768  .840 

D22       .757 .845 

D23       .778 .780 

D24       .734 .738 

D25 .720       .759 

D26 .763       .837 

D27 .846       .912 

D28 .772       .847 

D29 .776       .844 

D30 .753       .834 

% Variance 53.775 7.242 5.533 5.003 4.525 3.939 3.202   
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As shown in Table 5-7, all the rotated factor loadings are above 0.5, which indicates that they 

are both statistically and practically significant. Furthermore, all the communalities values are 

above 0.5, suggesting that each item fits well with the other items in its component (Hair et al., 

2010:117, 119). 

The following section reports and interprets the descriptive statistical analysis. 

5.7 DESCRIPTIVE STATISTICAL ANALYSIS 

In order to address the first empirical objective formulated in Chapter 1, the descriptive 

statistics were calculated for the seven factors extracted in the principle components analysis. 

A six-point Likert scale, ranging from ‘strongly disagree’ (1) to ‘strongly agree’ (6), was used 

to measure the scaled responses. Higher mean values signify a greater degree of agreement 

amongst the sampled Generation Y consumers. In Table 5-8, a summary of the descriptive 

statistics is presented in relation to the factors that influence Generation Y consumers’ 

perceived value of and intention to adopt streaming services. 

Table 5-8: Descriptive statistics summary 

Constructs Valid N Mean 
Standard 
deviation  

Skewness Kurtosis 

Overall scale 369         

Perceived usefulness 369 5.3436 .81325 -2.312 7.602 

Intention to adopt 369 5.2439 .92618 -1.844 4.263 

Perceived enjoyment 369 5.2297 .84494 -1.625 4.309 

Perceived value 369 5.1138 .96768 -1.660 3.526 

Trialability  369 5.1409 1.02535 -1.537 2.524 

Risk avoidance 369 5.2882 .85254 -2.097 6.508 

Informative 369 5.2584 .87476 -1.931 5.301 

In Table 5-8, the Valid N refers to the number of usable questionnaires which were completed 

by respondents’, and equates to 369. According to Table 5-8, the research instrument 

recorded high mean values on all seven constructs, which implies that the Generation Y 

consumers were favourably disposed towards streaming services. Furthermore, amongst the 

factors, the highest mean score was recorded on Generation Y consumers’ perceived 

usefulness of streaming services (mean=5.34), followed by the risk avoidance benefits of 
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using streaming services (mean=5.29), perceived informativeness of streaming services 

(mean=5.26), intention to adopt streaming services (mean=5.24), perceived enjoyment of 

using streaming services (mean=5.23), trialability of streaming services (mean=5.14) and their 

perceived value of streaming services (mean=5.11). This implies that Generation Y 

consumers found streaming services useful and perceived using streaming services as a way 

of avoiding the risks associated with pirating content. In addition, they perceived these 

services as informative, enjoyable to use and valuable, and were favourably disposed towards 

adopting streaming services. The results also confirm the importance of streaming service 

providers offering an initial free trial period. 

Furthermore, Table 5-8 illustrates that the two factors with the highest standard deviation 

values are trialability (Std. Dev. = 1.02535) and the perceived value of streaming services 

(Std. Dev. = 0.96768), which demonstrates a larger distribution in responses to these factors. 

The factors with the lowest standard deviation values, which demonstrate less distribution in 

responses, were recorded for perceived usefulness (Std. Dev. = 0.81325) and perceived 

enjoyment (Std. Dev. = 0.84494) of using streaming service platforms.  

While the skewness values, which range between-3 to +3, are indicative of a normal 

distribution (Kline, 2011:62), the kurtosis value for perceived usefulness, which is greater than 

7, suggests an early departure from normality (Byrne, 2010:103). However, Hair et al. 

(2010:72) indicate that larger sample sizes (n > 50) reduce the negative effects of non-

normality and in the case of sample sizes exceeding 200, render those effects as negligible.  

The following section describes the correlation analysis conducted in order to determine the 

nomological validity of the constructs planned for inclusion in the proposed model. 

5.8 CORRELATION ANALYSIS 

The correlation matrix is a practical method to measure the relationship between the extracted 

factors and to evaluate the nomological validity of a proposed measurement model (Hair et 

al., 2010: 321,535,710). For this study, Pearson’s Product-Moment correlation coefficients (r) 

are calculated for each of the pairs of factors. According to Pallant (2013:139), values between 

0.1 and 0.29 indicate a small relationship between the factors, values between 0.3 and 0.49 

suggest an average relationship between the factors and values between 0.5 and 1 advocate 

a strong relationship between the factors. 

The correlation matrix is presented in Table 5-9. 
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Table 5-9: Correlation matrix  

Factors 1 2 3 4 5 6  

Perceived usefulness        

Intention to adopt 0.581**       

Perceived enjoyment 0.640** 0.527**      

Perceived value 0.649** 0.640** 0.651**     

Trialability  0.491** 0.540** 0.455** 0.545**    

Risk avoidance 0.437** 0.554** 0.532** 0.535** 0.538**   

Informative 0.607** 0.656** 0.613** 0.636** 0.574** 0.621**  

**Correlation is significant at the 0.01 level (2-tailed) 

As exhibited in Table 5-9, there is a significant positive correlation between each of the factors, 

at a significance level of a=0.01. Moreover, the direction of all those relationships is in the 

theoretically correct direction. Therefore, the nomological validity of the proposed model is 

proven; that is, the proposed model is suitable for structural equation modelling. 

5.9 MULTI-COLLINEARITY DIAGNOSTICS 

Once the decision is taken to perform a multivariate statistical analysis technique to a data 

set, it is important to consider the possibility that multi-collinearity exists (Hair et al., 2010:201). 

Collinearity diagnostics can be performed to determine whether multi-collinearity occurs within 

a data set. The results of the collinearity diagnostics, which are a variance inflation factor (VIF) 

and a tolerance test (Miles & Shevlin, 2010:130), can then be applied to assess whether or 

not multi-collinearity is a serious issue in a data set. Serious multi-collinearity problems are 

evident when the collinearity diagnostics return an average VIF above 10 or tolerance values 

below 0.10 (Pallant, 2010:158).  

Table 5-10 presents the results of the collinearity diagnostics performed on the study’s data 

set.  



 

Chapter 5: Analysis and interpretation of empirical findings 139 

Table 5-10: Collinearity diagnostics 

Factors Tolerance VIF 

Perceived usefulness 0.449 2.225 

Intention to adopt 0.450 2.222 

Perceived enjoyment 0.396 2.526 

Perceived value 0.451 2.219 

Trialability  0.566 1.768 

Risk avoidance 0.520 1.924 

Informative 0.387 2.583 

According to Table 5-10, the tolerance test output values range from 0.387 to 0.566 and the 

average VIF value is 2.21. As a result, the data set shows no serious multi-collinearity 

concerns.   

Subsequently, structural equation modelling was utilised to test the hypotheses as described 

in the following section. 

5.10 HYPOTHESES TESTING 

The hypotheses within this study were formulated in relation to the empirical objectives stated 

in Chapter 1, the literature reviewed in Chapters 2 and 3, as well as the observed significant 

positive relationships calculated in the correlation analysis. 

The significance level was set at p ≤ 0.01 where: 

 • If P-value > α, then conclude H0 

 • If P-value ≤ α, then conclude Ha 

The following hypotheses were formulated for the study: 

H01:  Generation Y consumers’ perceived value of and intention to adopt streaming services 

is not a seven-factor structure comprising informativeness, perceived usefulness, 

perceived value, perceived enjoyment, trialability, risk avoidance and intention to adopt 

streaming services.  

Ha1:  Generation Y consumers’ perceived value of and intention to adopt streaming services 

is a seven-factor structure comprising informativeness, perceived usefulness, 
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perceived value, perceived enjoyment, trialability, risk avoidance and intention to adopt 

streaming services. 

H02:  Perceived informativeness does not have an indirect positive influence on Generation 

Y consumers’ intention to adopt streaming service via its influence on their perceived 

value of such services.   

Ha2:  Perceived informativeness has an indirect positive influence on Generation Y 

consumers’ intention to adopt streaming service via its influence on their perceived 

value of such services.  

H03:  Perceived enjoyment does not have an indirect positive influence on Generation Y 

consumers’ intention to adopt streaming service via its influence on their perceived 

value of such services.   

