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Abstract:
From the digital age with its constantly changing technology, the Web 2.0 environment has 
emerged. The Web 2.0 environment is rapidly changing in line with technology, and is altering 
the way for firms operating in this environment in how to attract and keep consumers.

This especially concerns creative industries such as the media industry which includes many 
firms working within online news and online music services. With four different case companies 
working within the media section of creative industry, namely; Spotify, WiMP, Tv2Sporten, 
and DN.no, this paper seek to shed light on the prevalent problem; how to keep and attract 
consumers for a Web 2.0 based service (in order to create profit?). Theory on; two-sided markets, 
Web 2.0, business models, the Net Generation, Technology acceptance, content, and value, 
serve as precursors for going into the research of the identified problem.

The research design is explorative applying a sequential mixed methodology through a pragmatic 
worldview. The sequential mixed method approach is being used to first identify vital factors 
of how to attract and keep consumers at a Web 2.0 service through interviews, before applying 
the findings in a survey in order to generalize the results against a population. Furthermore, 
since using case companies operating in the Norwegian market, Norwegian interviewees 
categorized as Net Gens will constitute the respondents. 

The researchers found that Net Gens are both attracted and staying loyal to an online media 
service because of value adding features as much as ‘must have’ components (music and news). 
However, the Net Gens willingness to pay for these features is varying. Additional functional-
ity and social features are seen as value adding features worth paying for in an online music 
service, whereas they are seen as ‘must have’ components integrated in the service for free in 
their choice of online news services. Nevertheless, for online news services it is essential 
to attract and keep as much users as possible to again attract advertisers in order to create revenue 
streams as users are not willing to pay for online news. On the other hand, online music services 
are dependent on attracting and keeping consumers at a subscription or creating revenue 
through attracting advertisers. This means that the same fundamentals apply for both online 
news and online music services in attracting and keeping consumers; understand the targeted 
audience preferences, understand the environment they operate in, keep up with technological 
developments, facilitate discovery, sharing and discussion of content, facilitate for open and 
authentic communication between the service and its consumers, and facilitate functionality 
features that streamlines and simplifies the use of the service.
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1.0 INTRODUCTION

When the Internet first was introduced to the man in the street, it was introduced as webpage’s 
linked with hyperlinks used as a tool by companies for one-way communication towards 
consumers. Since, the Web has evolved from being static to dynamic, facilitating two-way 
interaction and collaboration between its users; both consumers and firms. In this new 
environment; Web 2.0, users and firms take the web one step further with the central rule; users 
add value. Web 2.0 can be described as a set of economical, social, and technological trends 
that collectively form the basis for the next generation of the Internet – characterised by user 
participation, openness, and network effects. (O’Reilly, 2007)

The introduction of Web 2.0 has led many companies to a crossroad. Digitalization and the 
rise of online platform services; both free and paid, illegal and legal, make companies face the 
challenge of being innovative and creative. Consumers are flooded with opportunities from 
different online service providers whether it is online news providers or online streaming 
services. With all these opportunities available, it is hard to maintain consumers focus especially 
when some services are free while others are not. This puts emphasis on the need for new business 
models adapted to Web 2.0 for companies operating within this context in order to attract and 
keep consumers. There are many factors that can come into play and these factors needs to be 
discussed to understand, attract and establish long-term relationship with the consumer. 

Being creative and innovative especially concerns companies operating within Creative 
Industries. In order to create new and efficient business models that meet consumer demands 
and fulfill the prospects of healthy revenue streams, firms operating in the Creative Industry 
have to considerate several aspects such as; intellectual property rights, advertisers, and 
technological evolution. The two sides of the Creative Industry, consumers on one side, 
and intellectual property right holders and advertisers on the other, put emphasize on the 
importance to understand two-sided markets and two-sided network effects. In order to 
understand and elaborate on these theories this thesis will delimit the consumer perspective to 
the Norwegian market. Creative Industry will be delimited to Online Media and furthermore 
to Online News and Online Music Streaming Services. This delimitation is appropriate in order 
to achieve the aim of this thesis:

This thesis aims to explore Web 2.0 services in Online Media with all its complexities. It will 
describe appropriate theories on approaches to comprehend with the complexities, and finally 
combine our own research about the online consumer in order to find suitable business models 
to attract and keep consumers at a Web 2.0 service in order to make profits. 



7

BUSINESS MODELS IN THE WEB 2.0 ENVIRONMENT

1.1 Research Question

How to attract and keep users to Web 2.0 services within the media industry (in order to 
create profit)?

To address this problem, three appropriate underlying questions was designed to find out 
how to attract users using web 2.0 based services and how to create loyalty among the users. 
Answering these questions makes it possible to identify problems and implement actions 
towards the users, and find what business models are best suited for the media industry. 

