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Abstract

The value of copyright goods, as a specific product, cannot be consumed or reduced through one time use, as is the case with public goods or experience goods; that is to say, copyright goods can be copied or shared by any individual consumer without authorization. Because of this characteristic of copyright goods, an empirical study of consumer’s behavior in the copyright domain must be complex and multi-faceted; this study seeks to investigate not only how individual’s and group’s select and purchase products, but it will also look at how consumers dispose of copyright products after consumption. 
One of the fundamental premises of consumer behavior is that people tend to correct their behaviors (or attitudes) according to common goals of groups or societies. Many previous studies have shown that cultural environment is a crucial external influence on the behavior of consumers (e.g., Arnould and Price, 1993; Hebdige, 2000; Solomon and Bamossy, 2006). In addition, within a specific culture, the purchase decision making or preference of individual’s will also be affected by their social networks; for instance, reference groups and residence groups are two significant external factors which determine an individual’s purchasing preference or attitude formation to particular goods. Accordingly, this cross-cultural study aims to explore in what way external factors influence how individual Chinese students use unauthorized copies in the Netherlands.
The main purpose of this study is to focus on investigating how individual’s piracy behavior changes within different social groups and ideological environments. In order to answer this question, a quantitative method can be applied to analyze and test our hypotheses. The results of this investigation will show us not only the present status of the purchasing behavior of individual Chinese student’s concerning unauthorized copies, but it will also show how the behavior of these student towards piracy in the Netherlands is changing. 

Key words: attitude, authorization, consumer behavior, copyright goods, ideological environment, social groups.

Chapter 1 Introduction

“The field of consumer behavior is interdisciplinary: it is composed of researchers from many different fields who share an interest in how people interact with the marketplace; and these disciplines can be categorized by the degree to which their focus is micro (the individual consumer) or macro (the consumer as a member of groups or of the larger society)” (Solomon, 2006).

This thesis will examine the role that external influences play on individual purchasing preferences and behavior concerning the copyright domain. It will investigate whether one’s cultural environment and social life can account for differences in an individual’s unauthorized use or sharing of copyrighted materials. Chapter 1 will introduce the basic framework, aims and methods of this investigation. This chapter will also provide a general overview concerning individual consumer behavior with regard to copyright goods.
1.1 Introduction of theoretical parts
Chapter 2 will describe the ways in which one’s cultural environment can influence an individual’s purchasing behavior of copyright goods. That is to say, individual consumers can be influenced by their different cultural environments to form a specific preference or to make a specific purchasing decision of copyright goods given their own cultural backgrounds, including the laws and traditions of their respective countries. According to Solomon (2006), one’s cultural environment is primarily made up of two main elements. These two elements that contribute to a countries cultural environment are its ideological environment and social traditions. Both the ideological environment of a society and its social traditions can have a significant influence on people’s individual purchasing preferences and behaviors. 
In this context, we can consider China’s cultural environment as presenting a unique case since it possesses both characteristics of socialism and collectivism., Therefore, the common Chinese consumer’s attitude will be shaped by these general ideological influences and the formation of their individual moral compass will in general be effected by their specific experience which considers copyright goods as a “socialized public resource”. However, others have adopted a different understanding or approach to copyright goods. As Handke’s (2008) and Towse’s (1997) have pointed out the political economy approach is a monopoly system which holds that the supply of copyright works is always dependent on its alternative attitude of political choice, the diversity or content or the forms of copyright works has been reduced by this alternative term. Given these circumstances, the Chinese cultural market has been separated into different segments and this has contributed to the continued acceptance and use of unauthorized copies. In contrast, as Towse (2008) has shown, consumers in the Netherlands, who tend to understand the authorization of copyright as a moral or legal issue. This study seeks to investigate whether based on these different understandings and approaches to copyright goods individual Chinese students will change their attitudes about the use of unauthorized copies while living in the Netherlands.
Moreover, different social traditions also emphasize different values. A society that values collectivism stresses other-oriented values. In such a society individual consumers are encouraged to suppress their own personal hedonistic desires and to transform their attitudes and change their behavior until it corresponds with the common goals of the in-group. Kacen and Lee (2002) have pointed out that although these consumers are often more concerned with their own individual initiatives during decision making, they cannot give priority to their own personal interests over social norms and duties. 
Following the discussion of cultural influences, Chapter 3 will examine the significant role reference groups and residence groups play in influencing individual purchasing behaviors. According to Solomon (2006), on the one hand, reference groups can have an “Informational influence” on individual consumers. In this way, individual consumers become aware that unauthorized copies are a substitute for authorized copies and therefore their transaction (searching) costs to find certain copies can also be reduced (Jeong and Lee, 2008). On the other hand, residence groups have both an “Informational influence” and an “Utilitarian influence” on individuals, Kacen (2002) argues that this “Utilitarian influence” can not only motivate individual consumers to shift their purchasing preferences depending on their connectedness with the in-group, but that it also can provide more specific recommendations to individuals. 
By studying both the “Informational influences” and “Utilitarian influences”, we seek to better understand how these influences effect individual consumers in their decision making process. For the purpose of this study, the potential options of consumers’ decisions can be distributed among the Evoked set, the Inert set and the Inept set depending on the consumer’s price evaluation and quality recognition of copyright goods. During this process, a connection between a consumer’s decision making and their purchasing behaviors will also be established.
Based on these theoretical investigations of the decision making process of individuals, we will explore how each external influence occurs and how individuals may be motivated to make certain purchasing decisions regarding particular goods. Since external factors have been shown to have a significant influence on individual behavior, we can consider there is a good probability that individual Chinese student’s use of unauthorized copies will decline during the length of their stay in the Netherlands. 

1.2 Introduction to research method
In Chapter 4, we will outline the basic method employed in this empirical study. To conduct this research, the basic framework, central research question and several relevant sub-questions will be introduced in this chapter. In order to answer these questions, this research will apply a quantitative method to test our research questions. As Solomon (2006) has pointed out, “Demographics are statistics that measure observable aspects of a population”. Moreover, by using a Likert-type questionnaire, the participant’s agreement or disagreement can be captured with an online survey.
In addition, this chapter will also identify our main independent variables, dependent variables and control variables respectively. 

1.3 Introduction of empirical study
In Chapter 5, the study and empirical results will be examined in greater detail. In the first section, we will present a general overview about individual participant’s adoption of unauthorized copies in the Netherlands. Meanwhile, depending on the consumers’ heterogeneous demands, we will separate various forms of unauthorized copies into different categories.
The second section will focus on investigating the causal association between the influence of information from others and an individual’s personal adoption of unauthorized copies in the Netherlands. The results of this investigation will demonstrate differences between the Informational influence of reference groups and the Utilitarian influence of residence groups on a participant’s decision making processes separately.
In the third section, the cost-benefit analyses which occur during the consumer’s decision making process will be examined. In this part, we will investigate the main motivations behind the adoption or the consumption of unauthorized copies.
Then, the fourth section will investigate the variations among different participant’s current adoption of unauthorized copies in the Netherlands.
Finally, in the fifth section, our investigation will focus on our central research question: the variation tendency of participant’s attitudes about unauthorized copies adoption in the Netherlands.
Once the research has been conducted, Chapter 6 will provide a summary and offer some concluding remarks that will examine the research results in the context of our theoretical hypotheses. In this chapter, some of the limitations of this current study will be discussed and further questions for future research will be proposed.









Chapter 2: The Influence of Cultural Environment on Copyright Consumption
Since consumer behavior is a learned and acquired behavior, it is different from human beings’ other natural behaviors or reflections. In several contemporary consumer behavior studies, economists seek to investigate the influence of external and internal factors on people’s consumption preference. According to these studies, these influences can be classified in four basic categories. The external domain includes cultural influence and social influence, while the internal domain has more to do with factors of personal motivation and psychology and the influence on individual consumer behavior. Based on these categories, we can formulate a theoretical framework of influence flow as below:
[image: C:\Documents and Settings\Administrator\Local Settings\Temporary Internet Files\Content.Word\行为影响.bmp]
As this framework shows, the influence flow has occurred from the macro level (external) to the micro level (internal); these segments are constantly interacting with each other. In other words, within different cultural environments, a consumer’s preference and common behaviors have been influenced by certain cultural experiences or traditions. Common behavior can guide people’s consumption tendencies through their social life, such as through reference groups and residence groups (roommates). Such external factors can influence individual consumers to form specific preferences or attitudes at a psychological level, say as internal influence on consumer behaviors. In this research project, as its purpose shows, we will take the influence of external factors into consideration. The following section will discuss the first external factor which is one’s “cultural environment” in more detail. 
2.1 Introduction 
The term “cultural environment” is a broad and complex concept.  Generally, the cultural environment is constantly in interaction with consumer behavior. As Solomon (2006) has indicated, “Culture is the ‘prism’ through which people view products and try to make sense of their own and other people’s consumer behavior”. Different literature describes the field of consumer behaviour as the study of how consumers’ attitudes and actions are influenced by the environment and markets (Solomon and Bamossy, 2006). These economists hold that culture is a collective memory of a society; it is an accumulation of shared knowledge, law, and tradition. Meanwhile, cultural influence is not static, it can slowly evolve with changes in the environment or time. These cultural changes can also influences consumers to make different decisions depending on the different cultural environment or time. 
The focus of this chapter is on analysing the various influences of political environment and social traditions on the consumption of copyright goods respectively. As a specific case, the China shares both characteristics of a socialist and collectivist society. Consumers are affected by ideological influences so that they form a common attitude that considers unauthorized copies as “no perfect substitutes for authorized copies” (Handke, 2011). Relevant cultural policies provide an opportunity for unauthorized copies to survive in the Chinese market. Moreover, within a collectivist culture, other-oriented values are able to drive consumers to pursue common goals or social harmony over individual interests. Given such circumstances, this chapter will examine the basic characteristics and influences of one’s ideological and cultural environment on copyright goods consumption. The following questions are addressed intensively:

a. How does a political economy approach influence the common attitudes of Chinese consumers concerning unauthorized copies? 
b. How do relevant cultural policies allow unauthorized copies to exist in the Chinese market?
c. How does a collectivist culture drive individuals to shift their purchase practices depending on the common goals of the group?
d. And what are the differences in consumer’s understanding of copyright issues between the China and the Netherlands.

2.2 The Supply and Demand of Copyright Goods in Cultural Market
As Towse (2008) has pointed out, although the copyright issue is one of the most powerful influences on cultural markets and artists’ labor markets, it has been largely ignored by cultural economists. Current copyright law is largely a policy tool adopted to regulate the usage of copyright goods, to stimulate and protect the creativity of authors. In order to have a better understanding of copyright goods, the following paragraphs will discuss the basic function of copyright policy in more detail and its economic implications in the marketplace.
In general, the copyright is an indirect incentive mechanism for rewarding authors; it brings “ex-post” reward of uncertain values to the creators of “qualifying works” (Towse, 2008). The copyright royalties system requires that authors share their risk with entrepreneurs (such as publishers) and in order to overcome the Free-Rider effect of information or public goods in cultural market. As Towse (2003) explains, via the royalties system, collecting societies can gather the royalties for the copyright as a “flat rate spot payment” from consumers and provide economic rewards to the authors in different ways, for instance, through prizes, wages or bonuses. Therefore, the main function of the royalty system is to impose the costs for creation, to improve the quality of goods and to encourage the creativity of authors. Under these circumstances, we can consider the economics of copyright goods as a bundle of different rights in a particular “qualifying work”. According to Towse (2000), the supply of copyright goods correlates with three important economic implications: the transaction between different rights owners; different rights have different economic values; and the same rights often command different values in different territories. Based on these economic implications, the system of copyrights provides an opportunity not only to help rights-owners earn their profits from the cultural market, but it also indirectly stimulates artists’ creativity in the labor markets. Thus, as Handke (2007) points out, the copyright policy benefits consumers by increasing the supply of consumer products because creators are motivated by copyright protection in the long run.
Although the reason behind copyright protection is to offer incentives creators to produce, copyright policy can also have a negative effect on demand of copyright goods even though the intent of this protection was to also encourage demand. As Handke (2007) explains, consumers’ welfare is adversely affected by copyright protection in the short run, because the protection seems to act like a barrier to limit consumers’ access to existent works. In this way, Towse (2006) argues copyright protection is in fact a two edged sword. Suppliers or right-owners can impose royalties on consumers, but the high costs leads to a reduction in consumers’ demand for copyright goods like other goods. The consequence of the price monopoly on copyright goods can lead to an increase in consumers’ demand of unauthorized copies since they are lower price. Towse (2006) wants to point out that strong protections and the high price of copyright are in this case encouraging piracy behaviors in the cultural market. In other words, consumers are more willing to enjoy the financial benefit of unauthorized copies and only desire the utilities of copyright goods. Therefore, we can define the price and utility of copyright goods as two independent variables which determine a consumer’s demand and their attitudes (purchase preference) formation of copyright goods; that is to say, both price evaluation and quality recognition always take place and have significant influences on consumers’ behavior respectively. 
Based on these comments, we have shown some of the basic economic effects copyright has on the cultural market. Interaction is constantly taking place with the supply and the demand of copyright goods in the marketplace. Therefore, there are enough reasons for us to believe that the consumption of copyright goods correlates to current consumer behavior studies.  

2.3 The Impact of Political Economy Approach on Market of Copyright Goods
According to Solomon’s (2006) indicated that 

“The ideological environment revolves around the belief that members of a society possess a common worldview; they share certain ideas about principles of order and fairness; and they also share an ethos, or a set of moral and aesthetic principles”. 