Ha3:  Perceived enjoyment has an indirect positive influence on Generation Y consumers’ 

intention to adopt streaming service via its influence on their perceived value of such 

services.  

H04:  Risk avoidance does not have an indirect positive influence on Generation Y 

consumers’ intention to adopt streaming service via its influence on their perceived 

value of such services.   

Ha4:  Risk avoidance has an indirect positive influence on Generation Y consumers’ 

intention to adopt streaming service via its influence on their perceived value of such 

services.  

H05:  Perceived usefulness does not have an indirect positive influence on Generation Y 

consumers’ intention to adopt streaming service via its influence on their perceived 

value of such services.   

Ha5:  Perceived usefulness has an indirect positive influence on Generation Y consumers’ 

intention to adopt streaming service via its influence on their perceived value of such 

services.  

H06:  Trialability does not have a direct positive influence on Generation Y consumers’ 

intention to adopt streaming service.   

Ha6:  Trialability has a direct positive influence on Generation Y consumers’ intention to 

adopt streaming service. 
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H07:  Generation Y consumers’ perceived value of streaming services does not have a 

significant and direct positive influence on their intention to adopt those services.  

Ha7:  Generation Y consumers’ perceived value of streaming services has a significant and 

direct positive-influence on their intention to adopt those services. 

The next section discusses structural equation modelling used within this study to test the 

proposed model of the factors influencing Generation Y consumers’ perceived value of and 

intention to adopt streaming services; that is, H01 to H07. 

5.11 STRUCTURAL EQUATION MODELLING 

The succeeding section explains the process that was followed to conduct structural equation 

modelling in order to test the formulated hypotheses, H01 to H07. 

5.11.1 Measurement model specification  

As specified in the previous chapter, the individual constructs need to be defined before the 

measurement model can be developed and specified. Furthermore, taking into consideration 

that structural equation modelling analysis should be based on theory (Malhotra et al., 

2012:870), Section 5.10 defined all the constructs that were hypothesised to create the 

structural model. Followed by specifying the hypothesised measurement model to be tested 

in association with the literature review, is a seven-factor structure that comprises these latent 

factors: informativeness (F1) (six indicators), perceived usefulness (F2) (five indicators), 

perceived value (F3) (four indicators), perceived enjoyment (F4) (four indicators), intention to 

adopt streaming services (F5) (four indicators), trialability (F6) (three indicators) and risk 

avoidance (F7) (three indicators). Confirmatory factor analysis of this measurement model 

was undertaken to address the second empirical objective formulated in Chapter 1. 

Figure 5-4 diagrammatically represents the results of the confirmatory factor analysis 

conducted to test the measurement model. 
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Figure 5-4: Specified measurement model  

F1 = Informativeness; F2 = Perceived usefulness; F3 = Perceived value; F4 = Perceived 

enjoyment; F5 = Intention to adopt streaming services; F6 = Trialability; F7 = Risk avoidance. 
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For the purpose of model identification, the first loading of each of the seven factors was fixed 

at 1.0. As a result, there are 435 distinct sample moments and 79 parameters to be estimated, 

which leaves 356 degrees of freedom (df) based on the over-identified model. Furthermore, a 

chi-square value of 1362.151 was produced with a probability level equal to p=0.000<0.01. 

Table 5-11 presents the standardised coefficients of the measurement model. 

Table 5-11: Standardised coefficients of the measurement model 

Latent 
factors 

Constructs  Indicators  
Factor 

loadings  
  

Error 
variance 

(R2) 

F1  Informative D25 0.840 + 0.705 

  D26 0.890 + 0.793 

  D27 0.937 + 0.879 

  D28 0.903 + 0.816 

  D29 0.900 + 0.811 

  D30 0.885 + 0.783 

F2  Perceived usefulness D1 0.870 + 0.757 

  D2 0.838 + 0.702 

  D3 0.836 + 0.699 

  D4 0.892 + 0.796 

    D5 0.899   0.809 

F3 Perceived value D14 0.809 + 0.655 

  D15 0.909 + 0.827 

  D16 0.928 + 0.862 

    D17 0.939 + 0.881 

F4 Perceived enjoyment  D10 0.934 + 0.873 

  D11 0.945 + 0.894 

  D12 0.920 + 0.847 

    D13 0.867 + 0.752 
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Table 5-11: Standardised coefficients of the measurement model (continued…) 

Latent 
factors 

Constructs  Indicators  
Factor 

loadings  
  

Error 
variance 

(R2) 

F5 Intention to adopt D6 0.830 + 0.690 

  D7 0.898 + 0.806 

  D8 0.687 + 0.473 

    D9 0.797 + 0.636 

F6 Trialability  D19 0.876 + 0.767 

  D20 0.956 + 0.914 

    D21 0.859 + 0.738 

F7 Risk avoidance D22 0.923 + 0.852 

  D23 0.777 + 0.604 

    D24 0.762 + 0.580 

The measurement model was examined for any problematic estimates by looking at the error 

variance estimates. According to Hair et al. (2014:618), negative error variances are indicative 

of serious problems in a model. As is evident in Table 5-11, there are no negative error 

variances. 

The standardised loading estimates depicted in Table 5-11 are all above 0.70, thereby 

suggesting that the observed indicators represent their respective latent factors well and that 

there is convergent validity.  

In terms of model fit, while a significant (p = 0.000) chi-square value of 1362.151 was 

calculated with 356 degrees of freedom, the remaining fit indices show an acceptable degree 

of fit between the measurement model and the data, with a SRMR of 0.0438, an IFI of 0.913, 

CFI=0.913 and TLI=0.901.  

Concerning the reliability and validity of this measurement model, Table 5-12 presents the CR, 

AVE, the square root of the AVE and Cronbach’s alpha values, as well as the correlation 

coefficients. 
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Table 5-12: CR, AVE, the square root of the AVE, Cronbach’s alpha coefficient as well as the correlation coefficients 

  α CR AVE √AVE 1 2 3 4 5 6 7 

Informative 0,958 0,959 0,798 0,893 0,893       

Perceived usefulness 0,938 0,938 0,753 0,868 0,639 0,868      

Perceived value 0,941 0,943 0,806 0,898 0,686 0,567 0,898     

Perceived enjoyment 0,953 0,955 0,841 0,917 0,641 0,66 0,659 0,917    

Intention to adopt 0,868 0,881 0,651 0,807 0,666 0,739 0,637 0,71 0,807   

Trialability 0,921 0,926 0,806 0,898 0,577 0,469 0,559 0,552 0,55 0,898  

Risk avoidance  0,853 0,863 0,679 0,824 0,662 0,582 0,611 0,588 0,543 0,585 0,824 
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As exhibited in Table 5-12, each of the latent factors’ CR values and Cronbach’s alpha values 

are above the recommended level of 0.70, thereby providing proof of the construct and 

internal-consistency reliability of the latent factors in the model. In addition, all the calculated 

AVE values were well-above the recommended 0.50 level which, coupled with the 

standardised loading estimates above 0.70 presented in Table 5-11, indicate convergent 

validity. Furthermore, the correlation coefficients of all the constructs were smaller than the 

square root of the AVE, thus indicating discriminant validity. (Hair et al., 2014:632-633). 

In brief, the results of the confirmatory factor analysis conducted on the specified 

measurement model indicate acceptable levels of reliability, convergent validity, discriminant 

validity, as well as an acceptable model fit. Therefore, there is sufficient evidence to reject the 

null hypothesis, Ho1, and accept the alternate hypothesis, Ha1. This concludes that the factors 

of streaming service adoption can be considered to be a seven-factor structure. 

In the succeeding section, the hypothesised structural model is presented. 

5.11.2 Structural model 

Path analysis was then conducted to address the third empirical objective formulated in 

Chapter 1. The primary hypothesised structural model, Structural Model A, was proposed to 

test H02 to H07, which hypothesised that informativeness (F1), perceived usefulness (F2), 

perceived enjoyment (F4) and risk avoidance (F7) have a direct positive influence on 

Generation Y consumers’ perceived value (F3) of streaming services. Furthermore, it was 

hypothesised that perceived value (F3) and trialability (F6) have a direct positive influence on 

Generation Y consumers’ intention to adopt streaming services (F5).  

