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Abstract 

Purpose: Ensuring long-term revenue by turning free users to premium users and sustaining premium 

users are main challenges for all freemium service providers. This study investigates factors 

contributing to purchase intentions of free and paid consumers in the context related to freemium 

online media content  (OMC) services. 

Originality/Value: The research contributes to existing literature by exploring the applicability of 

theory of planned behavior (TPB) and the technology-acceptance model (TAM) to predict purchase 

intentions towards Freemium OMC and extend the model by introducing five additional latent 

constructs, including, Added Value, Enjoyment, Brand Trust, Social Trust, and Free Mentality. To 

fill the gap in e-commerce research, this study examines purchase intention of ‘free’ and ‘paid’ users 

in the Freemium revenue model by exploring both groups of users in the analysis. 

Design/Methodology/Approach: The online survey was completed by 214 young adult Freemium 

OMC service users in Sweden. Confirmatory Factor Analysis (CFA) and Structural Equation 

Modelling (SEM) were performed to test the model. 

Findings: The results indicate that attitude, subjective norm, and free mentality predict purchase 

intentions. Perceived behavioral control was found to be an insignificant construct. Among free users, 

subjective norm is the only significant driver of purchase intention. Regarding premium users, 

attitudes positively affect purchase intention, while subjective norm and free mentality have a direct 

negative influence. 

Implications: Our work suggests business practitioners focus on managing peer influence to improve 

the conversion rate among free users. Then, putting a primary focus on making the platform easy and 

enjoyable to use will create a positive attitude for premium users and maintain them in paying for the 

service. 

Keywords: Freemium, Purchase Intention, Behavioural Intention, Online Media Content, 

Subscription, Theory of Planned Behaviour, Technology Acceptance Model 

________________________________________________________________

1. Introduction 

The internet is a primary source for creating, 

distributing, and consuming content. In 2018, 

more than half of the Swedish population paid 

either for online movies or music 

(svenskarnaochinternet.se, 2019). The growth 

is not as clear for online news; however, it is 

evident that the digital channel is increasing in 

popularity as compared to physical 

newspapers. 
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One of the success factors for media content 

platforms is their use of the freemium business 

model, which has become the prevalent 

business model in e-commerce (Kumar, 2014). 

Freemium is a business model consisting of 

free and paid property within a single product. 

The free property serves a dual purpose (Pujol, 

2010). First, access to the free offer in the 

freemium service allows the brand to reach 

many consumers and raises brand awareness 

by building a large user base. Companies can 

utilize the free offer as an advertisement for the 

premium offering. Second, the growing 

familiarity with the service increases the 

potential to turn free users into paid users. The 

revenue stemming from the paid property 

compensates for the advertising revenue that 

cannot cover the increasing costs related to the 

creation and distribution of content such as the 

cost for creating high-quality content (Picard, 

2000; Gallaugher, Auger, & Barnir, 2001). 

The freemium revenue model has been applied 

across many industries (e.g., Skype 

(messaging application), Dropbox (storage 

platform), Tinder (dating application), 

LinkedIn (social media platform), Eventbrite 

(event organizer platform). Regarding the 

online media content (OMC) services, there 

are many cases where the Freemium model has 

been adopted (e.g., Spotify, Netflix, Scribd, 

etc.). However, the Freemium model is 

challenging to utilize effectively because the 

users who become used to the free content 

develop a negative attitude towards the paid 

offer (Wagner, Benlian, & Hess, 2013; Laudon 

& Traver, 2016). At the same time, retaining 

the premium users subscribed to the service is 

essential to provide the needed commercial 

revenue. Optimizing both the free and paid 

offers in Freemium is, therefore, a process 

which needs to be balanced and requires an 

understanding of what lies behind consumer’s 

intention to convert/remain to a premium user. 

Purchase intention refers to the likelihood of 

buying products within a period (Brown, Pope, 

& Voges, 2003). Previous literature (e.g., 

Wang, Ye, Zhang & Nguyen, 2005; Taylor & 

Todd, 1995; Dutta, 2012) focusing on 

examining consumption behavior of online 

media has used purchase intention as a primary 

predictor for actual consumer behavior. These 

studies utilized the Theory of Planned 

Behaviour (TPB) model to examine the three 

main predictors for purchase intention, 

namely, attitude, subjective norm, and 

perceived behavior control. Other studies (Lin, 

2007; Kwong & Park, 2008; Lee, 2009) 

utilized a combination of the TPB and the 

Technology-Acceptance Model (TAM) since 

the latter introduced two additional operative 

constructs namely, usefulness and ease of use, 

as the predictors of attitude. Despite the wide 

adoption of the Freemium model, how 

companies generate revenue effectively from 

this business model remains ambiguous 

(Kumar, 2014). Likewise, while previous 

studies (Wang et al., 2005; Taylor & Todd, 

1995; Dutta, 2012, Lin, 2007; Kwong & Park, 

2008; Lee, 2009) focused on examining 

consumption behavior of online media, there is 

still little knowledge about how consumers 

purchase intention varies on whether they are 

free or premium users of freemium OMC 

services. 

The purpose of this study, therefore, is to 

answer the following research question; “What 

are the key determinants for purchase 

intentions of free and paid users?”. 

Specifically, this study focuses on the 

determinants that affect the purchase intention 

of the free and paid users in Sweden of the 

OMC services by utilizing the combination of 

the TPB and the TAM model. 
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This study contributes to the e-commerce 

literature by exploring and explaining the 

significant drivers for free and premium users 

purchase intentions for freemium OMC 

services. Furthermore, this study also 

contributes to the combined TPB and TAM 

model by introducing five latent constructs; 

Added Value, Enjoyment, Brand Trust, Social 

Trust, and Free Mentality. These constructs 

can be the key determinants for driving 

consumers towards positive purchase 

intentions.  

1.1 Background and Definition of 

Freemium 

In the context of e-commerce, the Freemium 

model was initially defined by venture 

capitalist Wilson (2006) as a combination of 

the words Free and Premium. The Freemium 

works by providing the service for free, either 

supported by advertising revenue or not at all, 

accumulating a significant number of 

customers through word-of-mouth and referral 

networks, and providing premium offerings to 

the already established customer base. 

Anderson (2009) posited that the common 

variations of the freemium model are based on 

feature-limited or time-limited properties. In 

the same light, Pujol (2010) identified distinct 

types of freemium. The first type concerns the 

quantity differentiation, which refers to the 

free offer using samples that represent the 

commercial version, in other words, the 

premium offering. These samples can be 

limited either in terms of volume or in terms of 

time. In the context of web services, trial 

versions with a limited period of use are often 

given as a form of sampling. The second type 

is the feature differentiation, which 

distinguishes the free and premium offerings 

by making the free offer accessible, but limited 

in functionality, and including the advanced 

features in the premium offer. 

Li, Nan, and Li (2018) argueed that one 

platform can generate revenue effectively by 

applying two types of strategy: Advertising 

strategy (AS) and Freemium Strategy (FS). The 

former is implemented by providing services at 

zero price to consumers while generating the 

revenue from the advertisers. The latter 

focuses on providing a basic free service to 

consumers who prefer to not pay for premium 

and makes the actual monetary value from 

those who look for the full premium service. 

