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F A C I L I T A T I NG  C ONDI T I ONS A ND SOC I A L  F A C T OR S A S PR E DI C T OR S 
OF  A T T I T UDE S A ND I NT E NT I ONS T O I L L E G A L L Y  DOW NL OA D 

 
 

A B ST R A C T  

This study investigates the factors influencing downloading behavior of young 

consumers by examining their attitudes and intentions to download movies and TV 

series through Peer to Peer (P2P) networks. Regression analysis using data collected 

from 282 respondents revealed that both facilitating conditions and social factors were 

significant predictors of attitudes and intentions to download. These results have 

provided several insightful implications for marketers and policy makers in 

formulating strategies. New directions for future studies are also discussed. 

 

I NT R ODUC T I ON 

Fast internet connections, inexpensive high capacity media storage and underground 

peer to peer networks have opened the floodgates to piracy (Cronan and Al-Rafee, 

2008). The prevalence of downloading activity is most common through P2P 

networks or file sharing networks like Kazaa, RapidShare and more popularly these 

days, Bit-Torrent (Kwok, 2004; Lysonski and Durvasula, 2008). This form of piracy 

initially started with music and software, but has moved into other media such as 

movies or videos (Chiang and Assane, 2008; Lysonski and Durvasula, 2008; Cronan 

and Al-Rafee, 2008). At first, Bit-Torrent was thought to be a helpful tool for movie 

makers to distribute trailers and copyrighted movies. However that optimism was 

short-lived due to the ubiquity and “cost effectiveness” of file sharing which 

catapulted it into a popular platform for sharing pirated movies, TV series and other 

digital media (Hill, 2007). Even though there is an observed prevalence of movies and 

TV series being downloaded through P2P networks, the examination of consumer 

behaviour in that context has been minimal (Bounie et al., 2006; de Vany and Walls, 

2007; Waterman et al., 2007).  

 

L I T E R A T UR E  R E V I E W  A ND H Y POT H E SE S DE V E L OPM E NT  

The unauthorized downloading and sharing of digital media through P2P networks is 

also termed as peer to peer piracy (Proserpio et al., 2005) or more broadly termed as 

“digital piracy” (Cronan and Al-Rafee, 2008). This form of illegal copying or 

downloading of copyrighted software and media files bring detrimental effects to the 

copyright holder, both economically or non economically (Proserpio et al., 2005; 
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Cronan and Al-Rafee, 2008). While some argue that file sharing falls into the grey 

area of being “illegal”, Waterman et al. (2007) states that file sharing is illegal by law. 

In addition, this form of piracy is considered as one of the most critical threats to the 

entertainment industry. It is found that digital piracy is practiced more 

disproportionately by the young and by educated young males (Teo, 2001), who is 

suggested to be still “immature” in their ethical development (Hill, 2007; d’Astous et 

al., 2005; Hinduja, 2003). It was also found that internet users between the ages of 18 

– 29 are more likely to illegally download digital music in comparison to consumers 

from other age groups. It is also common to find that college kids are the most active 

in digitally pirating music, movies and file sharing on the Internet (Freestone and 

Mitchell, 2004; LaRose et al., 2006). This could be attributed to the fact that most 

college students use the Internet to visit or obtain music, movies, fashion, online 

games and there are more students who spend time online than any other demographic 

group (Aiken et al., 2003). 

 

Facilitating Conditions 

Facilitating conditions are factors in an environment that hinders or makes an act 

(legally or illegally) easier to commit (Triandis, 1980). Because of the accessibility 

and ease of committing the act, consumers would therefore have standards that could 

be more easily swayed, therefore forming more positive attitudes (Limayem et al., 

2004). Based on the findings of Cronan and Al-Rafee (2008), individuals equipped 

with the skills and resources to pirate have a higher intention to pirate/download 

movies and TV series through P2P networks. In this instance, facilitating factors are 

conditions that will assist consumer in downloading movies and TV series, such as 

fast internet connection, lack of copyright measures, easily accessible websites or 

sources to digital files (Cheng et al., 1997). Furthermore, it is noted that with the 

internet being so widely available and P2P applications being free, these are some of 

the motivating factors that catalyze downloading intentions and behaviour.  