Figure 5-5 presents the regression path estimates for Structural Model A. In order to improve 

the graphical understanding, the correlation lines that link the independent factors as well as 

the latent factors’ indicator variables are omitted. The complete detailed structural models are 

presented in Annexure B. 
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Figure 5-5: Structural Model A 

Structural Model A: Inform = Informativeness; PU = Perceived usefulness; Enjoy = Perceived 

enjoyment; Trial = Trialability; Risk = Risk avoidance; Value = Perceived value; Intention = 

Intention to adopt streaming services.  

As with the measurement model, Structural Model A delivered a significant chi-square value 

of 1495.391 with 361 degrees of freedom at a probability level of p=0.000<0.05. However, an 

acceptable SRMR of 0.0755, an IFI of 0.902 and a CFI of 0.902 suggest model-fit. The TLI of 

0.890 was below what constitutes an acceptable fit index. 

In terms of Structural Model A’s path analysis, informativeness (F1) (path estimate=0.35, 

p=0.000<0.01), perceived enjoyment (F4) (path estimate=0.31, p=0.000<0.01) and risk 

avoidance (F7) (path estimate=0.18, p=0.002<0.01) were all found to have a significant 

positive influence on Generation Y consumers’ perceived value of streaming services. As 

such, providing support for H02 to H04 being rejected and their alternative hypotheses 

concluded. However, perceived usefulness (F2) (path estimate=0.05, p=0.366<0.01) does not 

have a significant positive influence on Generation Y consumers' perceived value of streaming 

0.05 
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services at the 0.01 level. For this reason, there is not sufficient evidence to reject H05. 

Furthermore, perceived value (F3) (path estimate=0.50, p=0.000<0.01) and trialability (F6) 

(path estimate=0.29, p=0.000<0.05) have a direct positive influence on intention to adopt (F5). 

This indicates that there is sufficient evidence to reject the null hypotheses, H06 and H07, and 

accept the alternate hypotheses, Ha6 and Ha7.  

Furthermore, the squared multiple correlation (SMC) calculated for perceived value is 0.586, 

which shows that the combination of informativeness, perceived usefulness, perceived 

enjoyment and risk avoidance explains 58.6 percent of the variance in how valuable streaming 

services are to Generation Y consumers. The SMC calculated for intention to adopt streaming 

services is 0.481, which shows that the combination of perceived value and trialability explains 

48.1 percent of the variance in Generation Y consumers’ intention to adopt streaming services. 

Therefore, informativeness, perceived usefulness, perceived enjoyment and risk avoidance 

are factors which influence Generation Y consumers' intention to adopt streaming services 

indirectly, via their influence of the perceived value of those services. Trialability and perceived 

value are factors which directly influence the consumers’ intention to adopt streaming services. 

Table 5-13 summarise the outcomes of the hypotheses testing.  

Table 5-13: Summary of the findings concerning the hypothesis testing 

Hypotheses Path Conclusion 

Ha2 Informativeness → perceived value Supported 

Ha3 Perceived enjoyment → perceived value Supported 

Ha4 Risk avoidance → perceived value Supported 

Ha5 Perceived usefulness → perceived value Not Supported 

Ha6 Trialability → intention to adopt Supported 

Ha7 Perceived value → intention to adopt Supported 

Given that perceived usefulness does not indirectly influence intention to adopt streaming 

services via its significant positive influence on the perceived value of those services, an 

alternative model, Structural Model B, was specified. In Structural Model B it was theorised 

that perceived usefulness has a significant direct positive influence on Generation Y 

consumers’ intention to adopt streaming services. Figure 5-6 illustrates Structural Model B. 
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Figure 5-6: Structural Model B 

Structural Model B: Inform = Informativeness; PU = Perceived usefulness; Enjoy = Perceived 

enjoyment; Trial = Trialability; Risk = Risk avoidance; Value = Perceived Value; Intention = 

Intention to adopt streaming services.  

The results of the path analysis in Structural Model B, as illustrated in Figure 5-6 indicate that 

informativeness (F1) (path estimate=0.36, p=0.000<0.01), perceived enjoyment (F4) (path 

estimate=0.32, p=0.000<0.01) and risk avoidance (F7) (path estimate=0.18, p=0.001<0.01) 

continue to have a significant positive influence on Generation Y consumers’ perceived value 

of streaming services. In this model, perceived usefulness (F2) (path estimate=0.53, 

p=0.000<0.01), together with trialability (F6) (path estimate=0.17, p=0.000<0.01) and 

perceived value (F3) (path estimate=0.25, p=0.000<0.01) have a significant and direct 

positive-influence on Generation Y consumers' intention to adopt streaming services. The 

SMC calculated for perceived value for Structural Model B is 0.576, which shows that the 

combination of informativeness, perceived enjoyment and risk avoidance explains 57.6 

percent of the variance in how valuable streaming services are to Generation Y consumers. 

The SMC calculated for intention to adopt streaming services is 0.644, which shows that the 



 

Chapter 5: Analysis and interpretation of empirical findings 150 

combination of perceived value, trialability and perceived usefulness explains 64.4 percent of 

the variance in Generation Y consumers’ intention to adopt streaming services. The findings 

of the study indicate that trialability and perceived usability of streaming services have a direct 

positive influence on Generation Y consumers’ intention to adopt streaming services. 

Informativeness, perceived enjoyment and risk avoidance were found to have a positive 

influence on Generation Y consumers’ intention to adopt streaming services through their 

influence of the perceived value of those services, which in turn had a direct positive influence 

on their intention to adopt streaming services.  

In comparison to Structural Model A, Structural Model B delivered improved model fit indices, 

with an SRMR of 0.0485, an IFI of 0.911, a TLI of 0.900 and a CFI of 0.911. Furthermore, 

Structural Model B’s AIC and CAIC values 1541.039 and 1904.438, respectively, are lower 

than Structural Model A’s, which are AIC=1643.391 and CAIC=2006.790. Additionally, the chi-

square of Structural Model B is also lower than that of Structural Model A.  

Thereafter, bootstrapping with bias-corrected intervals using 2000 bootstrap samples was run 

to test the direct and indirect effects of the mediated hypothesised paths in Structural Model 

B. The results are reported in Table 5-14. 

Table 5-14: Summary of the mediated hypothesised paths in Structural Model B 

Hypotheses 
Direct 
effect 

Indirect 
effect 

Results 

Informativeness → perceived value → 
intention to adopt 

.150 .227* Full mediation 

Perceived enjoyment → perceived value → 
intention to adopt 

.249** .042* Partial mediation 

Risk avoidance → perceived value → 
intention to adopt 

-.083 0.25* Full mediation 

*p ≤ 0.05 

**p ≤ 0.01 
 

 
 

As shown in Table 5-14, with only the indirect effects statistically significant, the relationship 

between informativeness and intention to adopt streaming services through perceived value 

is fully-mediated, as is the relationship between risk avoidance and intention to adopt 

streaming services through perceived value. The relationship between Generation Y 

consumers perceived enjoyment and intention to adopt streaming services through perceived 

value is partially mediated given that both the direct and indirect effects were statistically 
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significant. As such, while both informativeness and risk avoidance only influence Generation 

Y consumers’ intention to adopt streaming services indirectly via their influence on the 

perceived value of such services, perceived enjoyment influences Generation Y consumers’ 

intention to adopt streaming services directly as well as indirectly via its influence on the 

perceived value of such services. 

Table 5-15 provides a summary of the main findings, linked to the empirical objectives and 

hypotheses of the study. 
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Table 5-15: Summary of research objectives, hypotheses and results 

Number Empirical objective Alternative hypotheses Section Result 

1 Determine Generation Y consumers’ perceived 
value and intention to adopt streaming services in 
South Africa, together with the extent to which they 
perceive such services to be informative, enjoyable, 
useful, as a way of avoiding the risks associated with 
pirating and the importance they attach to a free trial 
period. 

N/A Section 5.7  

2 Determine whether Generation Y consumers’ 
intention to adopt streaming services in the South 
African context is a seven-factor model comprising 
intention to adopt, perceived value, trialability, risk 
avoidance, perceived informativeness, perceived 
enjoyment and perceived usefulness. 

Ha1:  Generation Y consumers’ perceived value of and 
intention to adopt streaming services is a seven-
factor structure comprising informativeness, 
perceived usefulness, perceived value, perceived 
enjoyment, trialability, risk avoidance and intention 
to adopt streaming services. 