However, in real business settings, Freemium 

can adopt a mix of AS and FS. This is 

according to the fact that implementing AS 

solely, ones’ platform needs to compromise 

their revenue (pricing) with the advertiser 

demand and the number of consumers. In other 

words, too high price imposed on advertisers 

impacts on the volume of demand while too 

low price means more revenue but at a tradeoff 

with a negative attitude on consumers as too 

many ads result in the low perceived service 

quality (Ibid). 

This paper argues that having a mix of AS and 

FS in a freemium platform can balance the 

demand from both sides as it allows the 

business to extract the consumers demand 

further at the different level of service offers by 

offering free and paid alternatives. Aligned 

with Pujol’s (2010) proposition, our study, 

therefore, defines the freemium model as the 

product or service model that provides 

simultaneously zero-price and paid 

alternatives to the consumers. The zero-price 

option offers an experience to the consumer 

under limitations in term of volume, time, or 

feature (i.e., lower quality, no multi-platform, 

no ad-free functionality) while the paid 

alternative offers a superior experience 
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concerning the absence or less of such 

limitations. 

Although the freemium has been extremely 

popular across startups in the online content 

industry, this business model is still not widely 

understood (Kumar, 2014). Inadequate 

implementations of the freemium’s 

prerequisites, e.g., too much free content, a 

vague premium offer, lack of incentives for 

referral, etc., can be detrimental to the success 

of the model. Based on Anderson (2009), the 

entire model relies mainly on the revenue 

stemming from premium users, who represent 

a minority; about 5% of total users. Therefore, 

there is not only academic interest but also 

practical significance to explore the drivers of 

consumer behavior that lead to purchase 

intentions of freemium services. 

2. Literature Review and Hypothesis 

Development 

2.1 The theoretical model of purchase 

intention  

Theory of Planned Behaviour 

The Theory of Planned Behaviour (TPB) was 

developed from the Theory of Reasoned 

Action (TRA) (Ajzen, 1985). Proposed by 

Fishbein and Ajzen (1975), TRA suggests 

behavioral intention as an immediate 

determinant of an individual’s deliberate 

behavior; in other words, an individual’s 

intention to voluntarily perform a particular 

action directly influences on whether or not 

one will perform such behavior. Providing the 

connection from the state of belief to the actual 

behavior, two main predictors for behavioral 

intention - Attitude (ATT) and Subjective 

Norm (SN) - are proposed in the TRA (Ibid). 

Attitude represents the behavioral beliefs, 

which are the beliefs about the plausible 

consequences of the behavior. Subjective 

Norm regards the normative beliefs, which are 

the beliefs about the extent to which other 

people who are essential to the individual think 

one should perform a particular behavior. 

Although a wide variety of research indicated 

both predictors yield high reliability and 

validity of the distinction (e.g., Trafimow & 

Fishbein, 1994; Trafimow, 1998), the TRA 

model does not include the circumstance of 

whether an individual would have access to 

specific skills, resources, or conditions to 

enable the performance of a particular action 

(Eagly & Chaiken, 1993; Pinder, 2008). To 

fulfill this gap, TPB extends TRA by 

introducing the third predictor Perceived 

Behaviour Control (PBC) in the model (Ajzen, 

1985). The term perceived behavior control 

reflects the control beliefs, referring to the 

concept of self-efficacy, the individual’s 

conviction that he or she can successfully 

execute a particular behavior required to 

produce the outcome. All three predictors 

deem high importance to behavioral intention 

and behavior in a wide variety of research 

settings, including IT acceptance research and 

studies in the e-commerce field (e.g., Davis, 

Bagozzi, & Warshaw, 1989; Taylor & Todd, 

1995; Lin, Hsu & Chen, 2013). The application 

of TPB, therefore, has not been limited within 

the field of psychology. 

Technology Acceptance Model (TAM) 

Although TRA and TPB models can be applied 

to the broad range of behavior research, they 

have a limitation from being a general model; 

they do not provide specific operative drivers 

for any particular belief structure (Davis et al., 

1989). The emergence of information 

technology and the internet has advanced IT 

adoption and online activities, imposing a 

challenge on understanding consumer 

behavior in the context related to technology 



Escaping the free zone: What makes users pay for freemium online content? 

 

5 

 

Figure 1: The combined TPB and TAM model  

acceptance. Many studies have further 

explored attitudinal, normative, and control 

factors with an attempt to explain behavior in 

an online setting (Davis et al., 1989; Taylor & 

Todd, 1995; Hsiao & Tang 2014). Technology 

Acceptance Model (TAM) has been one of the 

most recognized models in the information 

research field for explaining the determinants 

of IT acceptance (Taylor & Todd, 1995).  

The application of TAM is designed to be more 

direct to the IT field than TPB as the operative 

drivers relating to technology-usage settings 

are included in the model (Taylor & Todd, 

1995; Lee, 2009). While TPB focuses on 

identifying the drivers of behavioral attention, 

TAM extends the first driver (Attitude) in TPB 

model by further exploring two external factors 

that have an impact on internal beliefs (Davis, 

1989). Davis (1989) suggests Perceived 

Usefulness (PU) and Perceived Ease of Use 

(EoU) are the primary relevance driving IT 

acceptance behavior. Therefore, TAM 

provides further knowledge to underline 

attitude’s drivers. 

2.2 The research model and hypotheses 

Purchase Intention 

Purchase intention represents the behavioral 

disposition as developed by Fishbein and 

Ajzen (1975) and refers to the tendency of an 

individual to perform an action relating to the 

purchase. In consumer research, purchase 

intention has been applied and deemed a 

predictor of behavior (Brown et al., 2003; Lim, 

Osman, Salahuddin, Romle, & Abdullah, 

2016). Following this disposition, both TPB 

and TAM have attained recognition in 

predicting purchase intention of online 

consumers, partly because online purchase is 

viewed as voluntary behavior (Taylor & Todd, 

1995). Equally important, to complete such 

intent, consumers need to actively engage in 

the extensive use of the service by interacting 

with the service platforms (Ibid). 

This paper combines TAM and TPB (see 

figure 1) to explain behavioral intention for e-

commerce and subscription-based online 

media content (Taylor & Todd, 1995; Lin, 

2007; Kwong & Park, 2008; Dutta, 2012; Lin 

et al., 2013; Chun-Hua & Kai-Yu, 2014). 

Kwong and Park (2008) applied the model to 

explain purchase intention for digital music 

subscriptions among college students. The 
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study found that Attitude and Subjective Norm 

has a significant impact on purchase intention. 

Subjective norm deems the highest direct 

effect on purchase intention among all three 

primary constructs while PBC is revealed 

insignificant. When focusing on the TAM’s 

extension in the same study, usefulness has a 

significant impact on attitude while ease of use 

is irrelevant. Similar to Kwong and Park’s 

(2008), Dutta (2012) applied the TPB model to 

conducted a study determining factors 

contributing to consumers’ purchase intention 

for online content in the United States and 

found self-efficacy is a significant predictor for 

PBC, but PBC has an insignificant result 

towards purchase intention. However, a more 

recent study by Himma-Kadakas and Kõuts 

(2015) showed that the technical issues are a 

deterrent for leaping from free to fee in paying 

for the online news, which implies the impact 

of PBC on the consumer purchase decision. In 

the same light,  Lin et al. (2013) found all three 

constructs yield significant results on purchase 

intention for online music. Despite a few 

studies applying the model, the combined 

model has not been directly used to examine in 

the context of free and premium users of 

freemium OMC. Such different groups of user 

are argued to driven by various determinants as 

they have different attitude and level of 

experience about the service (Taylor & Todd, 

1995; Wagner, Benlian, & Hess, 2014). This 

issue, therefore, is chosen as one of the focuses 

in this study and discussed further in our 

analysis. 