In Solomon’s “Consumer Behavior: A European Perspective” (2006), he argues that an ideological environment can have a powerful influence on its social members. Different ideologies can create different worldviews, as well as differences in the moral compass of consumers and their idea of fairness. As the title indicates, this section intends to focus on the discussion of the consumption of copyright goods within different ideological environments. In order to give a complete overview, the following paragraphs will discuss the influences of the Political Economy Approach to the consumption of copyright goods. 
China’s current cultural policies have been inspired by neo-Marxism; say as the political economy approach. According to Hesmondhalgh (2007), one of the specific characteristics of the political economy approach is its concern with the ownership of social media and “moral” issues. As a result, in socialist or communist countries, cultural policy does not allow the privatization of social media. In these countries, the superstructure of society has absolute power to determine the ownership and the legitimacy of social media. 
In the current literature, several authors present their views concerning the supply of cultural goods from a political economy approach. Frey (2002) discusses the basic concept of the supply of cultural goods from a political economy approach. According to Frey, as a monopolistic supplier, the role of the government is to provide homogeneous goods or services to satisfy public demands. Handke (2008) also holds the political economy approach is a monopoly system, “because the questions are posed in terms of political choices posed by economic dilemmas”, although the monopolistic price of copyright royalties can be seen as being anti-competitive. In such circumstances, the government can play a dominant role in determining the amount and the content of the supply of copyright goods under the political economy approach. On the one hand, with the government’s decision, is only concerned with the political attitudes of the expression of the copyright works, but the core issue of copyright will be ignored, the authorization of the copyright cannot take up any positions within the political economy system. On the other hand, as Handke and Towse (2008) have explained, the supply of copyright works always depends on its alternative attitude of political choice; the diversity of contents or forms of copyright works has been reduced by this monopoly system. 
Therefore, if the official supply is a monopoly and provides only homogeneous goods or services with authorization to satisfy public demand, then the heterogeneous demands of public will drive consumers to automatically seek other resources or approaches which can fulfill their demands. Thus, one of the direct consequences of having a monopolistic supply is that unauthorized copies are more likely to take a dominant position in cultural market, because consumers believe unauthorized copies can bring more diverse contents or forms than authorized copies do. The United States Trade Representative’s (USTR, 2011) evidence has shown that “99% of all music downloads in China are illegal”. Clearly, in this case, the monopolistic supply of copyright goods has made consumers change their attitudes about the consumption of authorized copies; that is to say, the adoption of unauthorized copies as a common collective behavior has contributed to the preference of consumers for unauthorized copies rather than authorized copies within the political economy approach. 
However, as Handke (2008) and Towse (1997, 2008) have pointed out, the monopoly of the supply of copyright goods only correlates with the economic implications of the copyright, but it is never relevant to political issues. While the main function of this monopolistic price may be anti-competitive, it “is necessary to enable the author to be compensated”, therefore, the monopolistic price of copyright should be higher than the marginal reproduction costs and other competitive prices. It is believed that the protection of the monopolistic price can benefit and encourage rights owners to receive profit from their unique works (Towse , 1997). In contrast with the price protections of authorized copies, the price of unauthorized copies seems to be more competitive and it excludes the price protections of copyright, because this competitive price only takes marginal reproduction costs into account. Therefore, as Cox (2010) shows, financial incentives have contributed a market for unauthorized copies. 
After examining the different principles behind the pricing of authorized and unauthorized copies, it is only with the supply of authorized copies that the monopolistic price of copyright occurs. These price protections not only reduce the risk of competitive prices, but it also ensures that authors can benefit from copyright royalties. For this reason, consumers value unauthorized copies because they are considered cheap substitutes for authorized copies. As Handke points out (2011), unauthorized copies provide consumers the opportunity to minimize their costs, even though sometimes these substitutes may be of an inferior quality. In spite of the problems mentioned above, unauthorized copies cannot achieve a perfect balance between cost and utility. However, lower prices seems to be a significant incentive and determining factor of consumers rational choice and this has an impacts on consumers demands or preferences and motivates consumers to purchase unauthorized copies. 
The price incentives on both the supply and demand side of the Chinese cultural market associated with unauthorized copies has created the opportunity for the production of unauthorized copies. Since suppliers can sell unauthorized copies and charge only for marginal reproduction costs and exclude the monopolistic price of the copyright, they can sell them at a much more competitive price because they do not have price protections. Moreover, competitive price as a financial incentive contributes to the formation of consumer’s preferences, since rational choice leads consumers to take prices into consideration before they purchase a product.

In contrast to the political economy approach taken in China, the concerns of consumers in the Netherlands with the authorization of copyrights stems from moral and legal issues. As Towse (2008) has indicated because the Netherlands has a unique “civil law authors’ rights tradition”, Dutch consumers share a common moral compass and consider the authorization of copyrights as a moral issue. Under such moral pressure, Dutch consumers take authorization into consideration before purchase. Therefore, based on the different cultural policies of China and the Netherlands, a distinction can be made between Chinese consumer behavior and Dutch consumer behavior in the copyright domain; that it to say, no market for unauthorized copies can survive in the Netherlands. Based on this difference, it would be safe to conclude, that Chinese people’s consumer behavior of copyright goods can change while they are living in the Netherlands.
Moreover, besides being shaped by one’s ideological environment, consumer behaviors can also be influenced by various cultural traditions. As McCarty and Shrum (2001) explained, “individualism, collectivism, and locus of control are three fundamental beliefs that people hold with respect to their interaction with others and the world around them”. Therefore, the influence of the collectivist tradition on consumer behavior will be discussed in the next section.

2.4 The Impact of Cultural Traditions on Copyright Consumption
Recently, cultural traditions have become an increasingly visible social concern in the economic domain. The influence of various cultural traditions on consumer behaviors has begun to attract the attention of researchers in their studies. Dagnoli (1991) points out that “public opinion polls consistently find that a vast majority of people say that their purchases are influenced by environmental concerns”. According to McCarty and Shrum (2001), consumer behavior is constantly interacting with three fundamental beliefs of cultural tradition, which is to say with individualism, collectivism, and the locus of control. McCarty and Shrum explain that individualism and collectivism are always correlated to people’s basic beliefs their relationships with other people, and the “locus of control” is a basic belief about consumers interactions with their environment. Based on these comments, this part will explore how various cultural traditions influence consumer behaviors.

2.4.1 The Impact of the Collectivist Tradition on Copyright Consumption
In the current literature, many economists have already examined and compared consumers’ different purchasing practices in collectivist and individualist societies. Among some of the most prominent studies in this area are Hofstede (1971, 1980), Mooij (2002), and McCarty (2001). Since individualism and collectivism originate from different cultures and traditions, as Triandis (1989) has indicated, “individualism and collectivism have been identified as orientations that can be taken with respect to a person's or group's relationship to others”. Most of the countries in the Far East can be considered collectivist societies including Japan, Korea and China; meanwhile, most countries in Western Europe and North America can be considered individualistic countries. Based on these studies, we can consider collectivism and individualism as a basic identity which can be used to classify our world into two different categories at the macro level. In many cross culture studies of consumer behavior, economists have tried to investigate the different purchasing practices of consumers within collectivist and individualist societies. These research studies have identified some of the different cultural factors and their influences consumer’s actual purchase practices. For instance, Kacen and Lee (2002) have examined the influence of culture on consumer impulsive buying behavior. The purpose of this section will be to focus on some of the different copyright purchase practices that occur in collectivist and individualist countries.     
Kacen and Lee (2002) note that “East Asian collectivist societies are based on Confucianism, which promotes common goals and social harmony over individual interests”. In the collectivist tradition, group interests (or goals) are valued and this encourages individual consumer to suppress their personal hedonic desires. The general publics’ common attitudes have been determined by other-oriented values, and the other-oriented values can be identified as an external factor which can influence the formation of people’s common attitudes at the cultural level. In a collectivist society, other-oriented values will occur and impact on the common attitude formation of individuals through certain social institutions or organizations, such as schools and workplaces. In this way, as Triandis (1995) and Kacen (2002) show, the collectivist culture is able to drive individuals to shift their purchase practices depending on the context or what is “right” for the situation. In other words, the culture of collectivism acts as a sort of collective memory for the society which compels individual consumers to change their behaviors (or attitudes) until these behaviors are harmonized with the common goals of certain groups or societies. 
Meanwhile, according to the investigation conducted by Kacen and Lee (2002), when it comes to the behavior of individual impulsive buying they found that in collectivist societies this will occur less often than in individualist societies. This difference is likely due to the tendency in collectivist cultures for purchasing behaviors to be influenced by group preferences and group harmony. Based on these observations, we should not consider the purchase or usage of unauthorized copies as an example of impulsive buying behavior in China. This means that not only do Chinese share similar attitudes toward purchasing unauthorized copies, but those consumers are also influenced by rational choice which drives them to believe that unauthorized copies create a balance between spending and utility. If we understand the formation of common attitudes to be a consequence of ideological influences, then the consumer’s rational choice of unauthorized copies can be considered to stem from the influence of the culture of collectivism. As already described above, China’s collectivist culture promotes common attitudes and social harmony over the interests of individual consumers and the purchase of unauthorized copies has become part of the collective memory of Chinese society.
In contrast to the culture of collectivism, common goals and social harmony are not the first concern of consumers within societies that value individualism. The culture of individualism in these societies decreases the influence of other-oriented values on individual consumers. As Sinha and Verma (1987) explain individualism promotes “contractual relationships which are based on the principles of exchange. People calculate profit and loss before engaging in a behavior”. Furthermore, in Leung’s and Bond’s (1984) work, they also emphasize that “individualistic people also place greater importance on the relation between their behavior and their own needs and beliefs”. According to these opinions, consumers tend to can give more priority to personal goals over group goals in cultures that value individualism; individual consumers tend to be more concerned with their own interests, cost-benefit analyses and emphasize their own individual initiatives during their decision making process. 
Within an individualist culture, self-reliance and freedom of choice can be considered as basic characteristics of consumption tendency that focuses on individual preferences and ignores group harmony. Yet it must also be acknowledged, although the influence of social norms and duties on consumer behavior takes place in individualism society, other-oriented values cannot always motivate individual consumers to give priority to the goals of the in-group. As Fetscherin’s (2009) survey shows, students in the US and Swiss tend to be more concerned with penalties and moral issues about the use of unauthorized copies. This shows that social norms and duties can influence the behavior of individual consumers whether because of legal or moral concerns. 
An individualist, while conducting his/her cost-benefit analyses, is not only taking his/her direct spending or financial costs into account, but is also taking his/her indirect spending or relevant risks into consideration, such as penalties or moral pressures. For this reason, people in individualist cultures consider the use of unauthorized copies an illegal or unmoral behavior which means that Chinese students who use unauthorized copies face moral pressures in the Netherlands. Since Dutch social norms discourage the use of unauthorized copies with the threat of legal penalties or moral condemnation, this pressure is seen as an extra cost that will be higher than the consumer benefit received from the purchase of unauthorized copies. Therefore, even though individual initiatives may take a dominant position during a consumer’s decision making process in an individualistic culture, social norms and duties still influence consumers’ behavior. In other words, individual consumers still cannot give complete priority to personal interests over social norms and duties. The current cultural policies in the Netherlands do not allow individual Chinese students to share and use unauthorized copies while living in the Netherlands. While differences in social norms expose Chinese students studying in the Netherlands to increased risks, at the same time it increases the possibility that Chinese students will reduce their usage of unauthorized copies.

2.4.2 The Locus of Control 
Besides the influence of individualism and collectivism on consumer behaviors, the “locus of control” acts as another “fundamental belief that people hold with respect to their interaction with others and the world around them” (McCarty and Shrum, 2001). According to McCarty and Shrum individualism and collectivism stress people’s relationship with others, but the “locus of control” focuses on people’s interactions with their environment. Rotter (1966) writes that “the locus of control refers to the extent to which people believe that they have the ability to affect outcomes through their own actions”; with the “locus of control”, other-oriented values can emerge and guide an individual’s belief about interactions between people and the environment. 
Based on this basic definition, several earlier studies have shown that the “locus of control” can be correlated to external influences on consumer behaviors. For instance, Balderjahn (1988) has shown in his study that a friend’s attitudes tend to have a positive influence on an individual’s purchasing behavior of ecological products and Hines and Hungerford (1987) have found that the “locus of control”, under the influence of a common moral compass, is positively related to individual’s responsible social behaviors. Accordingly, this part will discuss the various influences of the “locus of control” on an individual’s copyright purchase practices from a collectivist and individualist perspective.
McCarty and Shrum (2001) have identified two different types of people those who have an external locus of control and those who have an internal locus of control. On the one hand, McCarty and Shrum point out there are “some people who believe that they are relatively powerless and have little influence over outcomes [these people] are said to have an external locus of control”. As we have already shown, other-oriented values tend to act as an external locus of control and effect individual behaviors within collectivist societies. An external locus of control makes it easier for people to be affected by the environment in which they live. Moreover, as Triandis (1995) has shown, individual collectivists tend to see themselves as part of one or more collectives or in-groups, they think they lack of influence over the environment and are often motivated by norms and duties (environmental influence). Based on these characteristics, we can say that most individuals who are from Asian (collectivist) cultures have an external locus of control and they will shift or correct their purchase behaviors depending on various social norms and duties. That is to say, for individual Chinese people (collectivists with an external locus of control), social norms (one’s environment) play an important role in influencing the purchase practices of copyright goods. Therefore, if individual Chinese people are aware that the adoption of unauthorized copies is considered immoral behavior in the Netherlands, then there is a good possibility that there will be a reduction in their piracy behavior according to Dutch norms. Because the Chinese people tend to have an external locus of control, it not only encourages them attach the importance of their behaviors to accepted social norms, but it also brings increased moral pressures on individual piracy users. 
On the other hand, McCarty and Shrum (2001) have also identified people who have an internal locus of control. They write these “people believe that they have substantial influence over their lives and that their actions [can] influence particular outcomes; these people are said to have an internal locus of control”. According to McCarty and Shrum (2001), an internal locus of control makes individuals believe that “their actions with respect to the environment are worthwhile”, because they take on more responsibility for social norms. Moreover, as Hines and Hungerford (1987) found, an internal locus of control can not only have a positive influence on responsible people’s social behaviors due to a common moral compass, but that individuals also tend to have a positive attitude toward the norms of their social environment. As McCarty and Shrum’s investigation (2001) has shown, “people who are more internal will tend to believe that the environment is more important than will those who are less internal (more external)”; it can be seen that, internal individuals will not only be more concerned with moral issues than external people, but they can also play a significant role in influencing external people’s to correct their behaviors according to a common moral compass. For instance, if internal individuals consider the use of unauthorized copies as an immoral issue, then they could take the initiative in correcting this behavior having a positive effect on external people. That is to say an internal individual’s influence is relatively more powerful than external people’s within a specific environment, such as reference groups or residence groups.  
Furthermore, for McCarty and Shrum’s study (2001), the locus of control relates consumers to their environment according to two basic aspects: First, the locus of control relates to an individual’s behavior within an environment; whether the locus of control is external or internal, consumer’s behaviors or attitudes are constantly interacting with social norms or the environment. For instance, an individual’s responsible social behaviors can be influenced by the common moral compass of the society in which they live; this means Chinese students who engage in piracy users have to face strong moral pressures in the Netherlands. 
Second, the locus of control has a long-term impact on individuals. As McCarty and Shrum (2001) observed, the rewards of social responsibility will only gradually be realized in the future, and that people may not see these results in any immediate ways. Accordingly, we can consider that the locus of control will have a long-term influence on an individual’s responsible social behaviors under the social norms. An external locus of control makes individuals correct their behaviors depending on the various social norms or common moral compass in order to align with their environment. While with an internal locus of control, individuals will take more responsibilities for social norms, they will not only shift their own behaviors based on social norms, but they will also influence other external people to correct their behaviors within a specific environment. 