 

Social Factors 

Social factors have been found to influence attitudes and the intention to illegal and 

unethical behavior (Eining and Christensen, 1991; Simpson et al., 1994). It is 

suggested that social factors such as norms, roles and values at the societal level that 

influence an individual consumer (Limayem et al., 2004). The expectations, 
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perceptions and interactions from peers such as friends, associates and family 

constitute social factors and can influence the attitudes and perceptions of a specific 

behavior (Tang and Farn, 2005; Ang et al., 2001; Phau and Teah, 2009). If a social 

group were to perceive downloading as ethical and support the act, then it will have 

an influence on consumers’ attitudes and behavioural intention towards the act. As 

such, if the group were to perceive downloading as an acceptable act, then they would 

have positive attitudes towards downloading of movies and TV series through P2P 

networks.  

From the above discussion, the following hypotheses are formulated: 

H1a: Facilitating conditions will positively influence attitudes towards downloading 

movies and TV series through P2P networks. 

H1b: Social factors will positively influence attitudes towards downloading movies 

and TV series through P2P networks. 

 

Furthermore, it is postulated that the above factors will also have an influence on 

intention to download. As such, the following hypotheses are postulated: 

H2a: Facilitating conditions will positively influence intention to download movies 

and TV series through P2P networks. 

H2b: Social factors will positively influence intention to download movies and TV 

series through P2P networks. 

 

Attitudes towards Downloading Movies and TV Series 

Attitude has long been postulated as one of the best indicators of intention and the 

most important construct in social psychology (Allport, 1935; Peace et al., 2003; 

Cronan and Al-Rafee, 2008). Studies in the past have emphasized on the importance 

and influence of attitudes on the intention to commit unethical acts, such as to pirate 

(Limayem et al., 2004; Peace et al., 2003). Young consumers in particular, are more 

permissive towards digital piracy (Freestone and Mitchell, 2004). It is suggested that 

consumers do not perceive the direct harm that digital piracy causes and consider it a 

“victimless crime”. They are unable to relate and visualize the economic 

consequences affecting individuals, though some believe it might only affect major 

corporations slightly (Chellapa and Shivendu, 2003). Furthermore, the “anti-big 

business” attitude whereby they believe that the price of digital media is inflated and 

exorbitant, therefore blaming the industry for making their wares unaffordable to 
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many (Freestone and Mitchell, 2004). Basing on the theory of planned behaviour, 

attitudes will influence behavioural intention (Ajzen and Fishbein, 1977). Other 

piracy studies have affirmed that positive attitudes towards downloading will lead to 

the intention to download (Eining and Christensen, 1991; Ang et al., 2001).  

Therefore, the following hypothesis is formulated: 

H3: Attitudes towards downloading movies and TV series through P2P networks will 

positively influence intention to download movies and TV series through P2P 

networks.  

 

M E T H ODOL OG Y  

A convenience sampling method was used on undergraduate students from a large 

Western Australian University. A self-administered questionnaire was distributed and 

respondents were given instructions before commencement of the survey.  The survey 

instrument consisted of three sections. Section A measured respondent’s past 

downloading behaviour. Section B comprised of four adapted and adopted scales from 

established sources (from Wang et al., 2005; Limayem et al., 2004; Lysonski and 

Durvasula, 2008) that measured facilitating conditions, social factors, attitudes 

towards downloading movies and TV shows through P2P networks and intention to 

download movies and TV shows through P2P networks. All items were measured on 

a seven-point Likert scale, 1 represent “Strongly disagree” and 7 represent “Strongly 

agree”. Section C captured the demographic information of respondents.  

 

R E SUL T S A ND A NA L Y SI S 

In total, 282  responses were collected. Of these, 48 responses were discarded due to 

incompletion. The usable responses were then analysed using SPSS 15. 44.3 percent 

of respondents were males. The percentage of downloaders (72.7%) was higher than 

non-downloaders (27.3%), which showed a high prevalence and acceptance of 

downloading among young consumers.  

 

An exploratory factor analysis was conducted on the original 17-items “attitudes 

towards downloading movies and TV shows through P2P networks” scale. Four 

factors emerged from Varimax rotation and were named, “social consequences”, 

“anti-corporate attitude”, “personal risk” and “social acceptance”. In total, they were 

reduced to fourteen items with an acceptable range of reliabilities above 0.6, which is 
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deemed reliable (Nunnally, 1967). It was revealed that the “attitudes towards 

downloading movies and TV shows through P2P networks” scale consists of four 

dimensions, which will be used for subsequent analysis.  