In addition to existing application of the 

combined model, the review of previous 

studies shows that enjoyment (Chu & Lu, 

2007), added value features (Filo and Wang 

2011; Lin et al., 2013), brand trust (Filo and 

Wang 2011), social trust (Wang, 

Ngamsiriudom, & Hsieh, 2015), and free 

mentality (Filo and Wang 2011; Lin et al., 

2013) drive a consumer’s purchase decision of 

online media content. Chu and Lu (2007) 

found enjoyment to be factor predicting 

consumer’s purchase intention for online 

music. Filo and Wang (2011) found that the 

free mentality towards online information 

content and the existence of numerous 

alternatives, especially those that are free, were 

some of the most relevant factors for the 

negative attitude towards paying for online 

news. The same study found other factors, 

including trust in the brand, usefulness of the 

content, value-added services, trust in the 

security system, and user-friendly, quality 

platform were also confirmed as crucial drivers 

contributing to paying for online news. Wang, 

Ngamsiriudom, and Hsieh (2015) posited that 

without physical proximity in an e-commerce 

setting, trust plays a vital role in reducing 

perceived risk and improve faith in humanity 

to adopt the online commerce service. They 

argue the higher tendency of an individual to 

trust others, the more likely she/he will trust 

and purchase an online service. This 

disposition of trust, however, does not refer to 

the trust towards a specific inferent but is 

instead formed by an individual’s lifelong 

social experience, thus, defined as social trust 

in this study.  

This paper adopts purchase intentions as a 

dependent variable of the model as they are 

considered as an appropriate agent of actual 

behavior when it is not possible to measure 

such outcome directly. Apart from existing 

constructs drawn in the combined TPB and 

TAM model, the impact of added value, 

enjoyment, brand trust, social trust, and free 

mentality - are further explored in our study. 15 

hypotheses are developed in our research 

model and illustrated in the Figure 2. 
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Figure 2: The research model 

Attitude (ATT) 

Zimbardo, Boyd, and Diener (1999) defined 

attitude as a positive or negative evaluation of 

the performance of a particular object, subject, 

or activity. Attitudes are transformed from 

personal judgments towards the object. They 

respond to a certain stimulus or a specific 

characteristic repeatedly and steadily reflect in 

the form of behavior (Bain, 1929; Lumley, 

1935). Several studies concluded that attitude 

has a direct relationship to behavioral intention 

(e.g., Ajzen, 1985; Davis, 1989; Taylor & 

Todd, 1995), that is, that positive attitude will 

lead to positive behavioral intention and vice 

versa. In many studies, attitude is also 

considered as a determinant for online 

purchase interest (e.g., Doolin, Dillon, 

Thompson, & Corner, 2005; Ha & Stoel, 2009; 

Al-Nasser, Yusoff, Islam, & ALNasser, 2014) 

leading to our first hypothesis: 

H1: Attitude positively affects the consumer’s 

purchase intention on Freemium OMC. 

Perceived Usefulness (PU) and Perceived 

Ease-of-Use (EoU) 

Davis (1989), while researching potential 

constructs that predicted an individual’s use of 

systems, defined perceived usefulness as "the 

degree to which a person believes that using a 

particular system would enhance his or her job 

performance" (Davis, 1989, p.320). Moreover, 

he defined perceived ease of use as "the degree 

to which a person believes that using a 

particular system would be free of effort" 

(Davis, 1989, p.320). In his study, the two 

theorized constructs, perceived usefulness 

(PU) and perceived ease of use (EoU), had a 

significant correlation to reports of individuals' 

system use, with PU being a more significant 

factor than EoU. Chen, Gillenson, and Sherrell 

(2002) further applied this theoretical model to 

predict the consumer's acceptance of virtual 
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stores and confirmed that PU and EoU, being 

significant, are the main elements of consumer 

attitude toward virtual stores. Additionally, Lin 

(2007) also found significant results when 

applying the TAM model to predict consumer 

intentions to online shopping. Therefore, based 

on the existing theoretical background, the 

following hypotheses are formed: 

H2: Perceived usefulness positively affects the 

consumer’s attitude towards Freemium OMC. 

H3: Perceived ease-of-use positively affects 

the consumer’s attitude towards Freemium 

OMC. 

Added Value (AV) 

Consumers are willing to pay for online 

content as long as the content is perceived as 

of high-quality or satisfies innate emotional or 

passionate needs (Elkin, 2002). Added value is 

especially relevant in e-commerce, most 

notably due to the large amount of free content 

that exists online, leading to the consumers 

demanding the existence of surplus value to 

justify their paying a premium price (Wang et 

al., 2005). Moreover, added value is one of the 

factors that is of great importance to freemium 

services since the content provided must be 

identified by the consumer as high-value-

added content to indicate the differentiation 

and exclusivity of the premium offer that 

cannot be copied from competitors (Laudon & 

Traver, 2016). 

In the context of freemium services, added 

value can be perceived in the form of surplus 

services. Access to specialized content 

positively affects the consumer's purchase 

intention for online news (Jere & Borain, 

2018). Similar to the print industry, the 

entertainment industries also employ value-

added services to entice consumers about their 

superior offer. Spotify and Deezer, except for 

providing access to on-demand music, also 

offer value-added services, e.g., a 

recommendation engine, background 

information on artists, the creation of personal 

playlists, etc. (Laudon & Traver, 2016). 

Exploring the effect of these value-added 

services, Lin et al. (2013) found that added 

value, being a predictor of a consumer's 

perceived benefits from a service, positively 

affects the consumer's attitude toward paying 

for online music. The existence of value-added 

services can be an indicator for the consumer 

to evaluate whether the service will be useful 

and will correspond to their utilitarian needs. 

Hence, the following hypothesis is formed: 

H4: Added value positively affects the 

consumer’s Perceived Usefulness towards 

Freemium OMC. 

Enjoyment (EN) 

One of the criticisms towards the TAM model 

is on its sole focus on utilitarian value approach 

(Moon & Kim, 2001). Childers, Carr, Peck, 

and Carson (2001) argue that completing an e-

shopping task requires both intrinsic drivers 

(hedonic value) and extrinsic drivers 

(utilitarian value). Such hedonic value refers to 

a sense of pleasure and excitement (Ibid). 

Several studies in the e-commerce area, 

suggest to extend the TAM model by adding 

enjoyment to cover the component of positive 

feelings stimulated spontaneously from system 

interaction (e.g., Childers et al., 2001; Moon & 

Kim, 2001; Hackbarth, Grover, & Yi, 2003). 