2.5 Summary
To sum up, this chapter has described some of the external factors which influence consumer behavior at the cultural level. Regarding consumer behaviour, Solomon (2006) points out that “products and services that resonate with the priorities of a culture at any given time have a much better chance of being accepted by consumers”. Therefore, a good understanding of consumer behaviors cannot be realized without first understanding the cultural context in which they are made. Culture influences how people view products and how they make sense of their own and other people’s consumer behavior (Solomon, 2006).  Thus, this chapter has examined the influence of both political environment and social traditions on the consumption of copyright goods. 
This chapter specifically examined the political economy approach in China and its impact on the interaction of the supply and the demand of copyright goods with its pricing signals. It also discussed how government or policy-makers only seem to be concerned with the political choice of copyright goods, but that they ignore ownership or authorization of the copyright. 
To provide an interesting contrast to the discussion of China, this chapter then looks at the treatment of copyright goods in the Netherlands. It discusses the different common moral compass and policies of the Netherlands. It also distinguishes between consumer’s attitudes of copyright usage in China from the Netherlands. Consumers in the Netherlands can be said to have a long established collective memory of copyright usage. 
This chapter also looked at the different influences that emerge from collectivist and individualist cultures. In collectivist cultures, other-oriented values are able to drive individuals to shift their purchase practices depending on the context or what is “right” for the situation. While in societies which value individualism, consumers are more often concern with their own interests, cost-benefit analyses and emphasize their own individual initiatives during their decision making process. Despite this tendency, even in individualist societies people cannot give absolute priority to their own personal interests over all other social norms and duties. This chapter has tried to show that Chinese student’s use of unauthorized copies will likely be reduced because of the different cultural environments they are now living in while studying in the Netherlands.
Therefore, as the theoretical framework showing the flow of influence demonstrates, the impact of social life on consumer behavior exists in the cultural domain. However, in addition to one’s cultural environment, another secondary external factor can be seen to play a significant role in influencing consumer behaviors. This secondary external factor is related to the influence on individual consumers from reference groups and residence groups (families or roommates). The following chapter will look at the influence of these various groups. It will examine how information can influence consumer’s evaluation of alternatives (authorized and unauthorized copies) and their purchasing decisions. 






















Chapter 3: The Impact of Reference Groups on Consumer Behaviors

3.1 Introduction 
As the previous chapter emphasized, cultures can have a significant impact on an individual’s purchasing behaviors or their formation of preferences. In different environments, consumer’s are affect by various influences including their reference groups and residence groups; that is to say, an individual’s preferences and purchasing decisions will also be affected  by other people who they are exposed to in their every day social life, as well as be influenced by their cultural environment. For this reason, this chapter will focus on presenting some specific influences of reference and residence groups on an individual’s decision making and their purchase behaviors respectively.
Several specific questions will be addressed extensively in this chapter.
A: How do reference or residence groups influence an individual’s purchasing behavior? Why is the influence of residence groups more effective than reference groups?
B: How are individual consumers influenced to make a final purchase decision by an in-group?
C: How is an individual’s decision making process constantly interacting with their purchase behaviors? 

3.2 The Impact of Reference Groups and Residence Groups on Consumer Behavior
Consumers usually obtain relevant information from their reference groups about purchasing objects; as an external influence, information obtained from reference groups acts like a social cue making consumers aware of the existence of available objects for purchase, such as unauthorized copies in our case. As Solomon (2006) points out, “The referent may be a cultural figure and have an impact on many people”. Consumers are exposed to multiple social cues. A consumer’s behavior and preference can be influenced by others people’s opinions, such as friends, team members and roommates, even advertising from the mass media. Since the focus of this study deals with purchase of unauthorized copies as a specific product, this chapter is particularly interested in the discussion about influence of others’ opinions on individual consumers, and it excludes the influence from mass media. As already mentioned in the previous chapter the use of unauthorized copies is considered an immoral and risky behavior in the Netherlands. Moreover, unauthorized copies cannot survive in the Dutch market because of the cultural policies and copyright laws in the Netherlands. 
C. Park’ and V. Lessig (1977) provide a clear definition of a reference group. Park and Lessig define a reference group as “an actual or imaginary individual or group conceived of having significant relevance upon an individual’s evaluations, aspirations, or behavior”.  This definition emphasizes that the reference group might exist in both tangible and intangible forms, such as the difference between a real group and an online virtual group. Based on this definition, this section will separate reference groups into two main categories: social reference groups (such as team members, online virtual groups and so on) and residence groups (roommates). Our discussion will take into account the influences of both groups respectively. In order to help us have a better understanding of these influences of each group, we shall compare the results. While we assume that both groups have significant influences on individual consumers, how strong these influences are will be different as well as their existing forms. 
According to Solomon (2006), reference groups influence individual consumers in primarily three ways: informational influence, utilitarian influence and value-expressive influence. The terms “informational” and “utilitarian”, stress different types of external influences on individual consumers. While the use of the term “value-expressive” has to do with the psychological self of the particular individual or the variation of individual initiatives; that is to say, individual consumers express their personal values to accord with the common value of the in-group by adopting a particular product. Therefore, “value-expressive” influences have to do with internal motivations. This type of influence will not be discussed in this chapter. We are primarily interested in external influences as mentioned previously when we discussed the purpose of our study. Depending on the influence of each term, their main function and difference can be described and compared in following table:

Table 3-2-1: The different influences of reference groups on consumer behaviors
	Situation
	Reflection of individual consumers
	Types of influence

	Group members had introduced unauthorized copies as a substitute for authorized copies to an individual.
	An individual consumer is searching for unauthorized copies when they need copyrights goods.
	Informational influence

	An individual consumer finds his\her roommates have adopted unauthorized copies as a substitute for authorized copies in their daily life. 
	An individual consumer decides to adopt unauthorized copies in his\her daily life.
	Utilitarian influence

	An individual student finds many professors prefer Skype to MSN, although their functions are similar. 
	An individual student will adopt Skype, because this software makes him\her will be more professional.
	Value-expressive influence


       
The Influence Flow
     

Information from reference groups can play a pivotal role in forming individual consumer’s attitudes toward certain products. This is because individual consumers often consider other group member’s behaviors or attitudes as a social cue and they remember this as potential useful information. However, the effectiveness and strength of a reference group’s “informational influence” on individual consumers always depends on the particular individual’s acceptance of the reference groups and how much they value their leadership and opinions. As Solomon (2006) has noted “consumers belong to or admire many different groups and are often influenced in their purchase decisions by a desire to be accepted by others”. In other words, the “Referent power” of information makes individual consumers shift their purchasing decisions in accordance with their reference groups. Gergen (1981) made a similar finding. He found that “if a person admires the qualities of a person or a group, [then] he or she will try to imitate those qualities by copying the referent’s behaviors as a guide to forming consumption preferences”. 
Meanwhile, in addition to the “Referent power” of information, there is also the “Expert power” of reference groups which can motivate individual consumers since their reference group acts a sort of reliable information resource. Individuals often obtain several professional suggestions about the objects they purchase from their reference groups. In contrast to the commercial information provided by the mass media, individuals are more likely to consider their reference group as a more reliable source of information about products. Solomon (2006) found that there tend to be certain reasons why consumers prefer information and advice from their referent group instead of information provided by the mass media. First, individual consumers often believe that the information which comes from their reference groups is unbiased, because this advice has been pre-screened, evaluated and synthesized by other group members. Second, reference groups are not representatives of particular brands or companies pushing particular products. For this reason, individual consumers can obtain general information about the price and the quality of several products from their reference groups. Furthermore, previous purchase experiences can reduce risks or uncertainties for “others who are not courageous” (Solomon, 2006). Finally, reference groups can also help individual consumers reduce their transaction (searching) costs regarding certain information about particular goods. 
According to Jeong and Lee (2008), information from reference groups not only provides individuals more opportunities and resources about the file-sharing of unauthorized copies, but it also reduces the transaction (searching) costs of finding certain copies. However, exchange of information often depends on one’s physical distance. If the distances are large, then there are fewer opportunities for interaction between the group members. On the one hand, this means that social reference groups cannot always have an effective influence on individual consumers. While, on the other hand, physical proximity makes residents more likely to adopt suggestions from their residence groups (Solomon, 2006). Based on these reasons, we can consider that residence groups can have both an “Informational influence” and an “Utilitarian influence” on individual consumers, and that the “Utilitarian influence” of residence groups will be more effective than the “Informational influence” of social reference groups. 
The influence of residence groups on individual consumers tends to be more significant than reference groups, because residence groups not only provide an “Informational influence” on individuals, but they also have a “Utilitarian influence” on individuals. Within a residence group, the “Utilitarian influence” occurs when “the individual’s decision to purchase a particular brand is influenced by the preferences of family members” (Solomon, 2006). Moreover, Bearden and Etzel (1982) have found that a residence group’s “Utilitarian influence” plays an important role on consumer behavior since “an individual acts according to the desires of others that are important to him in order to obtain a reward or to avoid some punishment”. 
Individual consumers under “Utilitarian influence” are more likely to identify themselves as members of their residence groups. Based on such self-identification, consumer purchasing decisions or priorities tend to be determined by preferences of their residence group. However, the impact of the influence of the residence group on the consumer has a lot to do with physical proximity. Residence groups can provide individuals with useful about their own particular purchase experience or evaluation of products. They can provide details about price information, as well as avoid consumer’s awareness limitations about the quality information of products. As Nelson (1970) observed, consumers tend to primarily be concerned with quality and price, but ascertaining the quality products is often more difficult to do. Based on specific information, consumers tend to rely more on their residence group to offer effective recommendations of their experiences or evaluations rather than their reference groups. 
In other words, if an individual Chinese student finds his\her Chinese roommates have adopted unauthorized copies as a substitute for authorized copies in their residence place, then this student is more likely to adopt the preference of the residence group due to their “Utilitarian influence” and will lead them to accept the use of unauthorized copies. As part of the group, this student will be more likely to adopt unauthorized copies in accordance with the group behavior. As an early study indicated, individual consumers are more likely to be influence by their closest acquaintances and adopt recommendations from next door (Festinger, Schachter and Back, 1950). This is because individuals tend to consider the recommendations of residence groups to be more reliable than other social groups due to their physical proximity. Within a residence place, individual consumers can obtain complete information about the utility of unauthorized copies, or even directly copy certain products from other members. Therefore, a consumer’s expose to such behaviors can have significant influence on individual’s purchasing preferences or specific habits of use. 
The main difference between reference groups and residence groups is that, reference groups tend only to supply general information, but residence groups tend to offer more specific details about particular unauthorized copies. This means that the average consumer is knowledgeable about the availability of unauthorized copies, and prior to making their decision the consumer can obtain more information about the quality and price of the unauthorized copies. Residence group’s “Informational influence” and “Utilitarian influence” encourages individual consumers to recognize unauthorized copies not only as substitutes for authorized copies, but also influences individuals to take the adoption of unauthorized copies into their cost-benefit analyses. That is to say, depending on further information from reference and residence groups, individual consumers will focus their attention on evaluating the utility of unauthorized copies both with regard to price and in terms of quality. 
Moreover, as Solomon (2006) points out, although individual consumers are more concern with their own interests and stress their own individual initiatives within an individualistic society, the opinions of an individual’s reference and residence groups still can have an impact an on their decision making process. Especially with “word-of-mouth communication” (WOM), individual consumers are more likely to be easily influenced by their reference or residence groups during their decision making process.
According to Solomon’s (2006) explanation, WOM “refers to oral communication and the passing of information from person to person”. During an individual’s decision making process, the influence of WOM on the individual will be more predominant than other formal introductions. As Myers and Robertson explained in their study (1972), individual consumers are much more likely to adopt certain products depending on the positive information received via WOM from their reference groups.  
Moreover, within a residence group, an individual’s preference for certain products can be motivated by “Product-related conversations” between different members. However, while the efficiency of WOM “is often helpful for making consumers be aware of products, it can also hurt companies when a damaging product rumor or negative word-of-mouth occurs” (Solomon, 2006). That is to say, under the influence of WOM, an individual consumer’s attitude concerning the adoption of unauthorized copies will tend to be determined by the preference of their reference or residence groups. These preferences not only motivate individual consumers to be aware of unauthorized copies as a substitute for authorized copies, but they can also encourage individuals to develop negative attitudes concerning the adoption of unauthorized copies. Individual consumers always tend to consider information they have obtained via WOM to be more reliable and trustworthy than information they received from other formal channels because the dissemination path of WOM depends on direct talks within an in-group and those in an in-group “tend to be socially active and highly interconnected in their community” (Solomon, 2006).
Accordingly, as this part discussed, the reference group and residence group are two significant external factors which determine the purchasing preferences of individuals. Individual consumers can obtain information about unauthorized copies from the experience of others. Individual consumers can consider these groups as resources of information for the adoption of unauthorized copies. As Jeong and Lee (2008) have pointed out, due to the Informational influence of others, individuals are often able to obtain information about the file-sharing of unauthorized copies and can reduce their transaction (searching) costs for finding certain copies. While the Utilitarian influence of others can lead individual consumers to shift their purchasing preferences depending on their connectedness with the in-group (Kacen, 2002). Meanwhile, based on the information supplied by these groups, individuals are more likely to regard unauthorized copies as potential purchasing options and take these options into their consideration in their decision making process. Therefore, since a consumer’s decision making plays as a significant role in the study of consumer behavior, a clear understanding of the process of consumer decision making will be explored in the next part. 