Section 5.11.1 Accepted 

3 Empirically test a structural model that theorises that 
Generation Y consumers’ intention to adopt 
streaming services in South Africa is influenced by 
their perceived value of and the trial period offered 
by such services, and that their perceived value, in 
turn, is influenced by their desire to avoid risk and 
their perceived informativeness, enjoyment and 
usefulness of such services. 

Ha2: Perceived informativeness has an indirect positive 
influence on Generation Y consumers’ intention to 
adopt streaming service via its influence on their 
perceived value of such services. 

Section 5.11.2 Accepted 

Ha3: Perceived enjoyment has an indirect positive 
influence on Generation Y consumers’ intention to 
adopt streaming service via its influence on their 
perceived value of such services. 

Section 5.11.2 Accepted 

Ha4: Risk avoidance has an indirect positive influence 
on Generation Y consumers’ intention to adopt 
streaming service via its influence on their 
perceived value of such services. 

Section 5.11.2 Accepted 



 

Chapter 5: Analysis and interpretation of empirical findings 153 

Table 5-15: Summary of research objectives, hypotheses and results (continued…) 

Number Empirical objective Alternative hypotheses Section Result 

3 Empirically test a structural model that theorises that 
Generation Y consumers’ intention to adopt 
streaming services in South Africa is influenced by 
their perceived value of and the trial period offered 
by such services, and that their perceived value, in 
turn, is influenced by their desire to avoid risk and 
their perceived informativeness, enjoyment and 
usefulness of such services. 

Ha5:  Perceived usefulness has an indirect positive 
influence on Generation Y consumers’ intention to 
adopt streaming service via its influence on their 
perceived value of such services. 

Section 5.11.2 Rejected 

Ha6: Trialability has a direct positive influence on 
Generation Y consumers’ intention to adopt 
streaming service. 

Section 5.11.2 Accepted 

Ha7: Generation Y consumers’ perceived value of 
streaming services has a significant and direct 
positive-influence on their intention to adopt those 
services. 

Section 5.11.2 Accepted 
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5.12 CONCLUSION 

The empirical findings of the study were reported in this chapter. To begin with, the results of the 

questionnaire pre-testing indicated that the measuring instrument used was reliable and valid. A 

discussion followed about the data gathering process and the preliminary data analysis, which 

comprised the coding, cleaning and tabulation of the data set. Furthermore, the demographics 

and streaming service platform preferences and usages analyses were illustrated and interpreted. 

An exploratory factor analysis was conducted, followed by the calculating of each factor’s internal-

consistency reliability. Thereafter, the descriptive statistical section of the study was conducted, 

where the mean, standard deviation, skewness and kurtosis and frequency distributions were 

computed. The correlation analysis was performed and the relationships between the factors 

intended for inclusion in the measurement model were evaluated in order to determine 

nomological validity. These relationships were all statistically significant, thereby establishing the 

nomological validity of the proposed model. Moreover, there were no serious multi-collinearity 

concerns. Following this, the specified measurement model was subjected to confirmatory factor 

analysis. The results indicated that the measurement model is reliable, valid and has acceptable 

model fit. Thereafter, path analysis was conducted to test hypotheses 2 to 7. All regression paths 

were significant, except for the influence of perceived usefulness on the perceived value of 

streaming services. Therefore, there was insufficient evidence to reject Ho5. As such, an 

alternative model was specified whereby the direct influence of perceived usefulness on 

Generation Y consumers’ intention to adopt streaming services in South African was tested. All 

regression paths in Structural Model B were significant and, in comparison to the first structural 

model, this model presented with improved model fit indices. 

A summary of this study is presented in Chapter 6. This includes an overview of this study's 

findings, recommendations and concluding statements. 

 



 

Chapter 6: Conclusion and recommendation 155 

CHAPTER 6 
CONCLUSION AND RECOMMENDATION 

6.1 INTRODUCTION 

The digital revolution, especially in the entertainment industry, has transformed consumer 

behaviour. A major transition has been made to online streaming platforms for both music and 

video services. Content consumption is now taking place on the demand of the consumer, where 

they can see and listen to what they want, when they want to. 

Streaming is one of the fastest-growing media markets in South Africa and threatens the 

conventional broadcasting model. Development can be attributed to the country's rapid 

penetration and decreasing smartphone prices. Smartphones have led to the successful growth 

of social media and other digital media channels, which are used by service providers for 

marketing and branding purposes. In addition, the efforts of telecommunications providers to give 

everyone access to the internet, as well as the recent decreasing cost of data packages, have 

contributed to the readiness of the South African streaming services industry. In addition, the 

streaming industry offers flexibility, comfort and customisation at more affordable rates than 

traditional television providers are unable to offer. These factors also contribute to a motion by 

the South Africans to switch their television subscription for a streaming service. 

A market segment that is likely to be of particular interest to streaming service providers is the 

Generation Y segment. Generation Y consumers appear to prefer streaming services over 

traditional media because they are more tech-savvy than their predecessors. Streaming services 

offer them the option to choose what content they want to watch, whenever they want on 

whichever platform they want. The Generation Y segment is predicted to be the largest generation 

to date and are expected to exceed previous generations in terms of their disposable income, 

both globally and in South Africa. This, coupled with their natural predilection for digital 

technologies, suggests that they represent a potentially lucrative current and future market for 

streaming services to target.  

Designing marketing strategies appropriate for targeting a specific segment of consumers 

necessitates having clear insights into the factors that influence those consumers’ purchase 

intentions or, in the case of an innovation, the factors that influence their intention to adopt that 

innovation. Streaming services are relatively new in the entertainment industry and research 

predicting the factors that influence streaming service adoption is still lacking both internationally 

and in South Africa. For this reason, along with the current and future market potential of 

Generation Y consumers in South Africa, the purpose of this study was to propose and empirically 
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test a model to measure whether informativeness, perceived enjoyment and risk-avoidance 

influence Generation Y consumers’ perceived value of streaming services in South Africa, and 

whether that perceived value along with trialability influences their intention to adopt such 

services. The findings of this study were reported in Chapter 5 and the chapter presented and 

compared two alternative models in which the influences of the factors listed above were 

evaluated. 

Chapter 6 serves as a summary of the study, where an overview is given along with the key 

findings of the study. Thereafter, a model of the factors that influence Generation Y consumers’ 

intention to adopt streaming services within the South African context is detailed. Several 

recommendations are proposed from the findings. This chapter concludes with a discussion of 

the limitations identified in this study, as well as future possibilities for research arising from these 

limitations. The concluding remarks are included in the last section. 

6.2 OVERVIEW OF THE STUDY  

The primary purpose of this study was to determine the factors that influence adult Generation Y 

consumers’ perceived value of and intentions to adopt streaming services in the South African 

market. This study concentrated primarily on on-demand video and music streaming services. To 

achieve this objective, the study aimed to determine whether informativeness, perceived 

enjoyment and risk-avoidance influence Generation Y consumers’ perceived value of streaming 

services in South Africa, and whether that perceived value along with trialability influences their 

intention to adopt such services. The aim of modelling these influences was create insights into 

the factors that influence Generation Y consumers’ intention to adopt streaming services in South 

Africa and to suggest marketing strategy guidelines for streaming service providers to target this 

important segment more effectively.  

In order to achieve this objective, a literature review pertaining to streaming services, along with 

the various technology adoption theories and models, as well as the factors proposed to influence 

the target population’s perceived value and intention towards streaming services was performed. 

In order to endorse the key findings (Section 6.3) and the corresponding recommendations 

(Section 6.6) of this report, it is important to present the findings of the previous five chapters. 

The study was introduced in Section 1.1, where a background to the research problem was 

provided. This background highlighted the value of technology acceptance model, the innovation 

diffusion theory and the perceived value of a medium theory in explaining consumers’ intention 

to adopt streaming services. This led into the problem statement (Section 1.2), where insights 

were given as to the reasons for conducting this research. The problem statement identified that 
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studies on streaming service adoption are limited in South Africa, particularly studies that focus 

specifically on the Generation Y segment, a segment that given its significant size and growing 

disposable income, together with its proclivity towards digitally-based platforms, presents as a 

potentially lucrative target market for streaming services. In Section 1.3, based on the problem 

identified, one primary objective, seven theoretical objectives and three empirical objectives were 

formulated. From the empirical objectives and based on the literature review undertaken in 

Chapter 3, seven hypotheses were formulated for the study. These seven hypotheses are 

introduced in Section 1.3.4 and tested in Chapter 5. The suggested research design and 

subsequent methodology employed in the study were outlined in Section 1.4, which comprised 

the proposed empirical study and the statistical analysis used. The ethical considerations were 

discussed in Section 1.6, followed by the contributions of the study (Section 1.7) and the 

demarcation of the study (Section 1.8). 