On the one hand, enjoyment has posited to 

directly influence attitude (Hackbarth et al., 

2003; Nabi & Krcmar, 2004; Hansen, 2006; 

Yang, Liu, & Zhou, 2012). Song and Han 

(2009) find that perceived enjoyment is a 

determinant of perceived performance (which 

reflects one's attitude) in their study of IT 
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adoption. Nabi and Krcmar (2004) illustrated 

this perspective in the context related to media 

exposure that "If the attitude object triggers the 

accessibility of related attitudes (e.g., I usually 

enjoy situation comedies), this attitude may 

influence both interpretations of the situation 

(e.g., this show looks good) and subsequent 

action (e.g., put down the remote and attend to 

the program). This more automatic influence 

of attitudes on behaviors offers some idea of 

how enjoyment, though perhaps not actively or 

consciously considered, might impact media 

exposure in the moment of decision making." 

(Nabi & Krcmar, 2004, p.299). These reflect 

the chain reaction of enjoyment-attitude-

behavior. On the other hand, Davis, Bagozzi, 

& Warshaw (1992) found that a user's 

perception towards ease-of-use of the IT 

system in the workplace is mediating the 

influence of playfulness on attitude. In this 

view, enjoyment is argued to take part in 

lessening a cognitive burden to complete a 

certain task, improving an individual attitude 

towards system efficacy, and reducing the 

perceived complexity of the system (Agarwal 

&  Karahanna, 2000; Çelik, 2011).  

In this study, enjoyment is defined as the 

customer's pleasure, joy, creativity, and 

excitement from having a direct experience 

with a particular Freemium OMC (Davis et al., 

1992). A hypothesis is proposed to verify the 

influence of enjoyment: 

H5: Enjoyment positively affects perceived 

ease-of-use of the Freemium OMC. 

Brand Trust (BT) 

Trust is one's positive expectation towards 

others' behavior, which, in return, reduces their 

perception of uncertainty or vulnerability 

(Becerra & Korgaonkar, 2011). Trust in the 

context of e-commerce is defined as a 

psychological state in which consumers 

believe in the integrity of service providers that 

they will complete their obligations in an 

exchange of the monetary transaction (Zhu, 

Lee, O'Neal, & Chen, 2011). The in-depth 

interview reflection in the study by Giantari, 

Zain, Rahayu and Solimun (2013) refers to the 

fact that consumers prefer online purchasing to 

the traditional alternative because they can 

compare price, quality, and service of any 

items without having to visit the shop. 

However, if the site or service is prone to fraud, 

they are unlikely to purchase the service 

through that specific site because it will be 

challenging to make the claim later on. This 

implies that service/brand trust is considered as 

an essential element and has an influence on 

consumer's commitment to complete the online 

transaction because the complex, diverse, and 

uncertain nature of the online environment 

may leave room for the malevolent party to 

perform unexpected or ungenuine behaviors 

(Ibid). 

Regarding the consumer's perspective, an 

approach to determine the level of trust is to 

assess brand trust (Jarvenpaa, Tractinsky, & 

Vitale, 2000; Tan & Sutherland, 2004; 

McCole, Ramsey & Williams, 2010). Several 

studies exploring the contribution of trust in e-

purchasing behavior find trust has a significant 

positive impact on attitude (e.g., Bianchi & 

Andrews, 2012; Terenggana, Supit, & Utami, 

2013) and purchase intention (e.g., Becerra & 

Korgaonkar, 2011; Bianchi & Andrews, 2012) 

while others propose the relationship between 

trust and attitude is mediated by perceived risk 

(e.g., Cheung & Lee, 2000; Van Der Heijden, 

Verhagen, & Creemers, 2003). However, the 

more recent meta-analysis study conducted by 

Mou, Shin, and Cohen (2017) compare the 

previous models that have been focused on the 

impact of trust and perceived risk on attitude 
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and behavior. The results agree high-trust and 

low-risk perceptions have a positive effect on 

behavioral intention commercial e-services. 

Nonetheless, the study indicates trust is only 

partially mediated by the perceived risk, 

leading to the hypothesis: 

H6: Brand trust positively affects the 

consumer’s attitude towards Freemium OMC. 

Subjective Norm (SN) 

Subjective norm is an individual belief about 

how the significant referents view a particular 

behavior and whether they desire the 

individual to perform that specific behavior 

(Ajzen, 1985). Such normative belief is driven 

by a social pressure to commit or not to commit 

in a behavior (Ibid). From this perspective, the 

purchase intention is determined by how much 

an individual is likely to behave consistently 

with the view of significant referents. 

Regarding the online purchase, subjective 

norms refer to an individual belief towards the 

use of e-commerce platform by the opinions of 

the referent group (Lin, 2007). Sylvester and 

Rand (2014) found that the opinion of referents 

imposes a strong impact on user’s conversion 

in the freemium business model, especially 

when the opinions are passed through from the 

premium users. In the light of online Freemium 

platform adoption, the previous researches 

confirmed that the more positive subjective 

norms an individual hold, the stronger the 

intention they have, therefore, implying a 

positive relationship to purchase intention 

(Taylor & Todd, 1995; Lin, 2007). The 

following hypothesis is formed: 

H7: Subjective norm positively affects the 

consumer’s purchase intention on Freemium 

OMC. 

Interpersonal Influences (II) and External 

Influences (EI) 

Furthermore, past researches further classified 

the determinant of subjective norms into two 

types of influence - Interpersonal Influence 

and External Influence -  representing a 

different group of referents and how they 

induce such influence (Bhattacherjee, 2000; 

Lin, 2007; Taylor & Todd, 1995). 

Interpersonal influence refers to the normative 

influence by significant others, such as friends, 

family, or colleagues, while the external 

influence comes in the form of informational 

influence, such as media and other non-

personal information that an individual takes 

into his or her consideration when performing 

a behavior (Lin, 2007). This is also the case for 

freemium online media services, in which 

users frequently follow friends’ 

recommendations or the opinions of the public. 

Therefore, both types of influence should be 

considered as the operative drivers of the 

subjective norm. Two hypotheses are formed 

as followings: 

 

H8: Interpersonal influences positively affect 

the subjective norm of Freemium OMC. 

H9: External influences positively affect the 

subjective norm of Freemium OMC 

Social Trust (ST) 

Apart from the brand trust, the level of trust has 

been determined by the disposition to trust and 

the cultural environment of trust with online 

purchasing (Tan & Sutherland, 2004; Becerra 

& Korgaonkar, 2011; Bianchi & Andrews, 

2012; Wang et al., 2015). Cheung and Lee 

(2001) posited that different cultural 

background and past experience have an 

impact on personality trait on how they trust 

other citizens. In the social context, trust is 

considered as a factor in the relational 

dimension of social capital, which concerns the 

relationship between people (Chow & Chan, 
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2008). This level of trust developed between 

individuals during interactions raises 

awareness of actors toward their collective 

goals (Ibid) and therefore, is argued to have an 

impact on the social norms and individual’s 

decision making. Based on this social 

perspective, the following hypothesis is 

proposed. 

H10: Social trust positively affects the 

subjective norm of Freemium OMC. 

Perceived Behavior Control (PBC) 

Perceived behavioral control (PBC) represents 

an individual’s belief about the possible 

difficulties that could happen when performing 

a behavior (Ajzen, 1985). On the one hand, it 

is known to relate directly to the concept of 

self-efficacy (SE), which is the self-assessment 

of their ability to perform a behavior 

successfully (Compeau & Higgins, 1995). 