3.3 Consumer’s Decision Making Process
In addition to general information, individual consumers are also interested in specific information about the adoption of unauthorized copies and consider it a sort of recommendation from other group members. Individual consumers can then conduct their  own decision making process with the information that is provided; that is to say, as an information seeker, individuals will search for different information about the price and quality of copyright goods from their social association or group. 
During a consumer’s decision making process, the in-groups Informational influence will be exerted and will provide relevant information to the consumer about their purchase objectives, such as their resource availability, price, and quality and so on. Meanwhile, individuals will take this various information about unauthorized copies into consideration. According to Solomon (2006), the recognition occurs in the awareness set, which stresses utility evaluation about unauthorized copies in terms of price and quality. 
In the awareness set, individual consumers will consider both unauthorized copies and authorized copies as potential purchasing objects. Depending upon the additional information they receive from their reference group or their residence group, a consumer’s attention will be focused on obtaining a utility evaluation of particular objects which may potentially be purchased. These particular objects represent different options according to the recommendations of each group. With the utility evaluation, individual consumers will be able to make a purchasing decision or be able to choose between different potential purchasing options, such as unauthorized copies and authorized copies. This stage is significant for the entire decision making process of consumers, since it determines whether individuals distribute these potential options into an Evoked set, an Inert set and an Inept set. 
According to Solomon (2006), we can consider consumer’s decision making as a unique and systemic process; within this process, the main function of each set and its correlating behavior can be diagramed in the following table:
Table 3-3-1: The process of individual’s decision making:
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As we already discussed, individual consumers consider their reference or residence groups as reliable sources of specific information about the potential purchase of objects.  Based on the information they obtain, individual consumers will take all the potential options into their Awareness set. Meanwhile, as the table has shown, individuals will distribute these potential options into different areas, say as the Evoked set, the Inert set and the Inept set. 
The Evoked set encourages individual consumers to make a final decision on particular goods according to the recommendations of their groups. In other words, based on separate cost-benefit analyses, consumers usually focus their attention on a cost-benefit analysis of each potential purchasing object. These analyses, both with regard to price evaluation and quality recognition, will play a role in a consumer’s consideration. Individual consumers will attempt to maximize their utility or minimize their costs for consumption. As rational choice theory indicates, a participant’s consumer surplus can be determined both in terms of costs and benefits. With this stage, it means consumers have already made a final decision and tried the new product on a small scale, and the actual purchasing practice of particular goods will be achieved. In this case, consumers have found a suitable purchasing object from the various options available. This object, as an optimal option, means that consumers are satisfied with its utility and that consumers believe they can obtain more consumer surplus from its consumption. After their purchase, consumers as decision makers will remember this practice experience and add this experience to their Awareness set until their next decision. We will discuss the question of repeat purchasing in more detail in the section on “Post-purchase Behavior”.    
Meanwhile, from a consumer’s reference or residence groups, individuals might obtain several recommendations about potential purchasing options. In addition to the final purchasing object that is chosen, consumers will also store other suitable options as backups in their Inert set. Depending on further information about these backup options, their utility will be reevaluated by consumers. Upon consumer’s reevaluation, some of the backup options become available to be redistributed into the Evoked set or the Inept set. That is to say, if individual consumers seem to consider unauthorized copies to be a substitute for authorized copies, then they will compare the utility of unauthorized copies with authorized copies in their Inert set. When making a comparison, consumers will take price and quality issues into consideration and their final decision of whether to purchase unauthorized or authorized copies will be determined by this comparison.
In addition, during the decision making process, various potential options can present consumers the choice between suitable or unsuitable options. With their cost-benefit analyses, consumers not only distribute certain suitable options into their Evoked set or their Inert set, but they can also exclude unsuitable options from their Inept set. As we have already shown, consumers in their cost-benefit analyses will take both financial costs and social norms into account. Since the use of unauthorized copies is considered risk-taking or an immoral behavior in Europe, consumers are influenced in their purchasing decisions by the threat of penalties or public condemnation and moral pressures. Since this is the case with regard to the use of unauthorized copies in the Netherlands, we can assume there is a good probability that Dutch social norms can motivate consumers to shift their purchasing preferences from unauthorized copies to authorized copies and reject unauthorized copies placing it as an unsuitable option into the Inept set, even though the lower cost of unauthorized copies remains a financial incentive. 
When consumers are making a decision about certain goods, they will form a specific attitude with regard to particular goods depending on their satisfaction about the utility of their consumption. In these circumstances, we can see that the consumer’s decision making process and their purchasing behaviors are constantly interacting with each other. In the next section, the general process of consumer behavior will be introduced. This short introduction will not only figure out a clear framework about consumer behavior, but it will also try to establish a connection between consumer decision making and their purchase behaviors as well. 

3.4 Consumer’s Behavior Process
According to Solomon (2006), the study of consumer behavior is based on consumer buying behavior. Consumer buying behavior can be considered a systemic process. In general, a consumer’s complete behavior is made up of six main stages. The six stages are identified as Need Recognition, Information Search, Pre-purchase Evaluation of Alternatives, Purchase Decision, Consumption and Post-purchase Behavior. However, in study of consumer behavior regarding copyright goods, we can exclude the term “Consumption” in this case. As mentioned previously, as a specific product, copyright goods might be copied or adopted without authorization by any individual consumers. This distinguishes copyright products from other general goods. The value of copyright products cannot be consumed or reduced by single consumption, as well as other public goods or experience goods. In addition, although some individual behaviors may skip over or reverse some of the stages in their actual purchasing practices, this framework is still significant for our study since it can help us have a better understanding about why consumer’s made specific decisions regarding certain products. 
Generally speaking, consumer purchasing behaviors will start with “Need Recognition”. For Solomon (2006) the term “Need Recognition” stresses the difference between a person's desired state (buyer’s purchase goals or objectives) and actual situations. During this stage, the “desired state” transforms individuals into “aroused” consumers who are recognizing their needs or demands depending on the stimulus of marketing (actual situation). That is to say, if an individual considers copyright goods as their demand and takes these objects into their Awareness set, then they can be defined as an “aroused” consumer. Meanwhile, based on external stimulus (the actual situation), the consumer’s final decision will be determined by the preferences of their reference or their residence groups. However, in contrast to general products, the consumer’s demand for copyright goods involves a broad concept. As Towse (2000, 2008) has indicated, copyright is concerned with the protection of the diversity of expression of creative works in certain fixed forms, and this protection covers three dimensions including scope, duration and implementation. Accordingly, depending on the different forms of copyright goods, we can consider a consumer’s “Need Recognition” as a heterogeneous demand in the copyright domain. 
Individual consumers will attempt with their “Need Recognition” to collect or search for relevant information about purchasing objects during their “Information Search” process. In this stage, consumers can obtain information in two main ways: as an “Internal search” and as an “External search”. For Solomon (2006) the term “Internal search” refers to a sort of memory scan. It is a process where the consumer is “scanning one’s memory to recall previous experiences with products or brands”. While the term “External search” refers to the process of “collecting information from peers, family and the marketplace”. In other words, an “Internal search” can motivate consumers to make a specific decision according to their or other’s previous experiences. Meanwhile, the main sources of information for a consumer’s “External search” are their reference and residence groups. In this case, consumer decisions and preferences are influenced by their external contacts as we have already discussed in the previous section. However, as Solomon (2006) pointed out, depending on the efficiency of other’s recommendations, a successful or effective information supply can lead consumers to skip the “Evaluation of Alternatives” stage and directly distribute a particular option into their evoked set. 
After their “Information Search”, consumers take various purchasing option into consideration in their Awareness set. During the “Evaluation of Alternatives” stage, consumers will “evaluate alternatives in terms of the functional and psychological benefits”. According to Solomon (2006) an “individual’s evaluative criteria represents both the objective attributes of products and the subjective factors”. This stage is a significant part of a consumer’s decision making process. It exists throughout the entire process of consumer behavior and determines whether consumers distribute their potential options into an Evoked set, an Inert set and an Inept set. That is to say, when an “Evaluation of Alternatives” occurs, consumers will take both price evaluation and quality recognition in to account in their cost-benefit analyses. Depending on the various conditions, both price evaluation and quality recognition can separately have a dominant place in a consumer’s Evoked set. With regard to our research topic, quality recognition can motivate consumers to be more willing to pay a higher price for certain authorized copies, since consumers may decide they can obtain more utility in functional and psychological terms from their consumption. On the other hand, if consumers focus their attention on price evaluation, then the competitive price of unauthorized copies makes consumers anticipate what consumer surplus they can expect from their financial incentive. 
Meanwhile, as the second chapter mentioned, consumers not only take direct spending (price) and indirect cost (transaction costs) into their cost-benefit analyses, but they are also concerned with other relevant influences (Solomon, 2006). Besides price evaluation and quality recognition, if consumers take other external factors into consideration in their analyses, then their purchasing decisions will change depending on these various influences., Since the use of unauthorized copies is considered a risky and immoral behavior in the Netherlands, consumers who engage in such behavior face moral pressures from Dutch social norms or are under the threat of penalty by Dutch law. Therefore, it is expected that while Chinese students may have previously purchased unauthorized copies, since living in the Netherlands their purchasing behavior is more than likely to change. As Fetscherin (2009) showed in his study, in both the US and Switzerland respectively, students were concerned with the moral issues surrounding the use of unauthorized copies, as well as the penalties associated with this behavior. Accordingly, with the cost-benefit analyses, consumer’s decision making can be determined in the stage of the “Evaluation of Alternatives”.
Following the “Evaluation of Alternatives”, consumers will take a particular option into their Evoked set. This means that once an evaluation has been done, the individual consumer is ready to make a “Purchase Decision”. According to Solomon (2006), the term “Purchase Decision” refers to the stage in which individuals will try a new product on a small scale depending on their final decision. As it was already mentioned when the “Evoked set” was discussed earlier, in this stage is when the complete purchasing practice of particular goods will be achieved.
After purchasing a product, “consumers will compare the utility of product with their expectations and will be either satisfied or dissatisfied”. Solomon (2006) notes that the reevaluation of the utility of the object purchased will occur in the last stage or the “Post-purchase Behavior” stage. If consumers are satisfied with the utility of the particular goods they purchased, then they will engage in what Solomon calls “Post-purchase Behavior”. This means that because they were satisfied they will be more likely to make regular use of the product and repeat their purchase behavior in the future. After reevaluation, consumers will store this practice experience in their Awareness set until they have to make their next purchasing decision; that is to say, consumers will form some specific attitudes of particular goods and repeat their purchasing behaviors according to previous purchasing experiences. As previous part mentioned earlier, the stage “Information Search” also refers to an “Internal search” or a type of memory scan. If consumers positively evaluate their satisfaction of the utility of a product, then their previous purchasing experience may motivate them to skip the stage of the “Evaluation of Alternatives” and directly take a particular option into their evoked set. Based on this reason, we can consider consumer’s “repeat-purchase behavior” and their preferences will be affected by the stage of “Post-purchase Behavior”. 
This discussion of consumer behavior has outlined the basic behavior consumer’s engage in when they make a purchasing decision. A better understanding of the basic framework of consumer’s behavior not only helps us grasp the main functions of each stage respectively, but it also establishes a connection between consumer’s decision making and their purchase behaviors. As a systemic process, consumer’s behavior is constantly interacting at each stage with consumer’s decision making process. When individual consumers take various potential options into their Awareness set, their actual purchasing practices can be determined by price evaluation and quality recognition in the Evoked set. The most optimal option is when consumers are satisfied with the utility of a product and this motivates them to repeat their purchasing behavior according to their previous purchasing experiences. As Solomon (2006) wrote “the purchase decision process is the stages a buyer passes through in making choices about which products and services to buy”.
3.5 Summary 

In this chapter, we have attempted to explore the influence of reference and residence groups on an individual’s adoption of unauthorized copies in the Netherlands. Reference and residence groups can serve as two main sources of information regarding the use of unauthorized copies when a consumer engages in “Need Recognition” and an “External search”. This outside influence will have an impact on a consumer’s preferences and decision making. Meanwhile, depending on physical distance, residence groups can have both an “Informational influence” and an “Utilitarian influence” on individual consumers. Under the influence of WOM, individual consumer attitudes toward the adoption of unauthorized copies can be influenced by the preferences of their reference or residence groups. That is to say, these significant influences can make individuals aware of unauthorized copies as substitutes of authorized copies, and that individuals may then look at unauthorized copies as potential purchasing options and take these options into their consideration. 
During the decision making process, individual consumers will consider multiple recommendations as potential options and take all options into their Awareness set. At the same time, depending on the additional supply of information about price evaluation and quality recognition, individuals will distribute these potential options into different areas, i.e. the Evoked set, the Inert set and the Inept set respectively. The Evoked set motivates participants to make a final decision on particular goods, the Inert set stores other potential options as backup, and unsuitable options are excluded in the Inept set.
The process of consumer’s decision making is constantly interacting with the entire process of consumer behavior, say as Need Recognition, Information Search, Pre-purchase Evaluation of Alternatives, Purchase Decision and Post-purchase Behavior. In short, “Need Recognition” emphasizes the “desired state” of consumers; the “Internal search” and “External search” are two main resources of the “Information Search”; the “Evaluation of Alternatives” makes consumers take both price evaluation and quality recognition into account in their cost-benefit analyses; individuals engage in a “Purchase Decision” trying new products on a small scale depending on the optimal option in the Evoked set and finally, satisfied consumers will repeat their purchase behavior and their preferences may change during the “Post-purchase Behavior” stage. 
Based on this general framework of consumer behavior, we have shown how consumers arrive at their decisions to purchase certain goods and how their decision making is connected to their purchasing behaviors. This framework of consumer behavior, understood as a systemic process, is important for our study since an examination of this logical process will ensure that the results of our empirical study about consumer behavior are more likely to be reliable.  


Chapter 4: The Method of Research

In this chapter, we will outline the basic method of this empirical study. The first section provides a general introduction. This section discusses the primary purpose of this research and several research questions are posed. In order to achieve the study’s objectives, the second section will introduce our research questionnaire design and data collection method. In the third section, we will identify our main independent variables and dependent variables. In addition to the discussion of independent variables and dependent variables, the fourth part will look at other relevant factors that can affect our dependent variables, say as control variables of this research. Finally, the framework of the research project and its method of data analysis will be presented in the last part. 

4.1 Introduction: Research Aims
As already discussed in Chapter 2, several economic implications lead us to pay attention to the transaction of copyright goods in the marketplace. Moreover, we found the consumption of copyright goods correlates with current consumer behavior studies. As the previous chapters mentioned, a consumer’s behavior is constantly interacting with their cultural environment and an individual consumer’s social life, respectively. As Solomon (2006) has pointed out “a consumer’s culture determines the overall priorities he or she attaches to different activities and products”. An individual’s purchasing behavior will be affected by their different cultural environments, as well as by their reference groups and their residence groups. 
Recently, several authors have published significant contributions to the cross-cultural study of consumer behavior in the copyright domain. In his work, Fetscherin (2009) looked at the differences among students in the US and Switzerland respectively concerning their attitudes toward the penalties and moral concerns regarding the use of unauthorized copies. While in their studies Hennig-Thurau (2007) and Handke (2011) have shown that individual consumers are willing depending on their quality recognition to pay higher prices for authorized movie copies. Based on the results of these studies, we can assume that if individual consumers move from high piracy rate countries to low piracy rate countries, then a consumer’s attitude toward the adoption of unauthorized copies will significantly change depending on the length of their stay in the latter country. Therefore, the question is whether, under specific social norms, consumers can shift their purchase behaviors and preferences in the copyright domain? 
In order to answer this question, a quantitative method will be used in this research to test our research questions. As Solomon (2006) emphasized “Demographics are statistics that measure observable aspects of a population” which “allows us to describe who buys, but psychographics helps us understand why they buy”. This quantitative study is based on data gathered from various Chinese students studying in the Netherlands. The participants include Bachelors or Masters students in Dutch HBO schools or universities and several AIO and CSC PhD students in Dutch universities. In order to confirm the aim of this research project, this quantitative study will apply SPSS to test our hypotheses. The main research questions of this project are the following:
Main research question: Does the attitude of Chinese students towards the purchase and use of unauthorized copies change depending on the length of their stay in the Netherlands?
Research question One: Do Chinese students purchase and use unauthorized copies in the Netherlands?
Sub-question 1: Which kinds of unauthorized copies have been most frequently used by Chinese students in the Netherlands?

Research question Two: Is the Chinese students’ use of unauthorized copies affected by the opinions of others?
Sub-question 2: How do reference groups influence individual Chinese students’ use of unauthorized copies in the Netherlands?
Sub-question 3: How do residence groups influence individual Chinese students’ use of unauthorized copies in the Netherlands?