→  What attract users to a Web 2.0 service?
This problem needs to be addressed in order to reveal if there is potential at all to attract users 
to a Web 2.0 service. There are different tools, such as Facebook and Twitter, that can be use to 
attract users to a web 2.0 service. It is important to investigate if such tools add value for the users, 
or if there are other measures that can be used to attract users.

→  How to keep users at a Web 2.0 service?
It is highly interesting to investigate what keeps users loyal and how Web 2.0 services can create 
loyalty among their users. 

→  Are certain business models better suited for making profits?
Through discovery and exploration of factors that create attractiveness for a Web 2.0 service and 
loyalty amongst its users, one can discuss if there are certain business models more suitable than 
others to increase revenue streams and create profit. 

It is important to note that all of the underlying questions will tell something about what the 
researchers want to know and will be the foundation for the research
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1.2 Thesis Progression

→  In this chapter a short introduction of the thesis  and the 
research questions are presented.

→  Here, the problemfield and case companies are introduced.

→  This chapter presents the theoretical framework that 
provides the foundation for the analysis.

→  Chapter four presents the methodology and analysis of   
in-depth interviews.

→  Chapter five presents the methodology and analysis of 
the conducted survey.

→  Based on the previous chapters, chapther six provides a 
discussion of the results. 

→  Finally, chapter seven provides the final conclusion and 
some perspectives on limitations.

CHAPTER 1

CHAPTER 2

CHAPTER 3

CHAPTER 4

CHAPTER 5

CHAPTER 6

CHAPTER 7
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2.0 PROBLEM FIELD

In order to investigate Web 2.0 services in Creative Industry a description of the characteristics, 
how it works, and how it affects business models are needed. Furthermore a description of the 
Online Media Industry is discussed in order to elaborate on the Online Music Industry and 
the Online News Industry.

2.1 Creative Industry

Franken (2002) defines creativity as “the tendency to generate or recognize ideas, alternatives, or 
possibilities that can be useful in solving problems, communicating with others, and entertaining 
ourselves and others” (Franken, 2002:348). The characteristics of a creative industry are often 
similar to the characteristic of cultural industries. Caves (2000) associate creative industries 
with the cultural, the artistic, visual art, book and magazine performance, performing art, 
sound recording, cinema, TV, fashion, toys and games. Hesmondhalgh (2007) describe the 
core cultural industries as broadcasting, film industries, the content aspects of the Internet 
industry, the music industry, print and electronic publishing, and marketing and advertising. 
To clarify, this thesis will use the term creative industry, but the characteristics of cultural 
industries will be included. Creative industries differ in substantial and systematic ways from 
their counterparts in the rest of the economy where creative plays a lesser part. Caves (2000) 
presents the basic economic properties of creative industry as; demand is uncertain, creative 
workers care about their products, creative products require diverse skills, differentiated products, 
vertically differentiated skills, durable products and durable rents.

An important element in creative industry is intellectual property rights (IPR) regarding 
commercial exchange and copyrights (Hearn et al., 2004). This is mainly related to royalty 
streams. These creative industries require agreements for the measure and collection of 
performance rights, artist royalties and synchronization fees. (Hearn et al., 2004). From a 
copyright owner perspective the most likely incentive is to gain income from providing 
content to different platforms. 

2.2 Online Media industry

Media companies nowadays are confronted with technology-driven innovation in the area of 
transport media as well as new devices (Rawolle & Hess, 2009). The appearance of the digitalization 
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of pure information products has shaped new opportunities and change in the information 
goods market. The usage of Internet and the decrease of the access´ costs, provide a new broad 
scope of economic activities and business models (Aguila-Obra et al., 2007). These business 
models are established on the distribution, production and sale of information goods (Aguila-
Obra et al., 2007: Clemons et al., 2002: Clemons et al., 2003), “and they have been developed by 
traditional incumbents or by new players such as Internet intermediaries1” (Aguila-Obra et al. 
2007:188). In the news industry, nowadays, journalists and writers can distribute their content 
directly to the end-user. “Infomediaries have emerged providing informational service to their 
costumers” (Aguila-Obra et al., 2007:188). These infomediaries2 provides customized aggregated 
news web content to the market and adds value especially by being faster, cheaper, easier to 
manage, more specialized and with a wider supply than the traditional business. “As a result, 
the traditional news industry is changing, and it is becoming digital and online” (Aguila-Obra et 
al., 2007:188).

Online Music industry
Over the last ten years traditional music business and its pricing model has become a victim 
for the arrival of the digital age, which have made making music as a tangible product somewhat 
obsolete. The emergence of P2P file-sharing networks like Napster, Kazaa and BitTorrent led 
to new ways of distributing music globally. Despite the effort of the big record companies 
filing law suits against illegal P2P networks, the networks steadily increased in popularity 
due to its size and easy accessibility (Kusek & Leonhard, 2005). Legal online services came 
into the market in 2003 (www.apple.com- library) when computer-hardware companies and 
online software entrepreneurs like Apple, Rhapsody, and Musicmatch - began to launch music 
downloading software. Present developments in online music distribution are leaning towards 
streaming media. Music streaming services like Grooveshark, Pandora, WiMP, Spotify and 
others, are presently gaining huge market shares. This has pushed software giants like Apple, 
Amazon and Google to enter the market of music streaming. These streaming services are 
different from downloading services in that they provide on-demand broadcasting or stream-
ing of their content to an end-user from an external server or cloud (Ingthorsson, 2011). Most 
of the development in the music industry in the past few years has been in the streaming and 
online radio area. No downloading, storing or manual transfers between devices are required - 
a chosen streaming-provider functions as an access point to an online cloud of data, and gives 
on-demand accessibility and mobility for user having online access.  