Regarding the subscription-based online 

services, this implies one’s judgment towards 

their capability to purchase the online service. 

An individual with a higher ability to adopt the 

online platform will have a stronger 

willingness to buy the online service than those 

who have less or no tech skill. On the other 

hand, alongside with one’s capability, the 

possible difficulties are also about the external 

resource constraints, such as time, money, and 

technology compatibility (Taylor & Todd, 

1995b; Lin, 2007). Such Facilitating 

Conditions (FC) concerns about “...the 

availability of resources needed to perform 

particular behaviors” (Lin, 2007, p.435). The 

purchase intention for the service is expected 

to be weakened as the purchase processes 

consume more time, require higher cost, or as 

the compatibility with the devices decrease. 

All in all, perceived behavioral control 

determines a level of purchase intention in 

connection with the individual’s beliefs about 

the availability of knowledge, resources, and 

opportunities necessary for purchasing the 

Freemium OMC. Three hypotheses are formed 

as followings: 

H11: Perceived behavior control positively 

affects the consumer’s purchase intention on 

Freemium OMC. 

H12: Self-efficacy positively affects the 

perceived behavior control towards Freemium 

OMC. 

H13: Facilitating conditions positively affect 

the perceived behavior control towards 

Freemium OMC. 

Free Mentality (FM) 

One significant factor that acts as an 

impediment for the efforts to monetize online 

content is the free mentality that is deeply 

rooted into the mindset of consumers regarding 

the internet (Lin et al., 2013). The term free 

mentality refers to the common belief that 

content on the internet should be provided for 

free due to the revenue stemming from 

advertising acting as the primary source of 

monetization (Dou, 2004). Dou (2004) was the 

researcher that established the importance of 

the free mentality construct. The study found 

that the free mentality mindset negatively 

affects the consumers’ purchase intention for 

online content. Still, one of the limitations that 

the author recognized was the generalization of 

the results, considering that the study included 

one specific type of content, clip art. Further 

exploring this construct, Lin et al. (2013) 

analyzed the effects of free mentality on 

behavioral intentions through another type of 

online content, music. Using a variation of the 

TPB model, they found a significant negative 

impact of free mentality to attitude towards 

paying. Furthermore, the prevalence of free 

mentality across users on the internet is 



Escaping the free zone: What makes users pay for freemium online content? 

 

12 

undermining the conversion rate in 

subscription-based online services. In the case 

of the freemium model, while the free version 

is supposed to act as an advertisement for the 

premium version, the adverse effect is 

achieved; users who enjoy the free version 

develop a negative attitude towards the paid 

version (Wagner et al., 2013). Therefore, based 

on theory, the following hypotheses are 

formed: 

H14: Free Mentality negatively affects the 

consumer’s purchase intention on Freemium 

OMC. 

H15: Free Mentality negatively affects the 

consumer’s attitude towards Freemium OMC. 

3. Research Methodology 

Design and Measures 

The online survey was selected as the method 

of data collection. The online survey is divided 

into three main sections. The first section was 

designed to introduce the respondents to the 

definition of ‘Freemium’ online media content 

services, to filter out those who do not 

subscribe to the service, and to measure their 

attitude, subjective norms, perceived behavior 

control, and free mentality. The second section 

asked the respondents to choose one specific 

type of freemium service they are currently 

using from a selection of 3 main types of 

freemium online media content, including (1) 

news, magazine, e-book, online articles, (2) 

movies, documentary, series, and (3) music, 

podcast. To ensure that the evaluation of 

purchase intention and operative drivers will 

be based on their actual usage, the respondents 

were also asked to think about a specific brand 

they are using and define whether they are free, 

trial, or paid (premium) users on that specific 

brand. Then, the respondents were asked to 

evaluate statements representing purchase 

intention, perceived usefulness, perceived ease 

of use, added value, enjoyment, trust, 

interpersonal influences, external influences, 

self-efficacy, and facilitating conditions. The 

questions in the final section aim to collect the 

demographic data such as age, gender and 

highest level of education. 

Seven-point Likert scales were used to 

measure all the variables. All scales measuring 

the latent constructs were drawn from existing 

literature and adapted to fit the context of this 

research when necessary (see Table 1). The 

scales measuring purchase intention (3 items), 

attitude (3 items), subjective norms (4 items), 

and perceived behavioral control (3 items) 

were retrieved from Dutta (2012), who based 

his scales on previously established measures 

for the TPB model (Ajzen & Fishbein, 1980; 

Ajzen, 1985; Ajzen, 1991). The items 

measuring interpersonal influences (3 items), 

external influences (3 items), self-efficacy (2 

items), and facilitating conditions (3 items) 

were modified from Taylor and Todd (1995) 

and Lin (2007). The items for perceived 

usefulness (3 items) and perceived ease of use 

(5 items) were taken from Davis (1989), Chau, 

Au, & Tam (2000), Van der Heijden (2003), 

and Lin (2007). In addition, the items 

representing added value (5 items), retrieved 

from Lin et al. (2013), enjoyment (5 items), 

retrieved from Mathwick, Malhotra, and 

Rigdon (2001) , social trust (2 items), retrieved 

from Cheung and Lee (2001), brand trust (4 

items), retrieved from Cheung and Lee (2001) 

and Corbitt, Thanasankit, & Yi (2003), and 

free mentality (3 items), retrieved from Dou 

(2004), are chosen for this study. All applied 

items have reported a Cronbach alpha measure 

over 0.7 in the previous studies.  
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Table 1: List of constructs and items 

Sample and Procedure 

The target population is young adults who live 

in Sweden. The young adult (18-35 years old) 

group was revealed to yield the highest daily 

consumption rate of online media content 

(Consumer Barometer, 2019) and freemium 

online media content platforms in Sweden 

(Digital News Report, 2018; Sanchez, 2017), 

making them the most important target group 

for the online content industry. The online 

channels were chosen for survey distribution as 

to fit the main scope of the study regarding 

online media consumption. To reach the target 

respondents, the survey was distributed in 

three phases. First, the survey was sent in the 

form of an email to all students at the 

University of Gothenburg. Then, the survey 

was sent to various local and expat online 

Facebook groups. Last, the survey was 

distributed across Facebook groups, 

designated for students, in the 6 major cities in 

Sweden, including Stockholm, Gothenburg, 

Malmö, Uppsala, Linköping, and Lund. A 

raffle for two movie vouchers was added as 

incentives to ensure the eligible respondents 

would be willing to complete the survey. 

In our online survey, 252 responses were 

completed. 36 respondents neither consume 

online media nor use any freemium platforms, 

therefore, they were unable to rate the items 

and were excluded from further data analysis. 

The data cleaning process returned no missing 

data, as the survey items were made 

compulsory to complete, thus, no problematic 

outliers were found. However, 2 respondents 

were dropped out after a logic check was done 

on the raw data. Consequently, 214 

respondents were eligible for the further 

analysis, out of which 113 (52.8%) were 

female, 98 (45.8%) were male, and 3 (1.4%) 

identified themselves as other. As mentioned 

above, the sample’s age represented that of 

young adults, whose age varies from 18-35 

years. Being primarily students and expats, a 

large majority (89.7%) has completed tertiary 

education, with 73 (34.1%) of the respondents 

having a bachelor degree, 115 (53.7%) a 

master degree, and 4  (1.9%) achieving Phd or 

higher education. 