 

Multiple regression was conducted between the antecedents and the four dimensions 

of “attitudes towards downloading movies and TV series through P2P networks”. The 

dimensions are namely “social consequences”, anti-corporate attitude”, “personal 

risk”, and “social acceptance”.  As shown in Table 1, the analyses revealed that there 

is a positive relationship between facilitating conditions and social factors, and “social 

consequences” (β = .229, adjusted R2 = 0.054, Sig. = .000 and β = -.123, adjusted R2 

= .054, Sig. = .041 respectively).  It was also found that facilitating conditions has a 

positive relationship towards “anti-corporate attitude” (β = .153, adjusted R2 = 0.019, 

Sig. = .011).  However, it was found that there is no significant influence between 

facilitating conditions and social factors, and “personal risk”. It was found that no 

significant relationship exists between facilitating conditions and “social acceptance”. 

However, social factors emerged to have a positive influence on “social acceptance” 

(β = .475, adjusted R2 =.223, Sig. 0.000). As such, H1a-b are partially supported. 

 

Table 1: Results of antecedents towards four dimensions of “attitudes towards 
downloading of movies and TV series through P2P networks” 
 

 B-values Std. error β Adjusted 
R2 t-value Sig. 

Social consequences       
Facilitating conditions .273 .047 .229 .054 3.813 .000 
Social factors -.097 .072 -.123 -2.050 .041 
Anti-corporate 
attitude       

Facilitating conditions .235 .092 0.358 .153 2.547 .011 
Social acceptance       
Social factors .345 .039 .475 .223 8.818 .000 

 
Multiple regression was conducted between “facilitating conditions”, “social factors”, 

and “intention to download movies and TV series through P2P networks”. It was 

found that there is no significant relationship between facilitating conditions and 

“intention to download movies and TV series through P2P networks” (Sig. = .165, β= 

-.073), thus H2a is rejected.  However it was found that social factors has a significant 

relationship towards intention to download movies and TV series (β = .519, adjusted 

R2 =.262, Sig. 0.000). Hence, H2b is accepted. 
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Multiple regression was conducted between the four factors of “attitudes towards 

downloading movies and TV shows through P2P networks” and “intention to 

download movies and TV series”.  It was found that “social consequences” has a 

significant negative relationship with “intention to download movies and TV series 

through P2P networks” (β = -0.205, adjusted R2 = 0.311, Sig. 0.000). While no 

significant relationships were reported between “anti-corporate attitude”, “personal 

risk” and “intention to download movies and TV series through P2P networks” (β = 

0.056, adjusted R2 = 0.311, Sig. =.332 and β = -0.069, adjusted R2 = 0.311, Sig. = 

.194). The “social acceptance” factor emerged to have a significant positive 

relationship towards “intention to download movies and TV series through P2P 

networks”. Thus H3 is partially supported.  

 

DI SC USSI ON A ND I M PL I C A T I ONS 

In summary, the findings revealed that facilitating conditions and social factors do 

influence attitudes towards downloading movies and TV series through P2P networks. 

Specifically, facilitating conditions positively influence social consequences, and 

social factor negatively influences social consequences. Furthermore, facilitating 

conditions positively influences anti-corporate attitude and lastly, social factors 

positively influences social acceptance. Social factors was also found to positively 

influence intention to download. Attitudes was also found to be a significant influence 

of intentions to download.  Specifically, social consequences negatively influences 

intentions to download whereas social acceptance positively influences intention to 

download.  

 

Similar to findings in Limayem et al.’s (2004) study, facilitating conditions has a 

significant influence on attitudes and intentions. As such, downloaders with 

knowledge of downloading and accessibility to resources also know the social 

consequences of downloading. However, they also tend to have anti-corporate 

attitude. This could be suggesting that downloaders with the know-how or IT savvy, 

also may hold negative perceptions towards the major corporations who manufacture 

the wares. This could suggest that companies will have to address their own image 

and whether they are serving consumers’ best interest when selling goods.  Especially 

since young consumers are unable to spend as much on movies, though they would 
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probably be the group with the most ‘voracious’ appetite to follow movies, trends and 

fads, as such their best available option is through downloading. Marketing can 

consider online purchasing where they can access trials, or timed versions of movies 

or create special packages and deals for young consumers.  