Research question Three: What are the attractive characteristics of unauthorized copies?

Research question Four: Does the attitude of Chinese students toward the use of unauthorized copies change depending on the length of their stay in the Netherlands?
Sub-question 4: What is the correlation between the influence of social environment and the decline in the adoption of unauthorized copies?
In order to answer these questions, a questionnaire has been design for our research study to assist the collection of data.  

4.2 Questionnaire Design and Data Collection
As previously mentioned, this research study will apply a quantitative method to survey our research question. The questionnaire is designed according to the Likert-scale. The Likert-scale allows participants to specify their degree of agreement on a symmetric agree-disagree scale for a series of statements (Bryman 2008). Based on the Likert-type questionnaire, participant’s agreement or disagreement with the adoption of unauthorized copies can be captured in our survey. In addition, the survey has classified various questions into three main categories. These three categories include: (1) residence status of participants; (2) participant’s adoption of copyright products in the Netherlands; and (3) the participant’s personal information. After completing all the preparation work, the questionnaire was design using the online survey system: http://www.esurveyspro.com/. 
The first part of the questionnaire includes several questions regarding residence status, such as: (1) the length of a participant’s stay in the Netherlands; (2) the number of Chinese roommates the participant has; (3) the use of unauthorized copies in the participant’s place of residence; (4) the use of unauthorized copies by the participant’s reference groups.
In the second part of the questionnaire, participants will specify their agreement with the use of copyright products in the Netherlands, such as: (1) the adoption of authorized copies in the Netherlands; (2) the adoption of unauthorized copies in the Netherlands; (3) a Matrix Single Choice about various forms of copyright products (software, games, movies, music and other forms); (4) a Matrix Single Choice about various motivations of unauthorized copies consumption or adoption (cheaper price, better quality, more functions, support and customer service and easy to get). 
In the last part of the questionnaire, participants will present their personal information, including their (1) gender; (2) age; (3) city of residence in the Netherlands; (4) average monthly income during the last six months (it includes all types of revenues such as wages, financial support from family, etc.); (5) the name of the participant’s school or university; and (6) the degree objective of the participant.
After the questionnaire design was completed, it was distributed online to order to gather the necessary data for our study. We received 111 responses to our questionnaire online. All 111 responses were collected from the largest Chinese overseas student forum in the Netherlands (www.gogodutch.com). This forum not only provides Chinese students with the opportunity to communicate with one another, but it is also the main resource of information about the file-sharing of unauthorized copies in the Netherlands. This means that our survey will be more reliable. For all 111 responses, 83 participants completed the entire questionnaires. They make up 75% of the total number of responses.  

4.3 Independent Variables and Dependent Variables
As the research questions indicate, this study will focus on investigating the causal associations of various external factors and how they influence individual consumer’s attitudes regarding the adoption of unauthorized copies. That is to say, the three major independent variables are:
(A)      The adoption of unauthorized copies by the participant’s reference groups. The attitudes of participant’s can be captured by the Likert-scale and separated into 5 different categories. Each category will reflect different degrees of the adoption of unauthorized copies in the participant’s reference groups, and they can be recoded and ranked as: (1)	Yes, all: all the participant’s Chinese friends have adopted unauthorized copies in the Netherlands; (2)	Yes, the majority: the majority of the participant’s Chinese friends have adopted unauthorized copies in the Netherlands; (3)	Yes, half: half of their Chinese friends have adopted unauthorized copies; (4)	Yes, a minority: a minority of their Chinese friends have adopted unauthorized copies; and (5)	None: their Chinese friends have never adopted any unauthorized copies. The participant’s response statements are provided a logical order by using this type of response classifications and this will be applied to all tables and figures in this survey as well.
(B)       The adoption of unauthorized copies in the participant’s place of residence. Using the same classification categories as presented in the previous part, the survey has classified, recoded and ranked all responses into 5 categories; each category will reflect different degrees of unauthorized copy adoption in the participant’s place of residence: (1) Yes, all; (2)	Yes, the majority; (3) Yes, half; (4) Yes, a minority; (5) None.
(C)    The length of the participant’s stay in the Netherlands: all participants provided data about when they started living in the Netherlands. The length of time they have lived in the Netherlands can be ranked and defined as a ratio level variable.
Based on these independent variables, our survey will indicate several causal associations about:
(1) The influence of others’ opinions on a participant’s adoption of unauthorized copies; (2) various tendencies and attitudes concerning the participant’s adoption of unauthorized copies in the Netherlands.

In addition to the independent variables, we also take two main dependent variables into our consideration: 
(A)      The participant’s adoption of unauthorized copies in the Netherlands: the Likert-scale has classified all participant’s agreements or disagreements into 5 categories, and they can be recoded and ranked as: (1) Strongly agree, (2) Agree, (3) Undecided, (4) Disagree and (5) strongly disagree.
(B)      The decline in the participant’s adoption of unauthorized copies in the Netherlands. This is also separated into 5 categories according to the agreement of the participants.

Moreover, as Research question Three mentioned, it focuses on surveying the participant’s general motivations about the adoption of unauthorized copies, for example as quality recognition of unauthorized copies. According to the Likert-scale, the various motivations about unauthorized copies consumption or adoption can be captured in a Matrix Single Choice questionnaire. All the options can be defined as Dummy variables which mean that each category is independent the other. We record these Dummy variables as: (1) Cheaper Price: unauthorized copies as cheaper substitutes; (2) Better Quality: quality of unauthorized copies is better than authorized copies; (3) More Functions: unauthorized copies bring more functions; (4) Support and Customer Service: producers or suppliers provide technical supporting or customer service to unauthorized copies; (5) Easy to Get: the transaction (searching) costs of finding certain copies can be reduced. Meanwhile, during the survey, we also classified and rank participant’s agreement to each variable as: (1) Strongly agree; (2) Agree; (3) Undecided; (4) Disagree and (5) Strongly disagree.

4.4 Control Variables
As the first section mentioned above, beside the influence of the independent variables, our dependent variables are also likely to be effected by other relevant factors; that is to say, we cannot ignore the influences from several control variables in this study.
(A)      Gender. As a control variable, we have to take the “gender” of participants into consideration. As Kacen and Lee (2002) and Solomon (2006) have indicated individual consumer’s impulsive buying behavior has been shown to be affected by significant Dummy variables, such as gender. For instance, it is thought that a woman’s decision making will more easily be influenced by other’s opinions than a man would.   
(B)      Age. Different researchers have shown that individual consumer behaviors are constantly interacting with their chronological age and perceived age respectively (Morello, 1997; and Barak and G. Schiffman1981). Moreover, an adult’s purchasing behaviors are more easily affected by other family members than young people (Solomon, 2006).
(C)      City of residence in the Netherlands. Depending on different residence locations, an individual’s income and lifestyle will be influenced by the local economy.
(D)      Average monthly income over the last six months. Solomon (2006) has shown that an individual’s buying behavior can be effected by their discretionary spending or discretionary income.
(E)      Name of participant’s school or university. This seems like an interesting dummy variable; a hypothetical explanation for this variable is that participant’s behaviors might be affected by other schoolmates depending on the total number of Chinese students at the school or university. As Triandis (1995) and Kacen (2002) have pointed out reference groups including social institutions or organizations, such as schools and workplaces, can have an impact on an individual’s attitude or preference formation.
(F)      The degree objective of the participant answering the online survey. Rosario (1986) found that Chinese people’s purchasing behaviors or decisions are strongly correlated to their level of education and occupations. 

4.5 Research Structure
In order to answer the Research questions and variables identified above, our research will start with the general framework of consumer’s behavior. By following a consumer’s systemic decision making process, it will ensure that our survey will be more logical and reliable.
In the first stage, the investigation of Research question One will reflect the participant’s general attitudes of piracy behavior in the Netherlands. Moreover, depending on the “Need Recognition” of participants, the first sub-question can determine the heterogeneous demand of consumers in the copyright domain.
In the second stage of “Information Search”, the Research question Two focuses on surveying the influence of others’ opinions on participant’s adoption of unauthorized copies. With the further investigation, sub-question 2 and 3 will indicate the different influences of reference and residence groups on participants respectively.
The third stage we will look at the “Evaluation of Alternatives” in our survey. Research question Three focuses on the cost-benefit analyses of participants, for example the quality recognition of unauthorized copies. 
Finally, the fourth stage has to do with the survey of “Post-purchase Behavior”. Sub-question 4 will investigate the causal association between the influences of social environment and the participant’s actual purchasing behaviors of unauthorized copies.   Furthermore, an investigation of Research question Four will examine our central research question surrounding the various tendencies and attitudes regarding participant’s adoption of unauthorized copies in the Netherlands.

4.6 Summary
The basic method of our study was introduced in this chapter. In order to survey our primary purpose and the several sub-research questions, a quantitative method can be used. A Likert-type questionnaire survey was designed to order to capture our participant’s agreement or disagreement with the questions posed. In order to gather the necessary data for our survey the questionnaire was posted online at an overseas Chinese student forum in the Netherlands (www.gogodutch.com). The survey received 83 complete responses. With these responses, several major independent variables and dependent variables were identified in the third part. Moreover, the fourth part presented a short introduction about the control variables of this study. After the Research questions and variables were identified, the framework of the research project was outlined in the last part. 
After all the preparation work has been completed, the next chapter will apply SPSS in order to analyze the data and answer the research questions posed above. 


























Chapter 5: Results of Data Analysis

The results of the data analyses will be presented in this chapter. In the first section, the investigation of Research question One will reflect participant’s general attitudes toward piracy behavior in the Netherlands. The second section will focus on surveying the influence of others’ information on an individual’s adoption of unauthorized copies. We will then investigate the main motivations behind the adoption or the consumption of unauthorized copies in the third section. Finally, the last section will look at our central research question surrounding the various tendencies and attitudes regarding participant’s adoption of unauthorized copies in the Netherlands.

5.1 The Investigation of Participant’s General Adoption of Unauthorized Copies in the Netherlands
As the previous paragraph mentioned above, this survey investigates the various tendencies and attitudes regarding the use of unauthorized copies by Chinese students depending on the length of their stay in the Netherlands. This means that the dependent variables can be influenced by external factors, such as cultural and social influences. This is to say that, we are interested in examining how a participant’s piracy behavior will change depending on their new environment and social contacts. Thus, the piracy behaviors of these Chinese students will be our main dependent variable that continues throughout the entire process of our survey.
Based on this reason, the investigation will start with Research question One: Do Chinese students adopt unauthorized copies in the Netherlands? In order to answer this question, our first frequency table presents a general overview about the use of unauthorized copies among Chinese students in the Netherlands. This table helps us have a better understanding of all observations of the variables, and it provides a meaningful general overview about the adoption of unauthorized copies by Chinese students in the Netherlands in our survey.
The following table shows an overall view of Chinese students use of unauthorized copies in the Netherlands:

Table 5-1-1: Participant’s general adoption of unauthorized copies in the Netherlands
	
	
	Frequency
	Percent

	Valid
	
	
	

	
	Strongly Agree
Agree
Undecided
Disagree
	23
36
6
11
	27.7
43.3
7.2
13.3

	
	Strongly Disagree
	7
	8.4

	
	Total
	83
	100.0



The above frequency table shows that 23 participants revealed that they had absolutely used unauthorized copies while living in the Netherlands, and this makes up to 27.7% in total. Meanwhile, 36 participants agreed that they had experience with the use of unauthorized copies while in the Netherlands, this option makes up 43.4% of the total and it frequently showed up in this table. Based on these results, it shows that almost three quarters of the Chinese students (71.1%) reveal that they have adopted unauthorized copies in their daily life.
According to this frequency table, it is necessary to keep in mind that piracy usage seems to be a common behavior among Chinese students in the Netherlands. As we pointed out in the Chapter 2, the collective memory of members of a certain society or group can often show specific consumption preferences. This means that the adoption of unauthorized copies is most often the first option Chinese students think of when making their purchasing decisions. Therefore, because Chinese students share a common collective memory concerning the use of unauthorized copies, this provides a reasonable explanation for this phenomenon. Based on this result, the general overview of our main dependent variable has been clearly described; with this test done, this dependent variable will play a significant role in the following several parts.  
In addition to the general overview of the use unauthorized copies identified above, it is important for us to test which forms of unauthorized copies have been most frequently used by Chinese students. As we already discussed in Chapter 3, “Need Recognition” is first stage of consumer behavior. This stage describes consumers “desired state”. “Desired state” refers to the buyer’s purchase goals or objectives. In other words, this state reflects individual consumers who will recognize what they want prior to purchase. Appropriately, sub-question 1 tries to determine the heterogeneous demands of consumers in the copyright domain. Depending on the heterogeneous demand of consumers, we classified the different kinds of unauthorized copies available into 5 main categories, including software, games, movies, music and other forms (for example, the unauthorized copies of books). The use of these categories not only shows the different types of unauthorized copies used, but a comparison can also be made to see which forms of unauthorized copies have been most frequently used by Chinese students.
Therefore, the next statistic frequency table will provide a general overview of the heterogeneous demand of unauthorized copies. This table provides an answer to Sub-question 1 which asked what kinds of unauthorized copies have been most frequently used by Chinese students in the Netherlands.

Table 5-1-2: Participant’s adoption of various types of unauthorized copies in the Netherlands 
	
	Frequency
	Percent

	Valid
Strongly Agree

	
33 (software)
22 (game)
34 (movie)
38 (music)
19 (others)
	
39.7 
26.5 
40.9 
45.7
22.9 

	Agree
	26 (software)
14 (game)
27 (movie)
24 (music)
16 (others)
	31.3 
16.9
32.5 
28.9 
19.3 

	Undecided
	12 (software)
27 (game)
9 (movie)
12(music)
42 (others)
	14.5 
32.5 
10.9 
14.5 
50.6 

	Disagree
	6 (software)
12 (game)
6 (movie)
5 (music)
2 (others)
	7.2 
14.5 
7.2
6.0 
2.4 

	Strongly Disagree
	6 (software)
8 (game)
7 (movie)
4 (music)
4 (others)
	7.2 
9.6 
8.4
4.8 
4.8 

	Total
	83
	100.0













It is apparent from this table that the majority of participants had experience with the use of unauthorized copies. It is interesting to note from this table that: 
(1)      Almost three quarters of the participants had experience with the use of unauthorized copies of music (74.6%). A hypothetical explanation for this result could be that it depends on consumer’s using habits. Consumers tend to have easier access to unauthorized music copies via unauthorized download or the purchase of unauthorized CDs in China. According to the USTR reportpresented (USTR, 2011), “99% of all music downloads in China are illegal”. 
(2)      Following unauthorized music, the use of unauthorized movies takes second place; 73.4% of the participants had previously watched unauthorized copies of movies.
(3)     While 59 participants had adopted unauthorized software; they make up 71% of all responses.