Data Analysis 

Confirmatory Factor Analysis (CFA) and 

Structural Equation Modelling (SEM) were 

applied to perform data analysis. SEM can test 

a series of dependence relationships across 

multiple variables at the same time (Hair, 

Black, Babin, & Anderson, 2010), making this 

method suitable for this study. SPSS AMOS 

version 25 was employed to perform data 

analysis. Following procedure suggested  by 

Hair et al. (2010), our study first examined the 

measurement model to assess convergent and 

discriminant validity. Then, we tested the 

structural model to analyse the relationships 

among the theoretical latent variables. 

4. Results And Analysis 

Analysis of the measurement model 

CFA was performed to explore the 

measurement model. The convergent validity 

was examined to assess three indicators 

suggested by Hair et al. (2010): (1) factor 

loadings (>0.5) (2) construct reliability (>0.7), 

and (3) average variance extracted (>0.5). The 

results of factor loadings, C.R., and AVE are 
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shown in Table 2. 13 items returned factor 

loading smaller than 0.5, which are PI1, ATT2, 

SN1, SN2, AV4, AV5, EN1, EN3, EN5, T4, 

T5, EI3, FC2. These 13 items were removed 

from the construct. All remaining factor 

loadings exceeded 0.5, therefore, indicating the 

internal consistency and the strong relationship 

of each item to the underlying latent construct. 

The C.R. scores ranged from 0.52 to 0.92 and 

the AVE scores ranged from 0.36 to 0.85. Only 

four constructs, including free mentality, 

enjoyment, brand trust, and facilitating 

conditions did not meet the requirements for 

convergent validity. These latent constructs 

returned C.R. and AVE scores below the 

recommended threshold but were kept for 

further analysis as being the reliable measures 

in previous studies. 

The discriminant validity was further assessed 

the extent to which a latent construct and its 

items are unrelated. According to Hair et al. 

(2010), square root of each construct's AVE 

should have a greater value than the 

correlations between any two latent constructs. 

The results in Table 3 show all diagonal values 

(the square root of average variance shared 

between a latent construct and its items) were 

greater than the correlations between the 

construct and other constructs in the research 

model, confirming the conditions for 

discriminant validity were met in this study. 

 

Table 2: Convergent Validity
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Table 3: Discriminant Validity 

The assumption of multicollinearity is 

checked. The correlation between the variables 

should not exceed 0.7 since it is an indicator of 

multicollinearity (Hair et al., 2010). According 

to Table 3, the correlations between each of the 

independent variables is not high, therefore, 

there are no indications for multicollinearity. 

IBM SPSS was also employed to perform 

multicollinearity diagnostics in the context of 

the multiple regression analysis. Two values 

are of interest: Tolerance and the Variance 

Inflation Factor (VIF). According to Hair et al. 

(2010), a Tolerance value of less than 0.1 and 

a VIF value over 10 would be an indicator of 

multicollinearity. However, all the variables in 

the model reported Tolerance values above 0.1 

and VIF values below 10, further providing 

proof against the presence of multicollinearity. 

Analysis of the structural Model 

The SEM model (in Figure 3) yields a good fit 

to the data. The results for the proposed model 

report a ratio of chi-square to the degrees of 

freedom (CMIN/DF) of 2.429. Regarding the 

model fit indices, CFI is 0.768, TLI is 0.746, 

and the RMSEA is 0.082. In general, a 

CMIN/FD <0.3, a CFI >0.90 , a TLI close to 1, 

and a RMSEA>0.05 indicate a good fit (Hair et 

al., 2010). Although CFI is not within the 

recommended threshold proposed by Hair et 

al. (2010), overall indices support this model to 

be accepted for further analysis. This is 

according to the fact that the conceptual model 

being complex and encompassing a larger 

sample should not be evaluated with the strict 

standards (Hair et al., 2010). The detailed 

summary of models is shown in the Table 4. 

 

Table 4: Model Summary 
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Figure 3: The Current SEM Model 

The model is described graphically in Figure 

3. The path coefficients for the structural 

model provide support for 11 of the initial 15 

hypotheses. Purchase intention is found to be 

predicted by attitude (β=0.380, standardized 

path coefficient, p<0.001), subjective norm 

(β=0.167, p<0.05), and free mentality (β=-

0.426, p<0.001). Together, these variables 

explain 25.2% of variance of the purchase 

intention (R²=0.252). As a result, hypotheses 1, 

7, and 15 are supported. Perceived behavior 

control (β=0.073, p>0.05) does not have a 

significant effect on purchase intention; 

therefore, hypothesis 11 is rejected. 

Attitude is predicted by perceived ease-of-use 

(β=0.511, p<0.05), brand trust (β=0.240, 

p<0.05), and free mentality (β=0.331, 

p<0.001);hence, hypotheses 3, 6, and 11 are 

supported. These three variables together 

explain 40.6% of variance of attitude 

(R²=0.406). However, perceived usefulness 

(β=-0.029, p>0.05) is found to not significantly 

affect attitude; thus, hypothesis 2 is rejected. 

Added value (β=0.931, p<0.001) and 

enjoyment (β=0.891, p<0.001) both 

significantly influence perceived usefulness 

and perceived ease-of-use while explaining 

86.7% and 79.5% of the total variance in PU 

and EoU respectively. Subsequently, 

hypotheses 4 and 5 both are supported. 

Subjective norm is predicted by interpersonal 

influences (β=0.457, p<0.001) and social trust 

(β=0.280, p<0.001), where both variables 

explain 24.2 percent of variance of subjective 

norm (R²=0.242). As a result, hypotheses 8 and 

10 are both supported. External influences (β=-

0.148, p>0.05) do not significantly affect 

subjective norm. As a result, hypothesis 9 is 

rejected. 

Perceived behavior control is predicted by self-

efficacy (β=0.280, p<0.05) and facilitating 

conditions (β=0.396, p<0.001), and both 

variables explain 23.5% of variance of 

perceived behavior control (R²=0.235). 

Consequently, hypotheses 13 and 14 are both 

supported. The hypotheses results are 

summarized and shown in Table 4. 

 
Table 4: Results from hypothesis testing 
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Subgroup analysis of free and paid users 

After the initial test of the model, a subgroup 

analysis of free and paid users was conducted 

to observe any significant differences among 

the two groups. The results indicate that 

perceived behavior control is an insignificant 

factor for both free users (β=-0.056, p>0.05) 

and paid users (β=0.009, p>0.05), aligning to 

the findings for the total sample. 

The free users’ purchase intention is predicted 

solely by subjective norm (β=0.452, p<0.001). 

Attitude (β=-0.084, p>0.05), perceived 

behavior control (β=-0.056, p>0.05), and free 

mentality (β=0.140, p>0.05) do not 

significantly affect purchase intention of the 

free users. The interpersonal influences 

(β=0.572, p<0.05) is the only significant 

predictor of subjective norm. 