 

Social factors strongly affects attitudes and intention to download. It is found that 

social factors will catalyze and enhance an individual’s positive attitudes towards 

downloading if the act is deemed socially acceptable. It was found that with high 

social influences, young consumers have less regard for social consequences. This 

could be attributed to the fact that when there are more people committing an act 

together, it becomes a common occurrence thereby making it acceptable. With many 

messages in the marketplace aiming to deter downloading, there aren’t many that 

targets young consumers and issues that are relevant to them. For example, messages 

like downloading from P2P networks are also prone to viruses, or huge penalties can 

be imposed on downloaders or a group of downloaders since they are socially 

connected. From a university point of view, downloaders can be blacklisted and put 

on the web as a “serial downloader”. This could possibly deter peer groups from 

downloading and the embarrassment may serve as an individual deterrence or a form 

of shame among peers.  

 

Attitudes in general play a huge role in influencing intentions to download. It is 

noticed that if downloaders believe that the social consequences attached to 

downloading is high, such as the chances of being caught, penalties and legal 

lawsuits, the lower the intention to download. Whereas, if social group and network 

accepts downloading, then the consumer will regard it as an acceptable behaviour 

hence they will be more likely to download. As such, it reiterates the importance of 

social groups and network and how this could be one of the bigger challenges. In the 

university context, monitor and tracking systems can be in place to limit downloading 

by issuing quotas and monitoring websites.  

 

C ONC L UDI NG  C OM M E NT S 

The study has further reinforced previous literature (e.g.Chang, 1998; Kwong and 

Lee, 2002; d’Astous et al., 2005; Wang et al., 2005; Phau and Teah, 2009) that the 

theory of planned behavior is an effective theory to explain the downloading/piracy 
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phenomenon. Future studies can examine consumers from an older age segment. As 

internet competencies are increasing, they might be a group of consumers who may be 

adept in downloading behaviour. Other variables such as novelty seeking, whereby 

consumers download for the sake of trying out and for the diversity of movies, yet 

they may not be watching it. Similarly, downloading could be a habitual practice 

whereby they are so used to it that they do it as part of a habit or addiction rather than 

a conscious act of malice. Hence testing the model with habitual behavior in future 

studies is warranted (Triandis, 1979; Limayem et al., 2004). Further, the nature of the 

research and the sensitivity of the topic lead to possibilities of the respondents under 

reporting their actual downloading behaviour (Limayem et al., 2004).  



 

10 

R E F E R E NC E S 

Aiken, M., Vanjani, M., Ray, B. and Martin, J., 2003. College student Internet use. 

Campus-Wide Information Systems 20(5), 182 – 185.  

 

Ajzen, I., 1991. The theory of planned behavior. Organizational Behavior and Human 

Decision Processes 50, 179 – 211. 

 

Ajzen, I. and Fishbein, M., 1977. Attitude-behavior relations: A theoretical analysis 

and review of empirical research. Psychological Bulletin 84(5), 888 – 916. 

 

Ajzen, I. and Fishbein, M., 1980. Understanding and Predicting Social Behavior. 

Englewood Cliffs, NJ: Prentice-Hall. 

 

Allport, G., 1935. Attitudes, in C. Murchison (ed.) Handbook of Social Psychology. 

Clark University Press: Worcester, MA, 798  844.  

 

Bounie, D., Bourreau, M. and Waelbroeck, P. (2006), “Piracy and demands for films: 

Analysis of piracy behaviour in French universities. Working paper, retrieved 11 June 

2009.  

 

Chang, M.K., 1998. Predicting Unethical Behavior: A Comparison of the Theory of 

Reasoned Action and the Theory of Planned Behavior. Journal of Business Ethics 

17(16), 1825 – 1834. 
 
Chellapa, R. and Shivendu, S., 2003. Economics implications of variable technology 

standards for movie piracy in a global context. Journal of Management Information 

Systems 20(2), 137 – 168.  

 

Cheng, H.K., Sims, R.R. and Teegen, H., 1997. To purchase or to pirate software: An 

empirical study. Journal of Management Information Systems 13(4), 49 – 60. 

 

Chiang, E. and Assane, D., 2008. Music piracy among students on the university 

campus: Do males and females react differently?. Journal of Socio-Economics 27(4), 

1371. 