According to these results, the next table will describe the differences between the mode,  the median, and the mean value of each category. We can show with this table more specific details about the participant’s preferences for each category.

Table 5-1-3: The Mode, Median and Mean values for each category
	
	
	Software
	Game
	movie
	Music
	Other

	N
	Valid
	83
	83
	83
	83
	83

	
	Missing
	0
	0
	0
	0
	0

	Mean
	2.11
	2.64
	2.10
	1.95
	2.47

	Median
	2.00
	3.00
	2.00
	2.00
	3.00

	Mode
Skewed
	1
1.074
	3
.232
	1
1.118
	1
1.127
	3
230



(1)      In the category of software, the statement which occurred mostly frequently is “Strongly agree”. While half of the participants have chosen “Agree”. On average the participants have chosen the “Agree” options, which is larger than the Mode and the Median values. The measure of skewness is 1.074, which means the distribution is skewed to the right. 
(2)      In the category of movies, the statement which occurred mostly frequently is “Strongly agree”. While half of the participants have chosen “Agree”. The Mean value is 2.1 (agree option) and the measure of skewness is 1.118. It is positively skewed.
(3)      In the category of music, the “Strongly agree” is mostly frequently occurring number of statement. While half of the participants have chosen “Agree”. On average, the participants have chosen “Agree” option. It is bigger than the Mode value, but smaller than the Median value. The distribution is skewed to right (1.127).
According to this comparison, we find that most participants who use unauthorized copies use copies of music, movies and software. Another important question, beside what type of unauthorized copies are in demand that was identified above, is how do the participants obtain relevant information about unauthorized copies in the Netherlands? In order to answer the question, the following section will focus on investigating the influence of information from others on an individual’s adoption of unauthorized copies in the Netherlands.

5.2 The Influence of Others’ Opinions on Participant’s Adoption of Unauthorized Copies
As the previous section emphasized, as a common behavior, the majority of Chinese students have adopted unauthorized copies in the Netherlands. In Chapter 2, we discussed how other-oriented values can influence individual’s common attitudes through certain social institutions or organizations, such as schools, workplaces and residence place. Therefore, this part will focus on investigating the influence of information from others on individuals’ adoption of unauthorized copies in the Netherlands. We seek to answer research question Two mentioned above whether Chinese students use of unauthorized copies will be affected by the opinions of others.  
From this survey, the results not only show us the strength of the correlation between the two variables, but further investigation also answers sub-question 2 and 3; that is to say, the different influences of reference and residence groups on participants respectively. The following section will investigate the association between the influence of reference groups and an individual’s adoption of unauthorized copies. 

5.2.1 The impact of reference groups on an individual’s adoption of unauthorized copies
In Chapter 3, the influence of reference groups on individual consumers was discussed. Three forms of reference group influence were separately defined, including Informational influence, Utilitarian influence and Value-expressive influence. In our study, the influence of others’ opinions is a significant factor that cannot be ignored. It was Solomon (2006) who point out that others’ evaluation concerning certain purchase objectives are often a better predictor than a consumer’s own perceptions. Furthermore, Myers and Robertson (1972) found in their study that the influence of “word-of-mouth communication” (WOM) plays a major role in consumer decision making, so much so that individual consumers are much more likely to adopt certain products based on positive reports from their reference groups. 
Like these studies, we will attempt to investigate the influence of reference groups on the use of unauthorized copies by individual students. We define others’ recommendations as an independent variable that determines consumers’ motivations for purchasing and using unauthorized copies in this survey. The next frequency table provides an overview concerning the use of unauthorized copies among the participant’s reference groups in the Netherlands. Unlike the previous section, where the table provided general information from the participants about the use unauthorized copies, which is a main dependent variable in the survey, in this section we are concerned with in-group influence which depends on a participant’s own perceptions. This means that the results can show us a causal association between the influence of reference groups and an individual’s adoption of unauthorized copies.
The following table provides a general overview about the use of unauthorized copies among the participant’s reference groups in the Netherlands.
Table 5-2-1-1: Unauthorized copy adoption by reference groups
	
	
	Frequency
	Percent

	Valid
	 
	
	

	
	Yes, all.
Yes, majority
	15
26
	18.1
31.3

	
	Yes, half.
	11
	13.3

	
	Yes, minority.
None
	18
13
	21.7
15.7

	
	Total
	83
	100.0


It is interesting to note from the table that most of the participant’s Chinese friends have adopted unauthorized copies while living in the Netherlands. 84.3% of the participants in our survey unanimously believe that the adoption of unauthorized copies is a common behavior among their reference groups. Given these circumstances, can we consider the influences of the participant’s reference group as an independent variable which has motivated the participant’s adoption of unauthorized copies in the Netherlands? 
To answer this question, our investigation will focus on the Sub-question 2: How do reference groups influence individual Chinese student’s adoption of unauthorized copies in the Netherlands?
As an integral part of an in-group, each individual participant’s adoption of unauthorized copies could possibly be motivated or influenced by their reference groups. As Kacen (2002) has pointed out, when making a purchase, individual consumers often try to emphasize their connectedness with the in-group. In other words, depending on the influence of their reference groups, these participants will most often give priority to the common behavior of their in-group, such as purchasing and using unauthorized copies in their daily life. According to Solomon (2006), this provides a rational justification which explains this phenomenon: reference groups may play a pivotal role in forming our values toward certain specific purchasing objectives or preference, such as attitudes about unauthorized copies adoption. The influence of reference groups can effect individuals in different ways, including offering Informational influence or Utilitarian influence. In other words, reference groups not only supply specific information about the resource, utility and value of unauthorized copies to individual students, but this information also provides individual students an alternative between authorized and unauthorized copies. When consumers know the purchasing preference of their reference groups, then this can on directs them to give priority to certain unauthorized objectives; on the other hand, the Utilitarian influence lead consumers to be satisfied with their expectations from these unauthorized copies. 
For our study, we define reference group’s adoption of unauthorized copies as an ordinal level independent variable in this step. Our previous table described only the different degrees in the adoption of unauthorized copies. However, these degrees are difficult to quantify for our survey. Based on the same reason, our dependent variable also can be defined as an ordinal level since it reflects the individual’s adoption of unauthorized copies. According to statistical principles, the Gamma value is the final result that not only shows the influence of reference groups on individual’s adoption of unauthorized copies, but also tests the strength of this influence. 
By using the Gamma calculation, a description table can indicate sub-question 2: How do reference groups influence individual Chinese student’s adoption of unauthorized copies in the Netherlands?
Table 5-2-1-2: The influence of reference groups on individual’s adoption of unauthorized copies
		
	Value 
	Asymp. Std. Errora
	Approx. Tb
	Approx. Sig.

	Ordinal by Ordinal Gamma
N of Valid Cases
	.308
83
	.105
	2.903
	.004




	


As shown in the association table, the results for group influence and an individual’s adoption is 0.308. This finding is consistent with the influence of reference groups on participants’ adoption of unauthorized copies. It can be seen that, the reference groups have a moderate positive influence on an individual’s adoption of unauthorized copies in the Netherlands. Meanwhile, we find a probability (p-value) of no relation is 0.004, that is smaller than 0.05. Thus, the null-hypothesis can be rejected in this survey. As the Sig.2-tailed has shown the chance of no relation existing between the two variables is almost 0. In other words, if a reference group has a high frequently in the adoption of unauthorized copies, it can motivate individual Chinese students to give more priority to unauthorized copies. This shows individual Chinese students can form a particular adoption preference about unauthorized copies according to the common behavior of their reference group. 
This result demonstrates that the purchase preference of an individual’s reference group has significant influence on that individual’s purchasing behaviors. Within a reference group, each individual Chinese students can gain and share information about unauthorized copies with other members. As Jeong and Lee (2008) have found information from an individual’s in-group provides not only more opportunities and resources about the file-sharing of unauthorized copies to individuals, but it also reduces the transaction (searching) costs of finding certain copies. 
Meanwhile, as a common behavior of the in-group, information sharing leads individual students to constantly interact with each other. Because of conformity and in-group harmony, this encourages every group member to share information about unauthorized copies with others, and define themselves in relation to the group. In our case, the function of the reference group serves as an information resource to make individual Chinese students evaluate the utility of price and quality of the unauthorized copies. Regarding questions of utility, consumers are motivated by the extra consumer surplus that can be obtained from the purchase of unauthorized copies. As Nelson (1970) noted, if a reference group can supply complete information about the price and the quality of unauthorized copies, then this information will influence group members as a sort of monopoly power. Accordingly, it can be seen that this finding indicates a moderate and positive influence of an individual’s reference groups on their adoption of unauthorized copies.
However, due to physical distance, reference groups cannot always have an effective influence on individual students. It is important to note that reference groups exist in both tangible and intangible forms, such as the difference between a real group and an online virtual group. Therefore, besides reference groups, the influence of residence groups must be examined as another significant factor which can determine the purchasing preferences of individuals. For this survey, residence groups refer to the influence of Chinese roommates on the participant’s adoption of unauthorized copies.

5.2.2 The Impact of Residence Groups on Individual’s Adoption of Unauthorized Copies in the Netherlands
For our study, we define a roommate as a certain person who shares a kitchen with the participants. In contrast to reference groups, residence groups always exist in a tangible form and they are directly relevant to a student’s personal daily life. That is to say, individuals can obtain from their roommates specific information about their use and evaluation of unauthorized copies, and may even directly copy certain goods without authorization. This kind of informational resource not only provides the actual price of unauthorized copies, but it also avoids the limitations of consumer’s awareness about unauthorized copies in terms of quality. As Nelson (1970) has pointed out consumers are primarily interested in the utility of quality and price, but the quality variation of products is more difficult to obtain. Consumers consider the information provided by their residence groups, including their experiences or evaluations, as more reliable recommendations. In our case, this means that consumer’s awareness of unauthorized copies will not be lacking; the consumer’s questions about the quality and the price of unauthorized copies can occur prior to the consumer’s decision making. Based on this reasoning, the following part will present a general overview about the adoption of unauthorized copies by the participant’s residence groups.
In the previous section, we considered the recommendations of roommates as another independent variable which motivates the participants to purchase or adopt unauthorized copies.  In our survey, 65 participants who responded to the questionnaire revealed that they have Chinese roommates in the Netherlands. These participants make up 74.3% of all responses. Accordingly, our target group will focus on these 65 people and survey the use of unauthorized copies by their Chinese roommates. Before our further investigation, a frequency table will provide some basic information about the participant’s Chinese roommates adoption of unauthorized copies in the Netherlands.
Table 5-2-2-1: The unauthorized copies adoption of residence groups
	
	
	Frequency
	Percent

	Valid
	
	
	

	
	Yes, all.
Yes, majority
	17
10
	26.2
15.4

	
	Yes, half.
	8
	12.3

	
	Yes, minority
None.
	12
18
	18.5
27.7

	
	Total
	65
	100.0



As the frequency table shows above, 17 participants acknowledge that all their Chinese roommates have adopted unauthorized copies. This is more than a quarter of all responses (26.2%). Meanwhile, 10 (15.4%) and 8 (12.3%) and 12 (18.5) participants expressed that a majority, half or a minority of their Chinese roommates have adopted unauthorized copies respectively. These participants make up 72.4% of all responses.
In contrast to the reference groups’ adoption of unauthorized copies, the degree of adoption of unauthorized copies according to the participant’s residence place (72.4%) is lower than their reference group (84.3%). This result should be kept in mind; the degree of adoption by their roommates is only higher than their reference groups in the first term. Most of the participants believed their reference groups adopted more unauthorized copies than their residence groups. Under these circumstances, if we define the influence of a participants residence groups as another independent variable, can we consider that this variable will significantly influence a participant’s adoption of unauthorized copies? In order to answer this question, the next part will investigate sub-question 3: How do residence groups influence participant’s adoption of unauthorized copies in the Netherlands?
As the previous section mentioned above, we define the adoption of unauthorized copies by a participant’s residence groups as an independent variable at this stage but the participant’s piracy behavior is still our main dependent variable. Both variables are considered at the ordinal level. However, it is difficult to quantify the degree of the adoption of unauthorized copies for our survey. After all the preparation work has been completed, the following table is used to test Gamma value from a statistical approach. 

Table 5-2-2-2: The influence of residence groups on an individual’s adoption of unauthorized copies
	
	
	Value
	Asymp. Std. Errora
	Approx. Tb
	Approx. Sig.

	Ordinal by Ordinal
	Gamma
	.345
	.117
	2.899
	.004

	N of Valid Cases
	65
	
	
	

	a. Not assuming the null hypothesis.
	
	
	


It can be seen from this association table, that the G value is 0.345. In other words, this means that residence groups have a moderate positive influence on the participant’s adoption of unauthorized copies in the Netherlands. Meanwhile, as the Sig.2-tailed has shown, a probability (p-value) of no relation is 0.004 and it is smaller than 0.05. This means that the chance of there being no relation between the two variables is almost 0. Therefore, the null-hypothesis can be rejected in this association. 
Hence, we can say that if a participant’s Chinese roommates use unauthorized copies more often in places of residence, then this will be more likely to motivate participants to engage in the same behavior like their roommates.
It is interesting to notice from this result that, although most of the participants believed their reference groups adopted more unauthorized copies than their residence groups, the strength of their reference group’s influence (G=0.308) is closer to a weak causality (G=0.25) and it is smaller than the impact of the residence groups (G=0.345) on the individual participant’s adoption of unauthorized copies.
One hypothetical explanation for this interesting result is that participants can obtain more specific information about unauthorized copies from their roommates, such as their own individual experiences and evaluations. The degree of information provided seems to be what distinguishes the influence of the participants’ reference groups from their residence groups. The main difference seems to be that the reference group often only supplies general information, while an individual’s roommates can introduce more detail about certain particular unauthorized copies. Participants might even directly obtain unauthorized copies from their roommates in their residence place. Since reference groups and residence groups supply different types of information, participants are more likely to consider their roommate’s information to be more credible than the information supplied by their reference groups’. As a result, the participant’s gave priority to the recommendations of their roommates. 
Under the influence of their reference groups and their residence groups, individual participants, as decision makers, will look upon unauthorized copies as a potential purchasing option, and will distribute this potential option into either their Evoked set, Inert set or Inept set respectively. As we have discussed earlier, the recognition occurs in the Awareness set, and it stresses the utility evaluation of unauthorized copies in terms of price and quality. In the next section, we will investigate further the participant’s utility recognition of unauthorized copies.