In contrast to the free users, the paid users’ 

purchase intention is significantly driven by 

attitude (β=0.745, p<0.001), subjective norm 

(β=-0.256, p<0.001), and free mentality (β=-

0.385, p<0.05). For paid users, perceived ease-

of-use (β=0.852, p<0.05), free mentality 

(β=0.220, p<0.05), and brand trust (β=0.380, 

p<0.05) significantly affect attitude. 

Enjoyment (β=0.904, p<0.001) is a significant 

predictor of ease-of-use. The interpersonal 

influences (β=0.395, p<0.05) and social trust 

(β=0.187, p<0.05)  are the significant 

predictors of the subjective norm for paid 

users. 

5. Discussion 

The focus of the study was on consumers’ 

behavior regarding their intentions to purchase 

the premium service in freemium OMC 

platforms. The results are expected to shed 

light on how young adults behave when 

consuming media content on freemium 

services. The young adults, aged 18-35, 

represent a generation of avid internet users. In 

Sweden, almost everyone (99%) in this age 

group has the ability to access and browse the 

internet, while a vast majority consumes media 

content, e.g., music, videos, news, etc., online 

(Svenskarnaochinternet.se, 2019). A high 

number of OMC providers use the freemium 

model in the online setting (Laudon & Traver, 

2016), and behavioral intentions have been 

used in previous studies to explore whether 

consumers are willing to pay for OMC (e.g., 

Kwong & Park, 2008; Dutta, 2012). The 

Theory of Planned Behavior and the 

Technology Acceptance Model were used as 

the basis of the framework in this study. Five 

additional factors, namely, added value, 

enjoyment, brand trust, social trust, and free 

mentality, were integrated into the model due 

to their relevance in e-commerce and the 

context of online media. 

Attitude 

In previous literature, consumer attitudes have 

been found to influence positive purchase 

intentions in the context of e-commerce (e.g. 

Doolin, Dillon, Thompson, & Corner, 2005; 

Ha & Stoel, 2009; Al-Nasser et al., 2014), and 

in the online content industry (e.g. Dutta, 2012; 

Lin et al., 2013). This study follows on the 

same notion since the findings for the total 

sample support the positive connection 

between consumer attitudes and intentions. 

Hence, the results align with the original 

premise of the TPB model (Ajzen, 1985; 

Taylor & Todd, 1995). A further breakdown 

result on subgroups suggests this one-way 

relationship between attitudes and behavioral 

intentions was supported only for premium 

users, while the same link did not apply to the 

free users. 
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In the current research model, perceived 

usefulness, ease-of-use, and brand trust are 

proposed as the predictors of attitude. The 

previous studies of Davis (1989) and Lin 

(2007) found that consumer attitudes are 

driven by the consumers’ perceptions of 

usefulness and ease-of-use. Both studies also 

found usefulness has a stronger impact on 

attitude in comparison to ease-of-use. Further 

extended from the combined TPB-TAM 

model, added value was incorporated in this 

study as a predictor of perceived usefulness. 

Lin et al. (2013) elaborated on the existence of 

surplus value influencing the consumer’s 

perception of the benefits of the service. The 

analysis of the model in this study indicated 

that added value predicts the consumer’s 

perceived usefulness of the service, aligning 

with previous theory. However, the results in 

this study found perceived usefulness to be an 

insignificant driver of consumer attitude, 

despite added value being a significant factor 

of usefulness. On the contrary to perceived 

usefulness, perceived ease-of-use is not only a 

significant factor but also the most impactful 

predictor of attitude. These findings align to 

the criticisms towards the TAM model about 

its exclusive focus on functional aspects (e.g., 

Moon & Kim, 2001) and further support the 

argument by proving a relationship between 

enjoyment and ease-of-use. As enjoyment was 

added to the research model, the results suggest 

that it is a significant predictor of ease-of-use, 

which supports the notion that consumers seek 

hedonic benefits when operating the OMC 

service platforms. Enjoyment has been found 

to reduce the complexity of managing IT 

systems (Agarwal & Karahanna, 2000; Çelik, 

2011). Therefore, this study confirms that 

enjoyment positively influences perceived 

ease-of-use and indirectly drives attitudes. 

This information indicates that a user-friendly 

service platform, encompassed with elements 

that trigger enjoyment, would create positive 

attitudes and keep premium users engaged in 

the service. 

Furthermore, the expectations that the service 

providers will fulfill their promises without 

taking advantage of their consumers has been 

discussed in the context of e-commerce (Zhu et 

al., 2011). In an environment that can be 

characterized by uncertainty and complexity, 

the consumer needs to ensure that the service 

provider will not engage in fraudulent actions. 

These expectations are conceptualized within 

the current model through the construct of 

brand trust, and the findings support a direct 

relationship between brand trust and attitude. 

This implies that the higher trust the consumer 

puts in the brand of the OMC service provider, 

the more positive attitude they develop towards 

the service. This result is consistent with the 

findings of previous studies that explored the 

impact of trust on attitudes (Bianchi & 

Andrews, 2012; Terenggana, Supit, & Utami, 

2013). Brand trust was found to be a significant 

factor for paid users but not for free users. 

Therefore, it is indicated that when OMC 

service providers need to keep their paid users 

engaged to the premium offer, building trust 

improves the prediction for future purchase 

intentions. 

Subjective Norm 

The results of the total sample and free users 

group indicate that subjective norm has a 

positive relationship to purchase intention. 

However, an unexpected finding is found 

among paid users; subjective norm negatively 

influences purchase intention, implying that 

the pressure from significant inferents can 

overturn purchase intent of the paid users. 

What may have caused this unexpected 

outcome is not within the scope of this study 

and, thus, requires further investigation. 
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In the same light with previous studies (Taylor 

& Todd, 1995; Bhattacherjee, 2000; Lin, 2007; 

Dutta, 2012), the level of subjective norm is 

strongly driven by peer influence. These 

results are consistent among free and paid 

users, suggesting that in both cases, the social 

norm is mostly shaped by interpersonal 

influence. The same previous e-commerce 

literature also suggests media and non-

personal influences impose a positive impact 

on purchase intention through subjective norm. 

However, such external influences were found 

to be not significantly related to the norm for 

Freemium OMC  in this study.  

Apart from the interpersonal and external 

influences, the current research model further 

explores the impact of social trust on the 

subjective norm. The concept of social trust is 

introduced as the extent to which a person 

believes other citizens determine how likely 

they will be influenced by others’ opinion 

(Chow & Chan, 2008). Our study finds this 

proposition of social trust is valid for paid users 

in the context of purchase intention towards 

Freemium OMC, but no significant influence 

is exhibited among the free users.  

Combined with the significant findings on 

interpersonal influence, the current study 

suggests subjective norm is firmly influenced 

by factors referring to the interpersonal 

relationship including peer opinion and 

individual’s proposition of trust towards other 

individuals, and does not encompass non-

personal influences in this context. However, 

the impacts of norm on purchase intention are 

diverse as the freemium OMC compounds of 

free and paid users. The free users are likely to 

follow positive words from their close circles, 

relatives, or colleagues (Kwong and Park, 

2008), especially when words are echoed by 

those who hold a paid status  (Sylvester & 

Rand, 2014), implying words shared by 

experienced users have a strong influence on 

free users’ conversion. An implication is 

drawn for the service providers and marketing 

practitioners as they can consider to come up 

with a referral marketing campaign to improve 

the conversion rate among free users. 