 



 

11 

Cronan, T.P. and Al-Rafee, S., 2008. Factors that influence the intention to pirate 

software and media. Journal of Business Ethics 78, 527 – 545.  

 

D’Astous, A., Colbert, F. and Montpetit, D., 2005. Music piracy on the web- How 

effective are anti-piracy arguments? Evidence from the Theory of Planned Behavior. 

Journal of Consumer Policy 28, 289 – 310. 
 
De Vany, A. and Walls, D., 2007. Estimating the effects of movie piracy on box-

office revenue. Review of Industrial Organization 30(4), 291 – 301.  

 

Eining, M. M. and Christensen, A.L., 1991. A psycho-social model of software 

piracy: The development and test of a model, in DeJoie, R., Flower, G. and Paradic, 

D. (eds). Ethical Issues in Information Systems, Boyd and Fraser Publishing: Boston, 

MA. 

 

Freestone, O. and Mitchell, V.W., 2004. Generation Y attitudes towards E-ethics and 

Internet-related misbehaviours. Journal of Business Ethics 54, 121 – 128.  

 

Hinduja, S., 2003. Trends and patterns among online software pirates. Ethics and 

Information Technology 5(1), 49 – 61. 

 

Hill, C.W.L., 2007. Digital piracy: Causes, consequences, and strategic responses. 

Asia Pacific Journal of Management 24, 9 – 25.  

 

Kwok, S. H., 2004. File-sharing activities over BT networks: Pirated movies. ACM 

Computers in Entertainment 2(1). 

 

Kwong, T.C.H. and Lee, M. K. O., 2002. Behavioral intention model for the exchange 

mode Internet music piracy. Proceedings of the 35th Annual Hawaii International 

Conference on System Sciences, Computer Society.  

 

LaRose, R., Lai, Y.J., Lange, R., Love, B. and Wu, Y., 2006. Sharing or piracy? An 

exploration of downloading behavior. Journal of Computer-Mediated Communication 

11, 1 – 21.  

 



 

12 

Limayem, M., Khalifa, M. and Chin, W.W., 2004. Factors motivating software 

piracy: A longitudinal study. IEEE Transactions on Engineering Management 51(4), 

414 – 425.  

 

Lysonski, S. and Durvasula, S., 2008. Digital piracy of MP3s: Consumer and ethical 

dispositions. Journal of Consumer Marketing 25(3), 167 – 178. 

 

Nunnally, J.C., 1967. Psychometric theory. New York: McGraw-Hill. 

 

Peace, A.G., Galletta, D.F., and Thong, J.Y.L., 2003. Software piracy in the 

workplace: A model and empirical test. Journal of Management Information Systems 

20(1), 153 – 177. 

 

Phau, I. and Teah, M., 2009. Devil wears (counterfeit) Prada: A study of antecedents 

and outcomes of attitudes towards counterfeits of luxury brands. Journal of Consumer 

Marketing 26(1), 15 – 27. 

 

Proserpio, L., Salvemini, S. and Ghiringhelli, V., 2005. Entertainment pirates: 

Determinants of piracy in the software, music and movie industries. International 

Journal of Arts Management 8(1), 33 – 47.  

 

Simpson, P. M., Banerjee, D. and Simpson, C.L., 1994. Softlifting: A model of 

motivating factors.  Journal of Business Ethics 15, 431 – 438.  

 

Wang, F., Zhang, H., Zang, H. and Ouyang, M., 2005. Purchasing pirated software: 

An initial examination of Chinese consumers. Journal of Consumer Marketing 22(6), 

340 – 351.  

 

Waterman, D. and Sung, W.J. and Rochet, L.R., 2007. Enforcement and control of 

piracy, copying and sharing in the movie industry. Review of Industrial Organization 

30, 255 – 289. 

  
 


	Chang, M.K., 1998. Predicting Unethical Behavior: A Comparison of the Theory of Reasoned Action and the Theory of Planned Behavior. Journal of Business Ethics 17(16), 1825 – 1834.
	D’Astous, A., Colbert, F. and Montpetit, D., 2005. Music piracy on the web- How effective are anti-piracy arguments? Evidence from the Theory of Planned Behavior. Journal of Consumer Policy 28, 289 – 310.