Chapter 2 consisted of a literature review aimed at addressing the first three theoretical objectives 

of the study. The concept of entertainment was introduced in Section 2.1, accompanied by a brief 

discussion of the history of music and television (Section 2.2). Section 2.3 provided an overview 

of streaming services, including a discussion on the history of music and video streaming services 

(Section 2.3.1) and the current landscape of streaming globally (Section 2.3.2.1) and in South 

Africa (Section 2.3.2.2). The music and video streaming services available in South Africa were 

discussed in Section 2.3.3, which included information on the date of the launch of these services 

in the country, their features, trial periods and subscription options. The two types of streaming 

services available, namely the advertisement-supported model, which is free for the public to use 

as it is subsidised by advertising, and the subscription-based model, where the user pays a 

monthly subscription fee were described in Section 2.4. This was followed by a discussion of the 

characteristics of Generation Y consumers, who represent the target population of the study, in 

Section 2.5. In this section it was highlighted that Generation Y consumers are typically digitally 

astute and, consequently, more likely than members of the older generations to show an interest 

in subscribing to streaming services. The chapter concludes with a brief discussion on service 

marketing in, Section 2.6. 

Chapter 3 aimed at addressing the last four theoretical objectives of the study. Section 3.2 

reviewed the consumer decision-making process (Section 3.2.1), together with the various 

internal and external factors that affect this process (Section 3.2.2). Thereafter, the marketing mix 

and e-marketing mix were discussed (Section 3.3). The e-marketing mix was explained as a 

mixture of efforts involving the creation and customisation of marketing systems in virtual spaces. 

Section 3.4 presented the different dimensions of the three seminal consumer behaviour theories 
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that served as the theoretical underpinning of this study, namely the technology acceptance 

model (Section 3.4.2), the innovation diffusion theory (Section 3.4.3) and the perceived value of 

a medium theory (Section 3.4.4). Based on the discussion in Section 3.4, Section 3.5 goes on to 

theorise the antecedents that influence adult Generation Y consumers’ perceived value of and 

intentions to adopt streaming services in the South African market. Chapter 3 concludes with the 

hypothesised research model and a discussion on each hypothesised interrelationship (Section 

3.6). 

The research methodology followed in the empirical section of this study was described in Chapter 

4. A descriptive research design (Section 4.4.3) using a quantitative research approach (Section 

4.5.2) was utilised in this study. As per the sampling procedure (Section 4.6), the target population 

was defined as male and female South African Generation Y consumers between the ages of 18 

and 34 years during 2020 (Section 4.6.1). Moreover, the sampling frame comprised the 

Generation Y individuals who had a Facebook account (Section 4.6.2) and non-probability 

convenience and snowball sampling method were used (Section 4.6.3.2). Thereafter, a sample 

of 369 Generation Y consumers was drawn from the sample frame (4.6.4). The data collection 

method explained the implementation of a structured self-administered online questionnaire, 

which was used to gather the required data for this study (Section 4.7).  After the data was 

gathered, the raw data were converted into a format suitable for analysis and interpretation by 

means of editing (Section 4.8.1), coding (Section 4.8.2) and tabulation (Section 4.8.3). Thereafter, 

the statistical techniques applied to the collected data were explained. This included exploratory 

factor analysis (Section 4.9.1), descriptive statistics analysis (Section 4.9.2) and structural 

equation modelling, comprising measurement model evaluation (Section 4.10.2), which included 

reliability, validity and model fit assessment (Section 4.10.3), and path analysis (Section 4.10.4). 

Chapter 5 reported the results of the statistical analysis and interpretation of those results, with 

Chapter 4 acting as a reference to the empirical testing performed for this study. The results set 

out in Chapter 5 were in line with the empirical objectives set out in Section 1.3.3. 

6.3 MAIN FINDINGS OF THE STUDY 

In order to provide a chronological summary of Chapter 5, the main findings of the study will be 

described in the order in which they were presented in the chapter. The pre-testing was done by 

three experienced academics within the research field (Section 5.2). Their findings and feedback 

were used to draft the final questionnaire (refer to Annexure A).  

The data collection process resulted in 401 questionnaires being returned. After data cleaning, 

369 questionnaires were deemed useful in that they were completed by individuals who fell within 
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the inclusion criteria of the specified target population (Section 5.4.2). A description of this sample 

in the form of percentages (Section 5.5.1) indicates that most of the Generation Y individuals 

included in the sample were females aged between 22 and 26 years from the Gauteng province. 

The most spoken language was Afrikaans, followed by English and Sesotho. In terms of the 

sample participants’ streaming usage and preferences, it was found that most Generation Y 

consumers already use streaming services every day and are willing to pay between R100 to 

R199 per month for a streaming service. Concerning their preferred device for streaming services, 

smartphones were ranked first, followed by laptops and smart televisions. The sample 

participants indicated that their three most used video streaming services are Netflix, YouTube 

Premium and DStv Now for video streaming, and YouTube Music, Spotify and Apple Music for 

music streaming. The evidence in the sample suggests that Generation Y consumers prefer to 

use Wi-Fi connections installed in the comfort of their own homes to stream video and music 

content. 

The results of the exploratory factor analysis using principle components analysis with varimax 

rotation confirmed a seven factor structure with loadings that were both statistically and practically 

significant. These seven factors explained 78.88 percent of the total variance. 

The descriptive statistics (Section 5.7) were calculated for the seven factors extracted in the 

principle component analysis in order to address the first empirical objective set out in Chapter 1. 

Mean values above 5 were computed on each of these seven factors, which, given six-point Likert 

scale used to record responses, indicates that responses on each factor were in the strong-

agreement range of the scales. This suggests that Generation Y consumers are favourably 

inclined towards streaming services, in that they perceive them as useful, as a way of the avoiding 

risks associated with pirating content, as informative and enjoyable to use, and valuable. 

Furthermore, they appear favourably inclined towards the adoption of steaming services. 

Moreover, this study confirmed the importance of streaming services providing an initial free trial 

period when targeting this market segment. 

In order to determine the nomological validity of the seven latent factors proposed for inclusion in 

the measurement model, correlation analysis (Section 5.8) was performed prior to the 

confirmatory factor analysis. The results computed indicated significant positive correlation 

coefficients between each of the pairs of factors, thereby provided evidence of the nomological 

validity of the proposed model. Moreover, no significant multi-collinearity issues were detected 

from the collinearity diagnostics performed on the data set (Section 5.9). As such, the 

measurement model was specified for testing.  
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The confirmatory factor analysis part of the structural equation modelling (Section 5.11.1) was 

carried out to address the second empirical objective, which was to determine whether Generation 

Y consumers’ intention to adopt streaming services in the South African context is a seven-factor 

model comprising intention to adopt, perceived value, trialability, risk avoidance, perceived 

informativeness, perceived enjoyment and perceived usefulness. The results returned by AMOS 

indicated that the measurement model exhibited acceptable model fit and was both reliable, in 

terms of the internal-consistency and composite reliability values, and valid, in that convergent 

validity and discriminant validity were evident.  

Thereafter, path analysis was conducted on the hypothesised model, Structural Model A (Figure 

5-5), in order to address the third empirical objective. While the results returned by AMOS 

confirmed that perceived value and trialability have a significant positive influence on Generation 

Y consumers’ intention to adopt streaming services in South Africa, and that perceived 

informativeness and enjoyment, as well as risk avoidance have a significant positive influence on 

that perceived value, the influence of perceived usefulness on perceived value was non-

significant. As such, there was insufficient evidence to reject the null hypothesis Ho5.   

Therefore, an alternative path model, Structural Model B (Figure 5-6), was specified, whereby it 

was theorised that perceived usefulness has a direct positive influence on the intention of 

Generation Y consumers to adopt streaming services in South Africa. The results of Structural 

Model B’s path analysis showed that perceived informativeness, perceived enjoyment and risk 

avoidance continued to have a direct positive influence on Generation Y consumers' perceived 

value of streaming services, and that trialability and perceived value, together with perceived 

usefulness have a direct positive influence on Generation Y consumers’ intention to adopt 

streaming services in South Africa. In comparison to Structural Model A, Structural Model B also 

delivered superior model fit indices in terms of the SRMR, IFI, TLI and CFI values. In addition, 

both the AIC and CAIC values of Structural Model B were lower than those of Structural Model A. 