Online News Industry
Mitchelstein & Boczkowski (2010) argues that with some few exceptions, there has been a lack 
of thorough investigation in the field of the online news industry. Hence there have been few 

1 An intermediary (or go-between) is a third party that offers intermediation services between two trading parties
2 Infomediaries operate on the assumption that personal information is the property of the individual described, 
not necessarily the property of the one who gathers it
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attempts to offer a description of developments this far and of what to come. The conducted 
research in this field has mainly been concentrated around two different views: On the one 
hand, one direction of studies proposes that use of online news complement traditional news 
(Mitchelstein & Boczkowski, 2010; Chan & Leung, 2003; Hujanen & Pietikainen, 2004; Kayany 
& Yelsma, 2000; Livingstone & Markham, 2008; Nguyen & Western, 2007). The other direction 
of studies suggests that the use of online news displaces traditional news and that use of 
traditional media has decreased since the rise of online news leading to a shift in the use of 
news (Mitchelstein & Boczkowski, 2010; Gentzkow, 2007; Gunter et al., 2003; Kaye & Johnson, 
2003). Based on different streams of research there is a lack of conclusive findings that might 
stem from artificial differentiation regarding printed news, broadcast and online news. 
Mitchelstein and Boczkowski (2010) argue that this might be the result of analytical strategies 
that ignore the interconnection between news through different media. 

According to Tang and Sridhar (2011) online news channels are dependent on online advertising 
revenue, a subscription model, or both. They also argue that investment in the newsroom, 
so that online news providers can produce good and relevant news is a key to attract online 
revenue. Relevant quality articles facilitate more consumers, which again attracts advertisers. 
It is an important notion that Tang and Sridhar (2011) findings are centered in the US and that 
there might some differences in other geographical areas. 

Anderson (2009) argues that the most sufficient models online are ad-supported models.  
Furthermore Anderson (2009) mentions six reasons why ad-supported models are the future, 
whereas four of them are relevant to online news:

1.   The supply of content has increased by millions but the demand has not.
2.   When files began flying through wires it became intangible and abstract. “Stealing” a 

digital file does not cost anyone money in the same way as it would do physical; hence 
the barriers for piracy are lowered.

3.   It is easier to download content than to locate and buy it in stores; hence the willingness 
to pay is declining together with the decline of search costs.

4.   The generations that are grown up in the digital age have the perception that online content is free.

2.3 Case Companies

To be able to analyse with highest degree of validity, companies working within the Norwegian 
online media market should be chosen. This premise is due to the role as researchers and the 
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point of reference from which the researcher gather the data. The case companies have to be 
visible in the Web 2.0 and use different “tools” in their communication with its users. These 
criteria’s shape the foundation of the case companies, and based on these criteria’s the following 
four companies have been chosen: Spotify, Wimp, Tv2sporten.no and Dn.no. 

Spotify
Spotify AB is a Swedish online music streaming service. Spotify was released in October 6th, 
2008. The service is available in Austria. Belgium, Denmark, Faroe Islands, Finland, France, 
the Netherlands, Norway, Spain, Sweden, Switzerland, the United Kingdom, and the United 
States (Spotify.com, 2012). Their main objective is making music easily and freely accessible 
for the online consumer by using a cloud-based streaming platform. This provides users with 
a software program with an interface that give the consumer online access to a catalogue 
currently consists of millions and millions of tracks, adding 10,000 new tracks every day 
(Spotify.com-music catalogue info, 2012). 

Spotify provides their users with several options to share and discuss music through social 
platforms such as Flickr, YouTube, Twitter and Facebook. The software offers biographies on 
artist through their catalogue provided by AMG3 and Wikipedia, giving the users the possibility 
to make changes or update of artist information through these web sites.

Spotify is currently operating within the Freemium revenue model, a model characterized as a 
free service with two additional paid options that provide supplementary features (Unlimited 
and Premium version). The standard features of Spotify are: playlist creation, music search, 
biographies and related artists. Additional features delivered through the unlimited and 
premium versions are: sharing music, mobile music, top lists, offline mode, buying music, use 
anywhere, library, biographies, artist radio, related artist, connect with Facebook, and featured 
apps like Last.FM (Spotify.com- features, 2012). Spotify work with several record labels and 
music distributors to gain access to legal rights, closing deals with Sony, EMI, Warner and 
Universal; which roughly represent 80 percent of all commercial music (Espinoza, 2009). The 
software can be connected with several devices; Computers, iPad’s, iPod’s, smart-phones and TV.