5.3 The Investigation of Participant’s motivations for adopting unauthorized copies
The previous survey emphasized that the influence of others’ opinions is a significant factor in determining a participant’s adoption of unauthorized copies. We found that reference groups and residence groups especially play a significant role because they supply certain information concerning the utility evaluation of unauthorized copies. For this reason, this part will focus on answering research Question Three which asks what are the desirable characteristics of unauthorized copies?
In order to answer this question, the survey considers several reasons or motives for the consumption or adoption of unauthorized copies. The ultimate goal of this investigation is to determine what the characteristics are that unauthorized copies have that attract individual consumers so that they give them priority in their purchasing decisions. 
Several contemporary authors have identified unauthorized copies as inferior substitutes which are cheaper and not better than authorized copies (e.g., Jeong and Lee, 2008; Handke, 2011). Seeking a cheaper substitute appears to be the main motivation behinds consumers attempt to extend their consumer surplus from the lower price of unauthorized copies. However, as was pointed out in our second chapter, if unauthorized copies can survive within a specific ideological environment, the commercial competition will lead producers and suppliers not only to apply price incentives to the market of unauthorized copies, but they will also attempt to improve the utility of unauthorized copies in terms of quality. Unlike authorized copies, the utility of unauthorized copies can be improved both in terms of price and in terms of quality, for instance they can offer a competitive price and unauthorized reproduction. In these circumstances, consumers can extend their consumer surplus to include not only the improvement in quality of unauthorized copies, but the financial incentive of a lower price as well. As was already pointed out, a consumer’s priorities are determined by both their price evaluation and their quality recognition in their cost-benefit analyses. 
Accordingly, this part will classify the utility of unauthorized copies into 5 categories. Each of these categories can be considered as a hypothetical condition of quality improvement that motivates consumers to give priority to the adoption of unauthorized copies.
(1)	Cheaper Price: unauthorized copies are cheaper substitutes for authorized copies; 
(2)	 Better Quality: the quality of unauthorized copies is better than for authorized copies. This can apply, for instance, to online unauthorized High Definition (HD) movies performing and download. 
(3)    More Functions: unauthorized copies bring more functions. For instance, unauthorized software products are often able to merge various programs into one specific CD.
(4)     Support and Customer Service: producers or suppliers provide technical support or customer service to unauthorized copies. For example, suppliers provide update service to users of unauthorized software copies without payment.
(5)       Easy to Get: transaction (searching) costs of finding certain copies can be reduced.
After the necessary preparation work, the following motivation survey will answer Research question Three about what are the most attractive characteristics of unauthorized copies. From this survey, the description tables will show an overall view about consumer’s general motivations for adopting unauthorized copies given various hypothetical conditions with the improvement of their utility.

Table 5-3-1: Participant’s Agreement with the Cheaper Price of Unauthorized Copies
	Cheaper Price
	Frequency
	Percent

	Valid
Strongly Agree
	46
	54.4

	Agree
	32
	38.5

	Undecided
	4
	4.8

	Disagree
	0
	0

	Strongly Disagree
	1
	1.2

	Total
	83
	100



Table 5-3-2: Participant’s Agreement with the Better Quality of Unauthorized Copies 
	Better Quality
	Frequency
	Percent

	Valid
Strongly Agree
	18
	21.7

	Agree
	10
	12

	Undecided
	26
	31.1

	Disagree
	21
	25.3

	Strongly Disagree
	8
	9.6

	Total
	83
	100



Table 5-3-3: Participant’s Agreement with More Functions of Unauthorized Copies
	More Functions
	Frequency
	Percent

	Valid
Strongly Agree
	21
	25.5

	Agree
	23
	27.7

	Undecided
	22
	26.5

	Disagree
	12
	14.5

	Strongly Disagree
	5
	6.0

	Total
	83
	100



Table 5-3-4: Participant’s Agreement with additional Support and Customer Service of Unauthorized Copies
	Supporting and Customer Service
	Frequency
	Percent

	Valid
Strongly Agree
	16
	19.3

	Agree
	9
	10.8

	Undecided
	20
	24.1

	Disagree
	30
	36.1

	Strongly Disagree
	8
	9.6

	Total
	83
	100



Table 5-3-5: Participant’s Agreement that Unauthorized Copies are Easy to Get
	Easy to Get
	Frequency
	Percent

	Valid
Strongly Agree
	29
	34.9

	Agree
	28
	33.7

	Undecided
	15
	18.1

	Disagree
	8
	9.6

	Strongly Disagree
	3
	3.6

	Total
	83
	100



These tables show a wealth of information:  
Firstly, the question of price is the main factor for participants when considering the adoption of unauthorized copies. Of those surveyed, 93.9% of the participants who adopt unauthorized copies are more concerned with the variance of the utility of price than the variance in the utility of quality.  As Cox (2010) has noted, because unauthorized copies have excluded the price protection of the copyright, they can offer a competitive price thereby creating a financial incentive for consumers to use unauthorized copies. 
Meanwhile, 68.6% of the participants also consider transaction (searching) costs as another important factor. That is to say, participants expect they can spend less time and money on finding certain copies. As was mentioned in Chapter 2 and 3, this has to do with availability and depends on homogeneous forms of the supply of unauthorized copies in the Chinese retail and online market. This available supply not only reduces the consumer’s transaction or opportunity costs in searching for certain copies, but it also makes it easier to obtain specific information about unauthorized copies from their reference groups or roommates. According to these results, we can consider issues of price as a primary motivation which determines a participant’s decision making and their adoption of unauthorized copies. 
Secondly, besides the variance in the utility of price, participants are also concerned with the various functions of unauthorized copies. This has more to do with the variance in the utility of quality. Within a competitive environment, producers and suppliers not only apply price incentives to the market in unauthorized copies, but also attempt to improve the utility of the unauthorized copies in terms of quality. For instance, some producers may be able to combine Microsoft Windows and other software into one particular copy without authorization. Based on the theory of consumer rational choice, various functions provide an opportunity for participants to maximize their benefits from adopting unauthorized copies. As the results show, the participants’ expectation of various functions is a second motivation which encourages them to adopted unauthorized copies. 
Finally, as the frequency table shows, it seems that participants have no significant interest in the improvement of quality and service, even though producers have attempted to improve the utility of unauthorized copies in several ways. In contrast to the variance in the utility of price, as Handke (2011) points out, participants consider unauthorized copies as inferior substitutes in terms of quality which cannot be better than authorized copies. Meanwhile, although some suppliers apply several general marketing strategies to promote unauthorized copies in the CD market, these strategies cannot attract the consumer’s attention effectively, such as offering relevant technical support or customer service. In these circumstances, as the result emphasized in the statistical approach, participants are never concerned with the improvement of the quality and service as their main motivation for the adoption of unauthorized copies. 
Furthermore, the next table will describe the differences between the mode, the median and the mean value of the participant’s agreement with each category.
Table 5-3-6: The Mode, the Median and the Mean values for each category.
	
	
	Cheaper
	Better quality
	More functions
	Customer service
	Easier to get

	N
	Valid
	83
	83
	83
	83
	83

	
	Missing
	2
	2
	2
	2
	2

	Mean
	1.53
	2.78
	2.48
	3.06
	2.13

	Median
	1.00
	3.00
	2.00
	3.00
	2.00

	Mode
skewed
	1
1.797
	3
-.151
	2
.369
	4
-.420
	1
.834



It can be seen that, (1) in the category of “Cheaper price” and “Easy to Get”, the choice that occurred mostly frequently is “Strongly agree”. 
(2)     In the category “Better Quality”, the choice “Undecided” is most frequently chosen.
(3)     In the category of “More Functions”, the most frequent choice of participants is “Agree”.
(4)     In the category “Support or Customer Service”, the most frequent choice is “Disagree”, but as the Median value shows, half of the participants have chosen “Undecided”. Thus, the Mean value (3.06) is greater than the Median value and the distribution is a bit negatively skewed (-0.420).

This comparison reveals an interesting result that is different from Nelson’s (1970) findings. One hypothetical explanation for this result is that the latter study is unique because it focuses on consumer’s cost-benefit analyses of information about general products. Nelson (1970) found that consumers were concerned with information about the variance in the utility of quality during their decision making. 
However, as the result of our survey has shown, participants consider information about the price of unauthorized copies as a significant factor that is more important than the variance in the utility of quality. As the comparison has demonstrated, price and transaction (searching) costs of unauthorized copies are the primary reason participants were motivated to purchase or adopt unauthorized copies. Although producers have attempted to improve the utility of these copies and provide more functions depending on their reproduction without authorization, the quality of these unauthorized copies is not the primary concern of participants. Accordingly, as an inferior substitute of authorized copies, the majority of participants consider the cheaper price of unauthorized copies as their primary motivation. Participants expect the financial incentive of the lower price will extend their consumer surplus, but they largely disregard the benefits from the improvement in quality of unauthorized copies.
As discussed above, we can expect the cost-benefit analyses will occur during a consumer’s decision making process. Under the various hypothetical conditions, both price evaluation and quality recognition can separately take a dominant position in the participant’s Evoked set. In other words, for unauthorized copies, the inferior quality makes participants more concerned with the variance in the utility of price. 
However, as was mentioned in Chapter 2, besides the consideration about financial costs, the cost-benefit analyses also takes other relevant influences or indirect costs into account (Solomon, 2006). In our case, when the adoption of unauthorized copies is considered an illegal and immoral behavior, then it means that participants have to face the moral pressures of social norms if they continue to practice this behavior. As Fetscherin (2009) has indicated, penalties or moral pressures can be considered a risk in the adoption of unauthorized copies in Europe. Based on this reasoning, if Chinese students recognize that the adoption of unauthorized copies is a risk-taking behavior in the Netherlands, then it is probable that Dutch social norm can motivate the participants to change their purchasing preferences from unauthorized copies to authorized copies.
The next section will focus on surveying the central research question for this study whether Chinese student’s attitudes concerning the adoption of unauthorized copies will change depending on the length of their stay in the Netherlands.

5.4 The Influences of social environment on Participant’s Adoption of Unauthorized Copies in the Netherlands

5.4.1 The Investigation of the length of participant’s stay in the Netherlands
As previously mentioned above, a consumer’s purchasing decisions and their behavior are able to change within different social environments. In the Netherlands, given its specific social norms, a consumer’s adoption of unauthorized copies is considered a risk-taking behavior. This behavior not only offends the moral standards of the community, but there are also legal penalties which must be taken into consideration.
In addition, consumers engage in “Post-purchase Behavior” which makes them reevaluate the utility of the objects they have purchased and store their purchasing experience in their Awareness set. Over time, consumers will form some specific attitudes toward particular goods and repeat their purchasing behaviors according to their previous positive purchasing experiences.
Accordingly, it is safe to assume that the formation of consumer’s preference is influenced by culture, social norms and utility recognition respectively. In light of these influences, consumers will try new products on a small scale and decide to make regular use of particular goods. Both culture and social norms can be seen as two external factors that can influence consumer attitude formation and consumer behaviors depending on the length of the consumer’s stay within a specific social environment. In our case, it is likely that, when Chinese students get more experience in the Netherlands, their adoption of unauthorized copies will decrease. For this reason, the ultimate goal of this section is to investigate the answer to Research question Four which is: will Chinese student’s attitudes toward the adoption of unauthorized copies change depending on the length of their stay in the Netherlands?
In addition, besides the Research question Four, our discussion of sub-question 4 will also be found in this part. Sub-question 4 asks: how does the social environment influence the decrease in participant’s adoption of unauthorized copies? In order answer this question, we must define the “length of participant’s stay in the Netherlands” as our main independent variable for this part. This can motivate participants to reduce their purchasing or adoption of unauthorized copies. 
Meanwhile, as we already mentioned in the previous chapter, all participants provided information about when they started living mainly in the Netherlands. The length of time can be ranked and defined as a ratio level variable. Before starting our investigation, it is meaningful to have a general overview about the participant’s stay in the Netherlands. Therefore, the following frequency table will provide a general overview about our independent variable. This table not only helps us have a better understanding of all observations of the variables, but it can also check missing values or mistakes. 
Table 5-4-1-1: The length of participant’s stay in the Netherlands
	N
	Valid
	83

	
	Missing
	0

	Mean
	42.40

	Std. Deviation
	28.196

	Percentiles
	25
	15.00

	
	50
	45.00

	
	75
	58.50



As the frequency table shows, the mean value of this variable is 42.4. On average, all the participants have been living around 42.4 months or 3.5 years in the Netherlands. Meanwhile, the responses for this independent variable are quite complete. It includes all the participants, and there is no missing data. This test ensures that our next calculation will be more reliable.
The following section will investigate Research question Four which is whether Chinese student’s attitudes toward the adoption of unauthorized copies will change depending on the length of their stay in the Netherlands. The results of this investigation will show not only the present status regarding the change in the participant’s purchasing behaviors concerning the adoption of unauthorized copies, but it will also examine whether this the tendency to change purchasing behavior can develop in the Netherlands.

5.4.2 The influence of social environment on the participant’s general attitudes of unauthorized copies adoption 
As discussed earlier, the stage of “Post-purchase Behavior” represents a significant process that can influence participants to repeat or change their purchasing behaviors of certain goods according to their cost-benefit analyses. The aim of this section is to examine the general change in attitudes of the participant’s piracy behavior during their stay in the Netherlands.
As indicated in Section 5.1, the adoption of unauthorized copies appears to be a common behavior among Chinese students living in the Netherlands. Three quarters of participants who responded to our survey reported that they had adopted unauthorized copies in the Netherlands. However, within Dutch society, social norms pressure participants to change their purchasing behaviors in actual practice since participants are aware that the use of unauthorized copies is considered an immoral and risky behavior because of the penalties involved. Therefore, it is expected that the Chinese students will respond to the moral pressures and the possibility of penalty in their cost benefit analyses and will change their purchasing behaviors. Accordingly, we can presume that the participant’s general adoption of unauthorized copies will decline while in the Netherlands. As Research question Four asks above, we want to determine to what extent Chinese student’s attitude change toward the adoption of unauthorized copies depending on the length of their stay in the Netherlands.
With this purpose in mind, “the length of participant’s stay in the Netherlands” will still be used as our main independent variable in this survey. Meanwhile, we define “the practices of piracy behavior” as an ordinal level dependent variable; it reflects the general practices of individual’s adoption of unauthorized copies. According to statistical principle, the RHO value is the final result that not only shows the influence of social environment on a participant’s general piracy behavior in the Netherlands, but it also tests the strength of this association. By using the RHO calculation, a description table can be generated. 

Table 5-4-2-1: The influence of the social environment on participant’s general piracy behavior in the Netherlands
	
	
	
	length of participant’s stay in the Netherlands
	Piracy behavior
	Approx. Sig. (2-tailed)

	Spearman's rho
	length of participant’s stay in the Netherlands
	Correlation Coefficient
	1.000
	-.314
	

	
	
	Sig. (2-tailed)
	.
	.224
	.224

	
	
	N
	83
	83
	

	
	Piracy behavior
	Correlation Coefficient
	-.314
	1.000
	

	
	
	Sig. (2-tailed)
	.224
	.
	.224

	
	
	N
	83
	83
	



The above table shows that, the social environment has a moderate negative influence (rho is -0.314) on a participant’s general piracy behavior in the Netherlands. Meanwhile, the Sig.2-tailed indicated that, a probability (p-value) of no relation is 0.22, which is larger than 0.05. This means we cannot reject the null-hypothesis in this association, and there is a 22% probability of no association between two variables. These results demonstrate that the participant’s adoption of unauthorized copies shows a downward tendency depending on the length of the participant’s stay in the Netherlands. As Solomon (2006) pointed out, cultural influence is not static. Cultural influences can be dynamic and evolve over time.