In addition, the chi-square was lower in Structural Model B than in Structural Model A. Therefore, 

Structural Model B, as illustrated in Figure 5-6, was accepted.  

6.4 ACHIEVEMENT OF EMPIRICAL OBJECTIVES 

In Chapter 1, the empirical aims for this study are outlined. In Chapter 5, each of the objectives 

was addressed using different statistical methods. The manner in which each of these three 

empirical objectives were achieved is outlined in this section. 

Empirical objective 1: Determine Generation Y consumers’ perceived value and intention to 

adopt streaming services in South Africa, together with the extent to which they perceive such 
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services to be informative, enjoyable, useful, as a way of avoiding the risks associated with 

pirating and the importance they attach to a free trial period.   

The first empirical objective was achieved through descriptive statistics as discussed in Section 

5.7. The study found that Generation Y consumers perceive streaming services in South Africa 

as usefulness (mean=5.34), as a way to avoid the risks associated with pirating content 

(mean=5.29), as informative (mean=5.26) and enjoyable (mean=5.23), and as valuable 

(mean=5.11). Furthermore, the results suggest that they are favourably disposed to adopting 

streaming services (mean=5.24) and that they value being given an initial free trial period to test 

out the service (mean=5.14). These findings highlight the importance of streaming service 

providers offering a free trial period, ensuring that they offer enjoyable and up-to-date content that 

is relevant to this generations’ preferences, and that their service offers features that will aid this 

segments’ ability to access content and appreciate the content. Furthermore, marketing 

messages that emphasise the dangers of pirating content and the safety of rather subscribing to 

legal channels may be most persuasive to this segment. 

Empirical objective 2: Determine whether Generation Y consumers’ intention to adopt streaming 

services in the South African context is a seven-factor model comprising intention to adopt, 

perceived value, trialability, risk avoidance, perceived informativeness, perceived enjoyment and 

perceived usefulness. 

The second empirical objective was achieved by conducting a confirmatory factor analysis (Table 

5-4), a correlation analysis (Table 5-9) to determine the nomological validity of the proposed 

model and by computing the Cronbach alpha, CR and AVE values of each of the latent factors 

(Table 5-12) and by assessing model fit (Section 5.11.1). There were significant positive 

associations between each of the pairs of latent factors, thereby establishing nomological validity. 

Each of the standardised factor loading estimates were above 0.50, as were the AVE values of 

each of the latent factors, thereby establishing convergent validity. The √AVE values of each of 

the latent factors exceeded their respective correlation coefficient, thereby establishing divergent 

validity. The Cronbach alpha and CR values for each of the latent factors were above 0.70, 

thereby suggesting internal-consistency and composite reliability. Each of the goodness-of-fit 

indices were above 0.90 and the SRMR value was below 0.08, which represents acceptable 

model fit. Therefore, the model is reliable, valid and has acceptable model fit. 

Empirical objective 3: Empirically test a structural model that theorises that Generation Y 

consumers’ intention to adopt streaming services in South Africa is influenced by their perceived 

value of and the trial period offered by such services, and that their perceived value, in turn, is 
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influenced by their desire to avoid risk and their perceived informativeness, enjoyment and 

usefulness of such services. 

The third empirical objective was achieved by means of path analysis, where the significance 

level of the regression paths was set at p ≤ 0.01. Structural Model A delivered a significant chi-

square value of 1495.391 with 361 degrees of freedom at a probability level of p=0.000<0.05. 

However, an acceptable SRMR of 0.0755, an IFI of 0.902 and a CFI of 0.902 suggest acceptable 

model-fit. The TLI of 0.890 was below what constitutes an acceptable fit index. Perceived value 

and trialability were found to be significant positive predictors of Generation Y consumers’ 

intention to adopt streaming services in South Africa, and perceived informativeness, perceived 

enjoyment and risk avoidance were all found to have a significant positive influence on their 

perceived value of streaming services. However, perceived usefulness did not have a significant 

positive influence on Generation Y consumers' perceived value of streaming services. This 

resulted in an alternative model being specified where perceived usefulness was theorised to 

have a direct positive influence on adoption intention towards streaming services. The regression 

path estimates in Structural Model B were all statistically significant and showed that perceived 

informativeness, perceived enjoyment and risk avoidance have a direct positive influence on 

Generation Y consumers' perceived value of streaming services, and that trialability, perceived 

value and perceived usefulness have a direct positive influence on Generation Y consumers’ 

intention to adopt streaming services in South Africa. Moreover, the fit indices produced by 

Structural Model B were superior to those produced by Structural Model A. 

The following section addresses the contributions made by this research study. 

6.5 CONTRIBUTION OF THE STUDY 

This study contributes to an evolving streaming service market where there is extensive 

competition. As South Africa is a growing economy, where internet penetration is on the increase 

(Motsai, 2018), as well as streaming service adoption (ITNewsAfrica, 2018), it is important for 

streaming service providers to gain a deeper understanding as to what consumers want, beyond 

simply a service offering. This study focused on a specific target market of consumers, namely 

Generation Y consumers.  

The empirically tested model developed in this study, which is based on the technology 

acceptance model, the innovation diffusion theory and the perceived value of a medium theory, 

adds to the literature on consumer behaviour, new media platform adoption and profiling 

Generation Y consumers. In addition, this model can be used as it is or be extended for use in 

future studies amongst other segments of consumers in South Africa and internationally. 
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Moreover, this study condenses several ideas regarding consumer behaviour, e-marketing, 

streaming services, and Generation Y consumers, which will help other academics to streamline 

their own research by utilising this study’s findings.  

Furthermore, the findings of this study has practical implications for streaming service providers 

seeking to target the Generation Y segment in South Africa. For example, the findings highlight 

the salience of providing a free trial period in order to have an opportunity to persuade this 

segment about the value of such services. In addition, the findings suggest that streaming service 

providers should continually add new features to their platform to make their services more useful. 

An important advantage of streaming services is that there is no risk of viruses and/or malware, 

and this should be stressed in marketing messages aimed at this segment. Furthermore, the 

findings emphasise the need to continually offer up-to-date content that is enjoyable and that will 

appeal to this generational segment. Being cognisant of these findings will enable marketers of 

streaming service providers to tailor their marketing strategies to target the South African 

Generation Y segments more effectively. 

6.6 RECOMMENDATIONS 

The insights gained from the previous chapters, such as the literature review and the findings of 

this study, have shown that consumers' perceived value of a medium or their attitude towards that 

medium, along with the perceived usefulness of the medium and its trialablity are important 

predictors of streaming service adoption intentions amongst Generation Y consumers. 

Furthermore, the study established that perceived enjoyment, perceived informativeness and risk 

avoidance all make a significant contribution to this segment’s perceived value of such services. 

With this in mind, the following recommendations are made to aid streaming service providers in 

South Africa to target Generation Y consumers more effectively.  

6.6.1 Extend the streaming service trial period  

The study indicated that Generation Y consumers’ intention to subscribe to a streaming service 

is influenced by their ability to experience the service beforehand. The competition in the 

streaming service industry is fiercer than ever before; therefore, it is vital for service providers to 

ensure that they offer something above and beyond their competitors. It is no longer enough to 

offer a basic service for the duration of a free introductory period of 30 days or three months. 

Streaming service providers should consider lengthening their free trial period from the 

conventional 30 days to three months, to six months.  
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In addition, streaming service providers should look at options for partnering with cellular phone 

manufacturers and data providers. With these partnerships, applications could be pre-installed 

on new cellular phones and users could be rewarded with a streaming service ticket, which allows 

them to stream free for a certain number of hours every time they purchase data, depending on 

the amount of data purchased. This approach may encourage usage of the trial period, which 

might lead to users subscribing to the service as they might become habitual users during the 

trial and continue their behaviour after the trial expires. This same marketing tactic could be 

implemented with smart television manufacturers. 

Furthermore, the service providers could look at the option of referrals from friends and family. 