WiMP
WiMP is a Norwegian online music streaming service. WiMP was released 19th of February 
2010. The company is currently operating in the Scandinavian countries Norway, Sweden 
and Denmark (WiMP.no, 2012). Their main objective is to make music easy accessible for the 
consumers using a cloud based streaming platform. Wimp’s current music catalogue consists 
of millions of tracks, and the consumers can listen to music wherever and whenever they want 

3 AMG= Website created in 1995 as a place for music fans to indulge their passion. (www.allmusic.com)
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(WiMP.no- about, 2012). WiMP provides their users with the opportunity to follow them on 
Facebook, Twitter, Flickr and their Blog. Additional features delivered are: the best of Scandinavian 
music, first with new music, music tips, playlists, the opportunity to import playlists from other 
streaming services, favorites, sharing, searching, buying, 100% advertising free, artist information, 
offline mode, and recommendations. WiMP also co-operates with Canal Digital providing 
every customer of Canal Digital free use (WiMP.no- about, 2012). The WiMP software can 
be connected with several devices such as computers, iPad’s, iPod’s, smart-phones and TV. 
Disregarded the partnership with Canal Digital, WiMP operates as a subscription service applying a 
subscription model.

Tv2sporten.no
Tv2sporten.no is a Norwegian online newspaper, focusing mainly on sports. The content in the 
online newspaper is published by TV2 AS. TV2 AS is owned by the Danish media company 
Egmont (tv2.no-nyheter). Their main objective is to deliver and distribute news about sports to 
their users, and they provide the users with articles, web TV and betting tips. Tv2sporten gives 
the users the opportunity to discuss the content on different social networks such as Twitter and 
Facebook. Users also have the opportunity to discuss the content on the actual web page. 
The web page is compatible with several devices such as iPad, iPod, Smart-phones, computers 
and TV. Tv2sporten.no applies an online advertising business model.

DN.no 
DN.no is a Norwegian online newspaper, focusing mainly on news, disclosures, comments, 
analysis and debate regarding Norwegian business and community. The content is produced 
by DN nye medier AS. Dn.no differentiate their news through several sections such as Finance, 
energy, IT, D2, private, wine, DN TV, DN talent, and DN active (DN.no, 2012), and they 
provide the news through articles and web TV. While Finance, energy, wine, DN TV and IT 
are rather straightforward in meaning, D2, private, DN talent, and DN active should be further 
explained. D2 is a magazine focusing on travel, cars and other social events. The magazine is 
published two times a week (Fridays and Saturdays). Private, focus mainly on private economy 
and real estate. DN talent focuses mainly on students, with blogs and articles about Norwegian 
students in Norway and abroad. DN active focuses mainly on exercise and food. 

The online newspaper gives users the opportunity to discuss the content on different social 
networks such as Twitter and Facebook. It is also compatible to different devices such as tablets, 
computers, smart-phones and TV.  DN.no apply a Freemium model where some of the content 
is free as well as offering an online subscription with value adding features such as articles 
from their archives and their paper version in PDF.  
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3.0 THEORETICAL FRAMEWORK

This chapter aim to provide an overview of theories that are central in answering the research 
question. The framework and the relationship between theory and definitions presented in this 
chapter will provide the outline for the rest of the thesis. Furthermore, theoretical aspects will 
be linked to the understanding of how to create value for consumers. The framework starts by 
introducing platform and network competition, followed by theoretical aspects of Web 2.0. 
Then, business models are introduced, and finally a description of online consumers and value 
creating aspects are discussed. 

3.1 Platform competition in two-sided markets

The dynamics of platform competition in two-sided markets have been given much attention 
in the economic literature. The term ‘two-sided markets’ was coined by Rochet & Tirole (2002) 
merging the theories of network externalities and multi-product pricing. This was done by 
combining the notions that there are non-internalized externalities among end-users and that 
price structures are less likely to be distorted by market power than price levels; “…an end-user 
does not internalize4 the welfare impact of his use of the platform on other end-users.” (Rochet 
& Tirole, 2004:3). The two-sided model is roughly defined as; “markets in which one or several 
platforms enable interactions between end-users, and try to get the two (or multiple) sides ‘on 
board’ by charging each side.” (Rochet & Tirole, 2006:1). Much of the attention has been directed 
towards describing specific industries such as; credit-card and payment networks (Crakravorti 
& Roson, 2006; Rochet & Tirole, 2002) telecommunication market (Church & Gandal, 2004), 
the broadband market (Distaso et al., 2005), video game market (Rysman, 2009) and magazine 
advertising (Song, 2011). Another part of the literature have directed its attention towards 
the different dynamics of the two-sided network effects and especially how it relates to platform 
competition: Two-sided network effects (Parker & Alstyne, 2005), platform competition (Rochet 
& Tirole, 2002; Hogendorn & Yuen, 2009; Belleflamme & Peitz, 2010), product variety and 
pricing structures (Hagiu, 2009) and more. Economic research literature on two-sided models 
is primary concerned with explaining how the network effect is altering pricing strategies in the 
two-sided model. 