In addition, the investigation of Sub-question 4 will examine the effect of the influence of social environment on the decline of the adoption of unauthorized copies in each category. 
Table 5-4-2-2: The influence of social environment on the decline in the participant’s adoption of unauthorized copies in the Netherlands
	
	
	
	length of participant’s stay in the Netherlands
	Adoption decline 
(1) software
(2) game
(3) movie
(4) music
(5) other forms
	Approx. Sig. (2-tailed)

	Spearman's rho
	length of participant’s stay in the Netherlands
	Correlation Coefficient
	1.000
	.260(1)
-.020(2)
.481(3)
-.280(4)
.076(5)
	
.258(1)
.862(2)
.189(3)
.268(4)
.499(5)


	
	
	Sig. (2-tailed)
	.
	.258(1)
.862(2)
.189(3)
.268(4)
.499(5)

	

	
	
	N
	83
	83



According to this table, we can assume under Dutch social norms that participants will change their practice of purchasing unauthorized copies. In particular, participants have decreased their use of unauthorized software and copies of movie while in the Netherlands. Besides these significant changes, participant’s adoption of certain unauthorized copies still exists in a small scale. For instance, participants continue to use unauthorized music copies in the Netherlands. These findings also show that there has not been any significant influence from the environment on the participant’s adoption of unauthorized game copies and other unauthorized copies in the Netherlands.
To summarize, the participants who responded to our survey are all living in the Netherlands. They are aware that the Dutch believe that the adoption of unauthorized copies is a highly questionable behavior and immoral. As a result, participants take not only the financial costs of copyright consumption into their cost-benefit analyses, but they also must take moral condemnation and the chance of penalty into their consideration. In these circumstances, the participants concern with moral pressures and penalty make them judge the adoption of unauthorized copies to be an unsuitable option and exclude this option from their Inert set or Inept set even through the lower price of unauthorized copies remains a financial incentive. For this reason, we can consider that the participant’s general practice of piracy behavior will show a downward tendency. This is also what our final results have indicated, that the participants in our survey gradually changed their attitudes concerning the adoption of unauthorized copies depending on the length of their stay in the Netherlands.

5.5 Summary
In this chapter, we have attempted to explore how external factors influence participant’s adoption of unauthorized copies in the Netherlands. As our investigation has shown, the adoption of unauthorized copies is a common behavior among Chinese students in the Netherlands. Most of the unauthorized copies used are copies of music, movies and software. 
Moreover, participant’s adoption of unauthorized copies can be influenced by their reference groups and residence groups respectively. Under the influence of these groups, financial incentive can motivate participants’ expectation of extending their consumer surplus from the lower price of unauthorized copies.
However, as further investigation has shown, the participants in our survey made different purchasing decisions in the Netherlands depending on the type of copyright goods. The participant’s practice of piracy behavior generally showed a downward tendency depending on the length of the participant’s stay in the Netherlands. Even though, the participant’s adoption of certain unauthorized copies still exists on a small scale.
These results have shown how external factors have influenced the attitudes of those who participated in our survey regarding the adoption of unauthorized copies in the Netherlands. In the next chapter, a conclusion will combine these results with our previous theoretical findings. This chapter will also discuss some of the limitations of this study and pose questions for further research.

















Chapter 6: Conclusion, Limitations and Further Issues

This thesis focused on examining external influences on individual’s purchasing preferences and behaviors in the copyright domain, and on investigating how consumers shift their actual purchasing practices within a specific social environment. The theoretical framework that we built up in the second and third chapter was based on examining the external influences on consumer behaviors. By examining the general pattern of consumer behavior, a quantitative empirical study has figured out several causal associations between the social environment and the participant’s actual purchasing behaviors of unauthorized copies in the Netherlands. 

6.1 Conclusion of theoretical part
In Chapter 2, it described the influences of external factors on consumer behavior at the cultural level. “Culture as a concept is like a fish immersed in water – we do not always appreciate this power until we encounter a different environment” (Solomon, 2006). In different social contexts, culture and identity can motivate consumers to make some specific decisions depending on their cultural identity, including traditions and laws. Meanwhile, Towse (2000) has demonstrated that the economic implications of copyright show the consumption of copyright goods correlates with consumer behaviors in a cultural market. 
As Handke (2008) and Towse (1997) explain the political economy approach is a monopoly system which reduces the diversity contents or forms of copyright works depending on its alternative attitude of political choice. In these circumstances, consumers will attempt to seek other approaches which can gratify their heterogeneous demands. That is to say, unauthorized copies can survive in the cultural market under a political economy approach. However, in contrast to the political economy approach, consumers in the Netherlands are concern with the authorization of copyrights as a moral or legal issue (Towse, 2008). 
Furthermore, within a collectivist culture, group interests (or goals) are emphasized which makes individual consumers suppress their own personal hedonic desires. In such cultures, other-oriented values encourage individuals to shift their behaviors (or attitudes) to harmonize with the common goals of the in-group. In contrast to collectivism, the individualist tradition stresses individual initiatives. Yet while consumers will be more concerned with their own interests during decision making, as Kacen and Lee (2002) indicated in their investigation, they cannot give priority to their own personal interests over social norms and duties. 
The third chapter examined the influence of both reference groups and residence groups on individual purchasing behaviors, as well as the influence from the cultural environment. The reference groups have an “Informational influence” on individuals while the residence groups have both an “Informational influence” and an “Utilitarian influence” on individuals. Under the “Informational influence”, consumers can obtain information about the file-sharing of unauthorized copies and reduce the transaction costs of finding certain copies; the “Utilitarian influence” motivates individual consumers to shift their purchasing preferences depending on the connectedness with the in-group (Kacen, 2002).
Having been made aware of these influences, individuals recognize that unauthorized copies can serve as a substitute for authorized copies and will take unauthorized copies into their Evoked set, Inert set and Inept set.
Once they evaluate a product and decided to purchase, consumers will try the new product on a small scale. Eventually, they may decide to make regular use of the product depending on their satisfaction about the utility of consumption.

6.2 Conclusion of Empirical Study
In order to answer the several research questions of this project, the study began with an examination of a general framework for consumer behavior. 
According to the statistical results shown, the adoption of unauthorized copies is a common behavior for Chinese students in the Netherlands. Their adoption of unauthorized copies can be influenced by their reference groups and residence groups respectively. Meanwhile, the majority of participants who adopted unauthorized copies considered their cheaper price as their primary motivation. This financial incentive makes participants expect that they will be able to extend their consumer surplus from the lower price. 
Moreover, the investigation into our central research question showed that among the participants who responded to our survey their attitudes and behavior toward the adoption of unauthorized copies had change overtime depending on how long they had lived in the Netherlands. However, it still must be pointed out, that some participants continued to use unauthorized copies on a small scale, especially in terms of “music” products. 

6.3 Limitations of the Empirical Study
As the main research question has shown, this study focused primarily on investigating the external influences of cultural environment and social networks on an individual’s purchasing behavior. However, as second chapter stressed, the influence flow occurs from the macro level (external) to the micro level (internal). These segments have been constantly interacting with each other. That is to say, although an individual’s psychological reflections have been effected by external factors, individual initiatives can also sometimes take a dominant position during consumer’s decision making process, especially in individualist cultures. It cannot be ignored that a significant part of an individual’s decision making is influences by their own personality and mental disposition. This aspect of consumer behavior should be studied as well, but was not examined in this project. 
The second limitation of this study was the sample selection. The research data was gathered from random Chinese students, but it excluded non-students Chinese residents from the samples, especially highly skilled migrants (Kennis Migrant). As was briefly mentioned in Chapter 4, Chinese people’s purchasing behaviors or decisions are strongly correlated to their levels of education and occupations (Rosario, 1986).
Furthermore, consumer’s adoption of unauthorized copies is difficult to be quantified, although participant’s agreement or disagreement can be captured by a Likert-type questionnaire.  

6.4 Further Issues
After identifying the limitations above, future research about consumer behavior can be improved by working through these shortcomings. Moreover, at the end of the investigation several interesting issues have emerged as a result of this research that requires further investigation. These include: 
(1) The influence of an individual’s primary adoption experience on their later preference formation. A specific study focuses on investigating the causal association between an individual’s first adoption experience of un/authorized copies and their preference formation. That as Solomon points out (2006), “experience, which is the result of acquiring stimulation, is one factor that determines how much exposure to a particular stimulus a person accepts. Perceptual filters based on consumers’ past experiences influence what we decide to process”. In other words, if an individual’s first adoption experience is with unauthorized copies, this experience will be a symbolic cue to determine consumer’s later preferences or habit formation. This phenomenon could be investigated further.
(2) Utility recognition and use limitations of authorized copies. A motivation survey focuses on investigating the adoption limitations of authorized copies from the consumer’s quality recognition of authorized copies.
(3) Consumer’s “Post-purchase Behavior” of copyright products. An investigation about how consumers dispose of copyright products after their purchase. Based on this research, we can assume that users of unauthorized copies will be more willing to share their copies with others.
(4) The different influence of various cultures on individual’s purchasing decisions. An experiment could be conducted about consumer reflections or purchasing decisions based on their Informational influences. This investigation could organize and classify independent variables into three various groups which could include Chinese reference groups (same ideological environment and cultural tradition), Taiwanese reference groups (different ideological environment, but same cultural tradition) and European reference groups (different ideological environment and cultural tradition). Further research could be conducted about consumer’s purchasing priorities depending upon the Informational influences of each group. 
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Appendix：
Appendix 1: Questionnaire for Participant
Title: Survey of copyright goods usage in the Netherlands
Part 1. Residence Condition   
	


  
1. Altogether, for how long have you lived in another country than China? 
	Year
	

	Month
	


  
2. When did you start living mainly in the Netherlands?

	Year
	

	Month
	


  
	



3. In your place of residence, how many people share the kitchen with you?

  
	



4. How many of the people that share the kitchen with you are Chinese?

  
	



5. Do your Chinese roommates or neighbors use unauthorized copies? 
	 Yes, all.

	 Yes, majority

	 Yes, half.

	 Yes, minority.

	 None


        
6. Do your Chinese friends use pirated goods? 
	 Yes, all.

	 Yes, majority.

	 Yes, half.

	 Yes, minority.

	 None


         
Part 2. Pirated goods usage in the Netherlands   
	


  
7. How much do you agree with the following statement?
-  I have some experience with using original goods. (original goods: reasonable copy amounts of the work of others with authorization.)

	 Strongly Disagree

	 Disagree

	 Undecided

	 Agree

	 Strongly Agree


         
	



8. -   I also have some experiences about pirated goods. 
	 Strongly Disagree

	 Disagree

	 Undecided

	 Agree

	 Strongly Agree


         
	



9. What extent do you use pirated copies rather than original copies following all types of products?

	 
	Strongly Disagree 
	Disagree 
	Undecided 
	Agree 
	Strongly Agree 

	Software 
	
	
	
	
	

	Game 
	
	
	
	
	

	Movie 
	
	
	
	
	

	Music 
	
	
	
	
	

	Other 
	
	
	
	
	


  
	



10. To what extent do you agree with the following statement?
-   When I choose the pirated goods, I do so because in comparison to originl goods they are …

	 
	Strongly Disagree 
	Disagree 
	Undecided 
	Agree 
	Strongly Agree 

	cheaper 
	
	
	
	
	

	of better quality 
	
	
	
	
	

	equipped with more functions 
	
	
	
	
	

	supported by better customer service 
	
	
	
	
	

	easier to get for reasons other than the price 
	
	
	
	
	


  
	



11. How often do you use pirated software in any month? 
	 daily

	 weekly

	 monthly

	 none


         
	



12. How often do you play pirated game in any month? 
	 daily

	 weekly

	 monthly

	 none


         
	



13. How often do you watch pirated movie in any month? 
	 daily

	 weekly

	 monthly

	 none


         
	



14. How often do you download pirated music in any month? 
	 daily

	 weekly

	 monthly

	 none


         
	



15. To what extent do you agree with the following statements
-The frequency of using pirated goods has declined since I left China.

	 
	Strongly Disagree 
	Disagree 
	Undecided 
	Agree 
	Strongly Agree 

	Software 
	
	
	
	
	

	Game 
	
	
	
	
	

	Movie 
	
	
	
	
	

	Music 
	
	
	
	
	

	Other 
	
	
	
	
	


  
	



16. - I would be willing to pay more for original goods than for pirated goods'

	 
	Strongly Disagree 
	Disagree 
	Undecided 
	Agree 
	Strongly Agree 

	Software 
	
	
	
	
	

	Game 
	
	
	
	
	

	Movie 
	
	
	
	
	

	Music 
	
	
	
	
	

	Other 
	
	
	
	
	


  
	



17. - My roommates prefer piracy to original goods. 
	 
	Strongly Disagree 
	Disagree 
	Undecided 
	Agree 
	Strongly Agree 

	software 
	
	
	
	
	

	game 
	
	
	
	
	

	movie 
	
	
	
	
	

	music 
	
	
	
	
	

	other 
	
	
	
	
	


  
18. - My friends prefer piracy to original goods.

	 
	Strongly Disagree 
	Disagree 
	Undecided 
	Agree 
	Strongly Agree 

	software 
	
	
	
	
	

	game 
	
	
	
	
	

	movie 
	
	
	
	
	

	music 
	
	
	
	
	

	other 
	
	
	
	
	


  
	



19.  - I am influenced by others in my use of pirated goods 
	 
	Strongly Disagree 
	Disagree 
	Undecided 
	Agree 
	Strongly Agree 

	software 
	
	
	
	
	

	game 
	
	
	
	
	

	movie 
	
	
	
	
	

	music 
	
	
	
	
	

	other 
	
	
	
	
	



Part 3. Personal Information   
	


  
20. What is your gender? 

	 Female

	 Male


         
	



	 


  
21. What is the date of your birth?

	Year
	

	Month
	

	Day
	


  
	



	 


  
22. Please enter the city where you live in the Netherlands.

  
	



	 


  
23. How much is your average monthly income over last six months (please include all types of revenues such as wages, financial support from family, etc.)? 
	 0 - 200 euro

	 201-400 euro

	 401-600 euro

	 601-800 euro

	 801-1000 euro

	 1001-120 euro

	 1201-1400 euro

	 1401-1600 euro

	 Over 1601 euro


         
	



	 


  
24. Please enter the name of your school or university.

  
	



	 


  
25. What kind of degree do you study? 
	 Bachelor in university

	 Bachelor in HBO

	 Master in university

	 Master in HBO

	 PhD

	 Other (Please Specify)


         
	



	 


  
26. Comment: 
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