Once a user signs up for a trial period, they receive a second log in password that they can give 

to a friend or family member to experience the trial period with, who may then also become a 

potential future customer. Another marketing tactic streaming services may consider is to offer a 

potential user the opportunity to watch three episodes of an exclusive television series, which 

may lead the user to subscribe to the service if they wish to watch the complete series. During 

these trial periods, it is also vital to communicate the benefits of the premium versions over the 

trial one to the users. 

6.6.2 Continue to monitor Generation Y consumers’ perceived value of streaming 

services  

Consumers are more likely to use technology such as streaming services if those services are 

deemed useful and valuable (Mutahar et al., 2016:885). A key factor to encouraging more 

Generation Y consumers to adopt streaming services in South Africa is to deliver on the value 

proposition, which means constantly innovating, both on content and on the user interface. 

A user-friendly interface is a crucial feature of every streaming platform. Streaming service 

providers should constantly develop their user interfaces to enhance consumers’ content 

discovery and to deliver a consistent experience. Viewers should find it easy to navigate the 

system and to quickly discover and access content. Streaming service providers should ensure 

their algorithms are constantly refined in order to recommend new exclusive and relevant content 

to consumers on a regular basis in order for them to feel that the services are informative, useful 

and enjoyable.  

Streaming service providers could look into alternative pricing strategies, depending on the time 

the user spends on the platform or the time period the subscriber wants to subscribe for. 

Alternatively, the prices could depend on how much content the user consumes in a month.  
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6.6.3 Continually improve on the informativeness of the streaming service  

Streaming services are considered to be informative and this has a direct positive influence on 

whether or not Generation Y consumers will perceive the service as valuable. Service providers 

already grant the consumer immediate access to a wide variety of up-to-date video 

content/television series/music relevant to the consumer’s interests and preferences. However, 

original content is what drive consumers to sign up for streaming services, Therefore, service 

providers should focus on creating original content that will only be available on their platform. A 

substantial portion of the service provider’s marketing communication should focus on informing 

its target market of the content that will be exclusively available on its platforms.  

Furthermore, personalisation is a growing consumer expectation. Streaming service providers 

should develop their algorithms in such a way as to ensure that Generation Y consumers are 

guided to the right content. This can be accomplished through dynamic and engaging 

communication, as well as the integration of streaming services with social media platforms and 

gaming networks. When information adds value to consumers’ viewing experience they are more 

interested in being informed about matters such as release dates and new content (Facebook IQ, 

2019). Integration will enable these services to recommend content based on the viewers’ mood, 

who they are with, the length of the content as well as the content that their friends and family are 

currently watching. The service provider could look at the option of enabling users to link profiles 

with friends, family and peers in order for them to be able to recommend movies, television shows, 

songs or bands to one another. This will help them to capitalise on word-of-mouth and 

recommendations to create awareness and excitement about new releases and existing content.   

6.6.4 Focus on the entertainment value of streaming services  

Generation Y users’ perceived enjoyment of streaming services is directly related to whether they 

find the service to be valuable or not. The service providers should try to include pleasure and 

enjoyment in the new features and services, such as virtual reality scenes from movies or music 

videos, which will create an immersive experience for the users. They could also focus on creating 

interactive content that will enable users to participate in certain scenes by interacting with them, 

potentially influencing the outcome. The different platforms could enable users to create virtual 

watch parties, especially for reality shows, which could also result in users having a more pleasant 

experience.  

The streaming service provider’s marketing strategy should concentrate on the ability to create 

playlists that can be played offline from anywhere, on any platform. Such as a playlist for a party 

that allows them to only connect their device to a sound system or a playlist for workouts. Service 
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providers could also add a karaoke section to their platform that allow users to karaoke to their 

favourite songs. Furthermore, streaming service providers could add a battle challenge feature, 

where the user could sing a duet with other users or pre-recorded duet parts with the original 

artist. The users can then send a challenge request to their friends and family members linked to 

this profile. This will be beneficial for them as it will assist them in taking advantage of the habitual 

behaviour of users by creating service elements that make the user return to the service on a 

frequent basis. This can be done by means of specific advertisements portraying typical 

Generation Y users exploring and enjoying these services. 

6.6.5 Highlight how subscribing to streaming services mitigates the risks 

associated with pirating in marketing communication messages 

An advantage of streaming services is that their platforms can be accessed on nearly any internet-

connected device that offers the option to download the streaming service providers’ application. 

Whether they be smart televisions, tablets, laptops or cellular phones, these digital devices are 

generally very expensive. Using a streaming service platform to view movies/series or listening 

to music mitigates the risk of viruses and/or malware that may potentially damage these 

expensive devices. Given the importance Generation Y consumers attach to such risk avoidance, 

it is important for streaming service providers to stress the safety factor of their services in their 

marketing messages aimed at the Generation Y segment in South Africa.  

6.6.6 Add features to the streaming platform that will contribute to its perceived 

usefulness 

The two basic concepts that assist with the evaluation of consumers’ experience of consumption 

are the experience of enjoyment and the usefulness of the service (Chen & Lai, 2015). The factors 

that determine whether a service is considered to be useful by a person include its effectiveness, 

convenience, cost-efficiency and functionality. Consequently, people consider factors such as 

informativeness, accessibility, speed and convenience of the service as determining factors of its 

perceived usefulness.  

Streaming service providers should aim to create a unique experience and to give the Generation 

Y user more control over the platform by adding customisation features such as playback speed 

control, options of different resolutions, access to general settings like the advertisement options, 

interface themes, layouts, grids and how their files should be listed. 

Streaming service prodivers could look at the option to enable Generation Y users to use third 

party applications in the platform.   
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6.7 LIMITATIONS AND FUTURE RESEARCH OPPORTUNITIES 

The aim of this study was to propose a model of the factors influencing the perceived value and 

intention of Generation Y consumers to adopt steaming services in the South African context. As 

with most studies, this analysis was also subject to some limitations. However, the limitations of 

one study can provide potential opportunities for future studies. 

The first constraint was reported in Section 4.6.3.2, where it was indicated that non-probability 

convenience and snowball sampling were used to collect the data. Consequently, in generalising 

the findings to the population, the results need to be interpreted with caution and great care. 

Secondly, a single cross-sectional research design was used in this study (refer to Section 4.4.3). 

Future studies using a multi-cross-sectional or, better still, a longitudinal research design, may 

provide useful findings on any changes in the factors that influence South African Generation Y 

consumers’ perceived value of and intention to adopt streaming services. In addition, because 

the responses were self-reported, respondents may have deliberately or unintentionally provided 

incorrect information. 

An additional limitation identified is that the study concentrated on individuals between the ages 

of 18 and 34 years, which is only a selected portion of the entire population. There may be a 

potential for future research involving the other generations, as well as to perform comparative 

research between generations in order to discover their members’ perceived value of and 

intention to adopt steaming services. 

This study used a blanket approach to determine Generation Y consumers’ perceptions toward 

music and video streaming services. Further clarification can be gained through research focusing 

on each of these elements separately to determine if there are any differences or similarities. 

A final constraint is the number of factors in the model that were tested as predictors of Generation 

Y consumers’ perceived value of and intention to adopt streaming services. In this model, the 

three factors influencing perceived value explained 58 percent of the variance; while 65 percent 

of the variance was explained by the other three factors influencing the intention to adopt 

streaming services (see Section 5.11.2). This suggests that there are other possible factors 

explaining this phenomenon. As such, there is an opportunity to explore other variables that may 

also impact the perceived value and intention of population samples to adopt streaming services. 
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6.8 CONCLUDING REMARKS 

The literature in this study is a strong indicator that the entertainment industry will soon be 

dominated by streaming services. Growth in the streaming service industry increases competition 

amongst the various providers of streaming services. Consequently, streaming service 

companies can gain subscribers by employing distinguishing features in their service offerings. In 

this study, the factors influencing consumer decision-making behaviour among Generation Y 

consumers were evaluated. In order to gain a competitive advantage in the streaming service 

industry, these are crucial considerations for marketing managers to consider. Streaming service 

providers can use this study’s model to gain insight to the views of South African Generation Y 

consumers on streaming services and how to sell the service to them. In future studies which may 

be conducted in different regions and between various segments, this model may be adapted and 

applied. 
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ANNEXURE A: QUESTIONNAIRE 

 

Modelling the factors influencing Generation Y  

consumers’ adoption of streaming services 
 

Dear Respondent, 

My name is Marinda van der Merwe and I am a full-time student pursuing a Ph.D. degree in Marketing 

Management at the North-West University under the supervision of Dr. R Müller and Prof. AL Bevan-Dye.  