The importance of the two-sided market theory for this thesis is not directed towards the specific 
pricing strategies and effects of such. It is directed towards the dynamics within two-sided 
networks as a model for understanding how the creative industries are structured and what 
challenges are embedded in its business model in attracting both sides. 

4 Internalize: incorporate (costs) as part of a pricing structure, esp. social costs resulting from the manufacture 
and use of a product.
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The dynamics of two-sided markets
The transactions in two-sided networks entail a triangular set of relationships – described 
by Anderson (2009) as the ‘three-party-market’. Two user-groups (sides) interact with each other 
through one or more intermediaries known as ‘platform providers’. A ‘platform’ embodies  architecture 
– a design for products, services and infrastructure facilitating the network users to interact. In the 
traditional value chain, value moves from one-side to the other. On one side the cost, on the other, 
the revenue. In two-sided markets cost and revenue are on both sides, because the platform has a 
distinct group of users on each side. The company incurs costs in serving both sides and can 
allocate revenue from both, although the one side is often subsidized (Eisenmann et al., 2006).

Figure 1: Managing network businesses (Eisenmann, 2006)

In the two-sided network, members of each group exhibit a preference regarding the number of 
users in the other group. This is called the cross-side network effect (indirect). At the same time each 
group’s members may also have preferences regarding the number of users in their own group, 
called same-side networks effect (direct). The effects can be either positive or negative depending 
on the objective of the outcome (Eisenmann, 2007). As explained by Rochet and Tirole (2002) 
and Armstrong (2006) the cross-side (indirect) network effect presents a chicken-and egg 
problem: The number of components attracts a given consumer to choose a platform rather 
than the size of the installed customer base. On the other hand, the size of installed customer 
base will determine how many component providers there are to join a given platform 
(Hogendron & Yuen, 2009). The challenge for platforms then becomes “getting both sides of 
the market on board”. 

An important distinction to make is that a two-sided market refers to the overall market whereas 
two-sided networks refer to the different agents characterising the particular network. In the 
case of the creative industry this can roughly be characterised as users, advertisers and copyright 
owners; all served by a distinct two-sided platform. 
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Stakeholders and Platform Competition in Online Music Streaming
There are many competing platforms present and many entering the online music streaming 
market. The providers of content for the different platforms are constituted by a group of: 
major record companies, smaller companies and independent producers – the copyright 
owners. Due to the old business model and the structure within the music industry, major 
record companies like Sony, EMI, Warner and Universal are copyright owners of major parts 
of the present commercial music market. To attract users to the music distribution platform, 
survival for the different platforms depends on the ability to provide the music the users want, 
hence making deals with the major companies. This is describing the new online business 
model of music, where record companies make deals with multiple platforms in providing 
music to its users. To be a competitive music distribution platform in this environment, having 
large numbers of users are of great importance in attracting revenue both for the platform and 
for the record companies. 

Since the same music is available on multiple platforms, attracting and keeping users become one 
of the main challenges for the different platforms. The question becomes what drives consumers to 
choose one online music service from another and what the incentives for copyright owners 
are in providing content to e.g. Spotify, rather than WiMP. When looking at the dynamics of 
platform competition Zhu & Iansiti (2007) found that;”…the driver of platform success, long-
run structure and market efficiency depend critically on two parameters: the strength of indirect 
network effects and consumers discount factor of future applications.” (Zhu & Iansiti, 2007:4). 
This is based on the observation that consumers often form, or self-fulfil, rational expectations 
regarding the market size of each platform. These expectations become consequential as each 
consumer often adopt the platform that they think will be adopted by the majority of other 
consumers (same-side effect), in the effort to maximize the benefit from possible future 
applications (Zhu & Iansiti, 2007). From the array of potential music platforms, users tend to 
adopt the platform they imagine will be used most by other music users, and thereby potentially 
gain most from in the long run. A Nielsen (2010) survey initiates that in Europe, 81 percent of the 
respondents would stop using a website if they had to pay for the content, if the content could 
be found freely available on another site. These numbers put emphasis in finding a suitable 
business model in relations to attract and keep consumers, since many providers of similar 
content are present on the market.