Perceived Behavior Control 

In the previous literature, Lin (2007) found 

consumers’ intention to purchase a 

product/service online partly relies on their 

perception of ability to carry on activities on 

the platform. The more recent literature 

(Kwong & Park, 2008; Dutta, 2012) indicated 

such concerns do not influence behavioral 

intention in their studies. The current study is 

consistent with the recent TPB literature. This 

research found that while self-efficacy and 

facilitating conditions are the significant 

predictors for perceived behavior control, the 

relationship between perceived behavior 

control and purchase intention is insignificant. 

Accordingly, either being a less or more 

technically savvy or having less or more 

experience with Freemium OMC, ones are 

indifferently likely or unlikely to purchase the 

service. This finding expands the perspective 

for service providers as this implies the present 

market for monetizing is not necessarily 

limited to the group of tech veterans but also 

those who start to adopt the online platform. 

Free Mentality 

The findings of this study reveal that free 

mentality has a negative impact on purchase 

intention, implying that consumers are still 

driven under the notion that the internet should 

be primarily a platform for distribution of free 

content. These results support the previous 

studies that explored the effect of free 

mentality on purchase intentions (Dou, 2004; 

Lin et al., 2013). This negative relationship 
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between free mentality and purchase intention 

was found significant for the paid users, while 

the same connection was found insignificant 

for free users. It is interesting that premium 

users, who have already paid about an OMC 

freemium service in the past three months, are 

still characterized by a free mentality that 

negatively affects their purchase intentions. 

This finding shows that consumers are still 

resistant to paying for freemium services due 

to their free mentality, but this barrier can be 

overcome should a freemium service exceed 

their expectations and satisfies their needs. 

On the contrary to the negative effect on 

purchase intention, free mentality positively 

influences consumer’s attitude towards the 

Freemium service, contradicting Lin et al. 

(2013), who found free mentality to have a 

significant negative effect towards attitude. 

This positive direction is observed with 

significant results among both free and paid 

users in our study. An interpretation is that free 

mentality has a unique effect on freemiums; 

consumers are attracted by the free content that 

the freemium offers, which satisfies their 

innate philosophy on how the internet should 

be. This explanation also supports the negative 

relationship between free mentality and 

purchase intention. The consumers are, 

therefore, enticed by the free offer of the 

freemium but simultaneously develop negative 

intentions towards paying for the premium 

offer. This argument is supported by the study 

by Wagner et al. (2013), which found that users 

who enjoy the free version of a freemium 

develop a negative attitude towards the paid 

version. Therefore, the findings of this study 

indicate that freemium service providers 

should carefully design and promote both their 

free and premium offer so that one does not 

cannibalize on the purpose of the other. 

6. Conclusion and Implications 

This study aimed to explore and pinpoint the 

determinants for purchase intention of free and 

paid users in the context of Freemium OMC 

services. To this end, a combination of the 

extended TPB model and the TAM model, 

along with five additional operative constructs 

- added value, enjoyment, brand trust, social 

trust, and free mentality - were used to analyze 

the responses of 214 freemium OMC users. 

The CFA and subsequent SEM analysis that 

was conducted provided valid and reliable 

results. Therefore, the authors consider the 

purpose of the study to be fulfilled. For the 

total sample, 12 out of 15 of the initial 

hypotheses were confirmed. The results 

indicate that the conceptual model has good 

explanatory power, which shows its ability to 

predict consumers’ purchase intentions. 

There are academic implications to be 

considered in this study. First, the PBC 

construct was found to be insignificant, 

following the recent results of other 

researchers. An interpretation of this finding 

would be that in an era where consumers, 

especially young adults, are becoming more 

experienced with managing technology, the 

current breakdown of the PBC construct may 

be outdated and, hence, could be further 

explored and refined. Second, the difference 

between paid and free users of freemium OMC 

services is established. Attitudes, and the 

factors that drive attitudes, mostly affect 

purchase intentions for paid users, while 

subjective norms, and interpersonal influences, 

mainly influence purchase intentions for free 

users. Last, a dual role of free mentality in the 

context of freemium services is found. Free 

mentality can positively influence attitudes 

towards the freemium service, but negatively 

affects purchase intention toward the premium 

offer. The positive effect of free mentality on 

attitudes comes in contrast to previous studies 

which found only negative influence. 
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Furthermore, there are also managerial 

implications that can be extracted from this 

study. Knowing the various factors that drive 

consumers towards paying for the premium 

offer is vital information for the businesses that 

employ the freemium model. The results of this 

study pinpointed that users of freemium OMC 

services behave differently depending on 

whether they are free or paid users. For users 

that have already paid for the service in the 

past, attitudes and ease-of-use of the platform 

are the most impactful drivers of future 

purchase intentions. This implies that 

practitioners should target this group by 

incorporating additional functions in the 

premium offer that make the service platform 

easier and more enjoyable to use. In contrast, 

free users are not influenced by the technical 

aspects of the service, instead, they would pay 

for the service if they are influenced by people 

whom they trust. In this case, providing 

incentives to paid users to recommend the 

service to a friend would be an effective 

strategy for the free users who are stuck in the 

free zone. 

7. Limitations and Future Research 

Similar to any research, some limitations 

should be mentioned and taken when 

generalizing the findings from this study. First, 

the online survey was conducted and 

distributed using web-based formats. The non-

random convenience sampling was employed 

as collecting a large sample using random 

sampling would be costly. The online survey is 

suitable for filtering and collecting data from 

respondents who are involved in the online 

service and allows the study to be conducted 

without the location constraint. The future 

research could improve the generalizability by 

applying a more distributed random sampling 

in the method.  

Second, as the study was conducted among a 

group of young adults who work or study in 

Sweden, it is essential to aware of the cultural 

and age limitation of the findings. Recalled Lin 

et al. (2015)’s study, the results indicate 

differently that PBC is a significant construct 

when determining what drives users’ pay intent 

in Taiwan. In addition, the study conducted by 

Chyi (2005) found consumers in different age 

groups react differently to how they are willing 

to pay for the online news. It is reasonable to 

argue that in various cultural, environmental, 

and age settings, consumers’ adoption of 

Freemium OMC could be influenced by 

different determinants due to the differences in 

attitude, norm, and ability to access to 

resources. These conditions call for further 

validation when applying to other conditions. 

To further enhance the generalization of the 

findings, a worthwhile focus for future 

research could be a comparative study of 

different cultural or age groups. 

Finally, this study put a specific focus towards 

the online media industry and cover an 

overview reflected from the main types of the 

media industry, including, music, movies, and 

the print media. It is reasonable to assume that 

users might act differently to some 

determinants when adopting different types of 

Freemium OMC.  For example, those who 

subscribe to the Freemium news platform 

might have diverse factors driving attitude as 

they potentially concern more about 

functionality more than hedonic aspect. Given 

a limited number of studies have explored the 

Freemium online news platform (Chyi, 2005; 

Filo & Wang, 2011), applying the research 

model to examine further the specific types of 

Freemium OMC would improve the 

understanding of researchers and practitioners 

how to turn the free users to paid users. 
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