The purpose of this study is to investigate the behavioural intention of adult Generation Y (individuals aged 

between 18 and 34 years in 2020) towards on-demand streaming services such as Netflix, ShowMax, Apple 

Music, Spotify, and Google Play Music. 

  

Please assist me by completing the following questionnaire. Participation in this study is completely 

voluntary. The questionnaire should take approximately 15 minutes to complete. Confidentiality of all 

information enclosed in this questionnaire is guaranteed and no personal questions linking you to this 

specific questionnaire are included (e.g. name, address, telephone number); that is, your anonymity, as 

well as the anonymity of the institution at which you are registered, is guaranteed. The demographic 

questions asked in this questionnaire will be used for the purpose of providing a sample description. One 

of the demographic questions, namely gender, will be used for comparative purposes.   

Statement of consent: 

I have read the above description of this research study. I have been informed that it is a lowrisk study and 

I am aware of the purpose of the study. I voluntarily agree to take part in this study and by continuing and 

completing this questionnaire I consent to the information being used in aggregate form. 

Thank you for your important contribution towards this study. 

Marinda van der Merwe  

School of Management Sciences 

North-West University 082 

042 5206 

marinda5053@gmail.com 

Dr. R Müller  

School of Management Sciences 

North-West University 

082 572 6061 

Rean.muller@nwu.ac.za  
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* Required 

Section A: Demographical information 

Please mark the appropriate box or write down your answer where applicable. 

1. Country of origin *  Mark only one oval. 

 South Africa 

 Other 

  

2. Province of origin *  Mark only one oval. 

 Eastern Cape 

 Free State 

 Gauteng 

 KwaZulu-Natal 

 Limpopo 

 Mpumalanga 

 Northern Cape 

 North West 

 Western Cape 

 Other 

  

3. Gender *  Mark only one oval. 

 Female 

 Male 

 Non-binary 
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4. First language *  Mark only one oval. 

 Afrikaans 

 English 

 IsiNdebele 

 IsiXhosa 

 IsiZulu 

 Sepedi 

 Sesotho 

 Setswana 

 Siswati 

 Tshivenda 

 Xitsonga 

5. Do you classify as an adult Generation Y consumer (aged between 18 and 34 years in 

2020)?*  Mark only one oval. 

 Yes 

 No 

6. Age at your last birthday: * Mark only one oval. 

 <18  27 

 18  28 

 19  29 

 20  30 

 21  31 

 22  32 

 23  33 

 24  34 

 25  >34 

 26   
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Section B: Streaming services usage 

The term streaming services is described as a service where the subscriber requests information such as a song or 

video, and the server delivers the requested information in real time as it is based on streaming technology. 

Streaming services are a more convenient version of the physical video and music stores. 

Examples include Netflix, ShowMax, Apple music, Spotify and Google play music. 

Please mark the appropriate box or write down your answer where applicable. 

7. Have you ever used streaming services?*  Mark only one oval. 

 Yes 

 No 

8. Do you currently use streaming services?*  Mark only one oval. 

 Yes 

 No 

9. Do you intend to use streaming services in the future?*  Mark only one oval. 

 Yes 

 No 

10. Do you intend to use streaming services in the future?*  Mark only one oval. 

 Everyday 

 3 to 4 times a week 

 Once or twice a week 

 Never 

11. I have access to *  Check all that apply. 

 PC (Desktop) 

 Laptop 

 Tablet 

 Smartphone 

 Smart TV 

 Gaming device (Xbox/Playstation) 

 Other 
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12. I am willing to pay for subscription per month: (Select ONE option) 

Price Range  

R0 - R99  

R100 – R199  

R200 – R299  

R300 – R399  

R400 – R499  

 

Section C: Streaming preferences 

Please mark the appropriate box or write down your answer where applicable. 

13. I am currently using the following video streaming service/s: *  Check all that apply. 

 Amazon Prime Video 

 DEOD (Digital Entertainment on Demand) 

 Google Play Movies & TV 

 Netflix 

 ShowMax 

 YouTube Premium 

 DSTV Now 

 Disney+ 

 I am currently not using any video streaming service 

 Other 
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14. My preferred video streaming service platform is *  Mark only one oval. 

 Amazon Prime Video 

 DEOD (Digital Entertainment on Demand) 

 Google Play Movies & TV 

 Netflix 

 ShowMax 

 YouTube Premium 

 DSTV Now 

 Disney+ 

 I am currently not using any video streaming service 

 Other 

  

15. I am currently using the following music streaming service/s: *  Check all that apply. 

 Apple Music 

 Deezer 

 Google Play Music 

 Joox 

 Simfy Africa 

 Spotify 

 Tidal 

 YouTube Music 

 I am currently not using any music streaming service. 

 Other 
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16. My preferred music streaming service platform is *  Mark only one oval. 

 Apple Music 

 Deezer 

 Google Play Music 

 Joox 

 Simfy Africa 

 Spotify 

 Tidal 

 YouTube Music 

 Other 

  

17. I make use of the following device/s to stream audio and video: *  Check all that apply. 

 PC or laptop 

 Smart TV 

 Smartphone 

 Tablet 

 Gaming device (Xbox/Playstation) 

 Other 

  

18. My preferred device used to stream videos is: *  Mark only one oval. 

 PC or laptop 

 Smart TV 

 Smartphone 

 Tablet 

 Gaming device (Xbox/Playstation) 

 Other 
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19. My preferred device used to music is: *  Mark only one oval. 

 PC or laptop 

 Smart TV 

 Smartphone 

 Tablet 

 Gaming device (Xbox/Playstation) 

 Other 

  

20. I make use of the following internet connection/s to stream: *  Check all that apply. 

 Mobile data (3G/4G/5G) 

 Free WIFI spots 

 WIFI at home (Fixed LTE/ADSL/Fibre) 

 WIFI at university 

 Other 

  

21. My preferred internet connection to use for streaming is:  *  Mark only one oval. 

 Mobile data (3G/4G/5G) 

 Free WIFI spots 

 WIFI at home (Fixed LTE/ADSL/Fibre) 

 WIFI at university 

 Other 
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Section D: Drivers towards streaming services adoption 

Please mark the appropriate answer. 

22 

Using streaming services will help me to access 
music and video content more quickly.       

Using streaming services will enable me to 
enhance my music and video content 
appreciation.       

Using streaming services will make it easier to get 
information regarding music and video content.       

Streaming services will provide a wide variety of 
music and video content.       

Overall, streaming services will be a very useful 
platform to listen to music and watch video 
content. 

      

23 

I intend to use streaming services to listen to 
music in the future.       

I intend to use streaming services to watch video 
content in the future.       

Within the next month, I will consider starting 
using streaming services.       

Within the next six months, I intend to use 
streaming services frequently.       
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24 

Using streaming services will be exciting. 
      

Using streaming services will be fun. 
      

Using streaming services will be pleasurable. 
      

Using streaming services will be entertaining. 
      

25 

Overall, the use of streaming services offers value 
for money.       

Compared to the effort I need to put in, the use of 
streaming services is beneficial to me.       

Compared to the time I need to spend, the use of 
streaming services is worthwhile to me.       

Overall, the use of streaming services delivers 
good value.       

26 

I would like to know more about streaming 
services before subscribing and using them.       

Having free access to a streaming service for a 
month might convince me to use it.       

Trial access to a streaming service might convince 
me to subscribe to such services.       

Trial access to a streaming service will allow me to 
understand firsthand what the benefits of the 
services are.       
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27 

I like the fact that streaming services are legal to 
use.       

I like the fact that streaming services will not cause 
any damage to my device in the form of viruses.       

I like the fact that streaming services are more 
socially acceptable than pirating online content.       

28 

Streaming services are a good source of up-to-
date video content/TV series/music.       

Streaming services provide immediate access to a 
wide variety of video content/music.       

Streaming services are a good source of 
information about up-to-date video content/ 
music.       

Streaming services give me access to video 
content/music that is relevant to my interests and 
tastes. 

      

Streaming services are a convenient source of 
information on video content/music.       

Streaming services provide timely information on 
video content/music.       

 

Thank you for your time! 
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STRUCTURAL MODEL A 
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STRUCTURAL MODEL B 
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