From the copyright owners perspective the most likely incentive is gaining income from providing 
content to the different platforms, by being the providers of content where preferences must 
be balanced by the single platform. Mark Mulligan, vice president and research director at 
Forrester Research noted on Spotify: “Ultimately Spotify is owned by the record labels and they 
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can force it into whatever position they want. The labels have a monopoly on the fuel in Spotify’s 
engine…This move will be a mixture of Spotify needing to balance the lower costly end of its business 
and doing what the record labels want.” (Barnett, 2011)

Another area of platform competition is the attraction of users by providing ‘must-have’ 
components. In platform competition some ‘must-have’ components are so popular with 
consumers that they create large cross-sided network effects when they become available on 
the platform (Hogendorn & Yuen, 2009). In context of online music streaming services, users 
of music may have general preferences as to what they want and need from music services. 
This could be the ability to use the software on competing devices (iPod, smart phones) or 
use the software with other software or other related products. In contracting partnerships 
with ‘must-have’ component providers e.g. Facebook, a platform will not only reflect its 
own attractiveness to consumers but the cross-sided network effect that it generates as well. 
A ‘must-have’ component stands in contrast to basic components, which create positive but 
small indirect network effects. Examples of such ‘must have’ contracting for Spotify and WiMP 
would relate to its collaborations with major mobile operating system companies (Apple inc., 
Android etc.) in making the software accessible on its popular mobile devices and partnership 
with music-discovery software programs like Last.FM. A final and obvious ‘must-have’ component 
is providing the music users want. As of March 2012, neither Spotify nor Wimp is providing 
access to certain key artist in popular music such as The Beatles, Pink Floyd and Queen. This 
could pose a problem for either one of them if the other gained access to these artists, or if key 
copyright owners would stop collaborate with one of them. 

Cross-sided network effects for online music streaming services can be summarized as followed: 

GROUP 1  
(Platform users)

 
Affected by; size and 

selection of library, cost 
of provided content and 

availability of ‘must-have’ 
components. 

PLATFORM  

Spotify
WiMP

GROUP 2  
(Copyright owners, 

advertisers)
 

Affected by; number of us-
ers (consumer) and brand 

recognition of the platform. 

> <

Figure 2: Sum up Spotify and Wimp
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Stakeholders and Platform Competition in Online News
There are many firms operating within the online news market. In terms of competition, it can 
be found both local and global. DN.no and Tv2Sporten.no direct their activities against the 
Norwegian market and the Norwegian users. Their targeted audience is respectively within 
sports (Tv2Sporten.no) and economy (DN.no). Tv2Sporten.no is in direct competition with 
sports sections of other Norwegian online news providers primarily the two largest providers 
online; VG.no, Dagbladet.no. DN.no is in direct competition with other Norwegian financial 
online news providers primarily; NA24.no and E24.no. As in the online music industry, there 
are several different providers of content for the different online news platforms. In the Norwegian 
online news industry these are constituted by; major news services such as NTB5, freelance 
journalists, employed journalist, copyrights owners of photo, illustrations and video, and 
information sources. 

An important notion is that many platforms within online news are dependent on advertising, 
and that advertising is an important part of an online news page’s content. Many online news 
platforms base their revenue streams on advertisers and not users, while others apply user 
subscription fees as their revenue model. Subscription fees will not be discussed further as none 
of the case companies in online news applies such a revenue model. On the other hand the online 
news business model where advertisers and copyright holders make deals with multiple platforms 
in terms of paying for advertisement will be used.  In order to attract users to the news platform, 
survival depends on the ability to provide the requested content from consumer needs, hence 
be the first to publish relevant news in a satisfactory manner. As mentioned there are several 
platforms already present in the market. To be a competitive platform, providing respectively 
sports and economic news online, it is essential to have a large number of users in order to be 
able to attract advertisers. The main question within online news is what drives consumers to 
choose one platform from another and what the incentives for advertisers are to advertise on e.g. 
Tv2sporten.no rather than in the sport section of VG.no. Referring back to Zhu & Iansiti’s (2007) 
same-side effect, consumers tend to adopt the platforms they think the majority of other 
consumers will adopt, in effort to maximize benefits. Concerning online news platforms, users 
tend to adopt the platforms they find to be used by other (in this case) sports or economical 
interested users, and therefore gain the most from it in the long term. The same basics will apply for 
the online news services as for the online music services; the Nielsen survey (2010) put emphasis 
in finding suitable business models for attracting and keeping customers from other providers of 
similar content on the market.

‘Must-have’ components in the context of online news services include that users may have 
a general preference as to what they need from a news service e.g. layout, the perceived ease 

5 Today NTB is Norway’s leading wire service and news agency which is owned by Norwegian media. 
NTB offers broad coverage of national and international affairs, economic news, sports and entertainment.
http://www.ntb.no/
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of use and perceived usefulness, access to the platform from several devices (PC, iPod, iPad, 
smart phones), and connecting with other software or related products. As mentioned, in 
contracting partnerships with possible ‘must-‘have’ component providers such as Twitter 
and Facebook, the platform will not only reflect its own attractiveness to consumers but the 
cross-sided network effect that generates it as well. Examples of ‘must-have’ contracting for 
Tv2sporten.no and DN.no would relate to collaboration with social networks such as Facebook 
and Twitter in terms of providing consumers the possibility to share and discuss news on these 
social networks, as well as making the content available on multiple devices through colla-
boration with operation system companies (Apple inc, Android etc). The most obvious and 
critical ‘must-have’ component for an online news provider in attracting consumers is providing 
the news coverage within its area before or at least the same time as its competitors. 

Cross-sided network effects for online news providers’ services can be summarized as followed: 

GROUP 1  
(Online news consumers)

 
Affected by; size and 
selection of library, 

cost of provided con-
tent, quality and timing 
of the  news and avail-
ability of ‘must-have’ 

components 

PLATFORM  

Tv2Sporten.no
DN.no

GROUP 2  
(Copyright owners, 

advertisers)
 

Affected by; number of 
users (consumers) and 

brand recognition of 
the platform. 

> <

Figure 3: Sum up Tv2sporten.no and dn.no

3.2 Web 2.0

The overflowing of the dot.com bubble in 2001 marked a turning point of the web. Many 
academics concluded that the web was “overhyped”, and the technology was ready to take its 
place at a center stage. Tim O´Reilly and MediaLive International developed the concept of 
Web 2.0 at a conference brainstorming session in 2004, and Dale Dougherty, web pioneer at 
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O´Relly VP, noted that the web was more important than ever, with new exciting sites and 
applications (oreilly.com-web 2.0). This conference was the beginning of the term Web 2.0. 
According to Governor (2009) and his colleagues, there are no distinct or universally accepted 
definitions of Web 2.0, but there are some fundamental facts about the Internet and Web 2.0:

→   “The internet is dynamic and is built on a constant churn of incremental updating at every 
level, from blog content and comments to infrastructure”

→   “Web 2.0 is about more than how the technology works; it is also about how the technology 
is used and its effects on the real world.”

(Governor et al., 2009: 1)

These fundamentals are highly interesting in terms of O´Reilly introduction of the Web 2.0. 
O`Reilly´s purpose for establish the term Web 2.0 was to distinguish the new and emerging 
activities where the Internet was evolving into dynamics and interactive knowledge creation, 
from previous static and passive web pages. Figure 4, exemplifies services working within Web 
1.0 and Web 2.0. This “model” was developed by O`Reilly in 2005 and it is not fully up-to-date. 
Therefore the researchers have developed one more classification, called beyond web 2.0, to 
exemplify companies and services working within the Web 2.0 today.  

Web 1.0 > Web 2.0 > Beyond Web 2.0

DoubleClick > Google AdSence > Google Webmaster central

Ofoto > Flickr <  > Flickr

Akamai > BitTorrent > Tribler

Mp3.com > Napster > Cloud based music streaming

Britannica Online > Wikipedia <  > Knol Google

Personal Websites > Blogging <  > Blogging + Twitter

Evite > Upcoming org. And EVDB > Facebook

Domain Name Speculation > Search engine optimalization <  > Search engine optimalization

Page Views > Cost per click > Pay for eyes (CPM)

Screen Scaping > Web services > Platform services

Publishing > Participation <  > Participation + Interconnection

Content management 
systems > Wikis <  > Wikis

Directories > Tagging <  > Tagging, Like’s and Pin’s

Stickiness > Syndication > RSS

Figure 4: Web 2.0 and beyond



21

BUSINESS MODELS IN THE WEB 2.0 ENVIRONMENT

The Basics of Web 2.0
O’Reilly (2007) sees Web 2.0 as ‘the network as platform’. It does not have hard boundaries, 
but rather a gravitational core. It consists of different principles and practices such as; 
recombination, recommendations, ratings, tagging, filtering, collaborative filtering, content 
sharing, Web applications, widgets and social networking. All these principles and practices 
constitute the world of Web 2.0, in the sense that they are all more or less facilitated and apply 
to various platforms in an interconnected Web with the central rule: Users add value (O’Reilly, 
2007). Social media guru Brian Solis explains the phenomenon as follows; Web 2.0 introduced 
the Social Web, which is about people communicating with each other using the tools that 
reach their respective online communities. Online communications and the creation, discovery, 
and sharing of content is the foundation for Web 2.0, Social Media and New PR (Solis & 
Breakenridge, 2009). For Web 2.0 companies, figuring out how to build services that get better 
as more people use them, it is fundamental to leverage consumer-self service to reach out to 
the entire web (O’Reilly, 2007).

For platform companies the key is to facilitate interconnection, spaces and infrastructure for 
user interaction, collaboration and creation. Web 2.0 thrives on network effects; services that 
get richer the more people interact with them, applications that get smarter the more people 
use them, marketing that is driven by word-of-mouth and experience, and applications that 
interact with each other to form a broader computing platform (Musser & O’Reilly, 2006). 

O’Reilly (2007) argues that some of the following seven key elements and competences have to 
be present in a firm to facilitate Web 2.0 and to be characterized as company operating within 
a Web 2.0 platform:

1.   Services, not packaged software, with cost-effective scalability.
2.   Control over unique, hard-to-recreate data sources that get richer as more people use them.
3.   Trusting users as co-developers.  
4.   Harnessing collective intelligence. 
5.   Leveraging the long tail through customer self-service.
6.   Software above the level of a single device.
7.   Lightweight user interfaces, development models, AND business models.  
(O’Reilly, 2007:37)   

In addition to O´Reilly (2007), Wirtz (2010) and his colleagues propose the following four broad 
factors as being fundamental to the Web 2.0 phenomenon: Social networking, Interaction ori-
entation, Personalization/ customization, and User added value. 



22

BUSINESS MODELS IN THE WEB 2.0 ENVIRONMENT

Social Networking
Social networking is described as a structure of human online interaction, and involves 
a numbers of participants. “Social networking services are often built around certain topics 
and aim at connecting friends, or involve assessment of products and services” (Wirtz et al., 
2010:276). It also provides a variety of ways for members to interact- from e-mailing to instant 
messaging to photo tagging (Click & Petit, 2010). User motivation of participating in social 
network is self-reflection, image building, entertainment, and access to applicable information. 
There are four sub-factors within social networking, social identity, social trust, virtual word of 
mouth and increasing consumer power. Social identity refers to users increasingly seek to belong 
to a specific group or want to manage their image in online environments. Online image has 
become an important motive for many social networks users (Wirtz, 2010: Gangadharbatla, 2008). 
Social trust is the self-assurance that people reciprocate beneficial behaviour in their inter-
actions with others. Social networks such as Wikipedia, where people participate and control 
the content, builds trust among the users. According to Wirtz and his colleagues (2010), social 
trust is very important in respect to product reviews and costumer opinion, with consumers 
who increasingly base their purchase decisions on opinions and information provided by users, 
rather than trusting the marketing information offered by companies. The virtual Word of 
Mouth can be defined as “information transfer between different parties via electronic applications 
such as blogs, review websites or even e-mails” (Wirtz et al., 2010:277). Research done by Kozinest 
(1999), investigating virtual Word of mouth found that online communities tend to develop 
trust, loyalty and heavy usage by socially reinforcing consumptions. “Increasing consumer power 
can be seen as a side effect of the rising interactions within the base” (Wirtz et al., 2010). It is 
important that firms are aware of the users’ opinions, and that users have the opportunity to 
influence the firms decisions. 

Interaction Orientation
Interaction orientation is concerned with firm’s ability to effectively manage the rising consumer 
demand for a more intense and authentic dialog between firms and consumers (Wirtz et al., 
2010; Rayport et al., 2005). According to Wirtz (2010) and his colleagues, there are four important 
factors within interaction orientation: costumer centricity, interaction configuration, costumer 
response, and cooperative value generation. Costumer centricity “puts customers centre stage and 
views them as the focal point of all business activities” (Wirtz et al., 2010:277). The interaction 
configuration pertains the way the interaction with customers is structured; it is concerned by 
what information is exchanged, with whom, and for what reason. The customer response refers 
to companies’ ability to manage the dialogue with its customers as well as developing capabili-
ties that allows the firm to react and reply to individual customer feedback. Simultaneously, 
codifying the acquired information is of importance in order to improve future customer dialogue. 
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The cooperative value generation is strictly connected to the capacity that captures the ability 
of a company to integrate customers into business transactions as equal cohorts; enabling the 
company to gain first hand information on how to improve services, products, and processes 
so as to develop and sustain a customer led competitive advantage (Wirtz et al., 2010). Ramani 
and Kumar (2008) imply that when adopting an interaction orientation a firm is able to; retain 
and attract their most valuable customers, develop their customers into a skilled resource for 
the firm, keep customers from competition by providing them with a sense of ownership of 
the firm, develop a dynamically portfolio of products/services, predict customer’s response, 
and that interaction orientation results in maximizing profits at every phase of activity 
across all customers. On the other hand, a firm not applying a sufficient degree of interaction  
orientation could lead to; a large base of unprofitable customers, uncontrolled and negative 
word of mouth, competitors gaining information about the firms vulnerable areas from the 
firms customers, inability to offer a relevant range of products/services, inability to plan the 
future, and poor marketing accountability leading to lower return on both marketing investments 
and profits (Ramani & Kumar, 2008)

Customization and Personalization
The customization and personalization is a discussed theme in the e-business literature, but 
according to Wirtz and his colleagues (2010), the concept needs to be extended in the Web 2.0 
context, given the changes in the Internet user behaviour. This theme is highly connected to 
the Web 2.0 phenomenon, and it is important that the users can customize their technology 
device to their own style, in order to use them. Personal customization, group customization 
and social customization are important factors in describing the theme. Personal customization 
is a concept that offers Internet users the option of reconfiguring websites according to their 
specific needs or preferences. This is highly important for Web 2.0 applications and platforms. 
The group personalization is about how users connect and share information about specific 
topics. Wirtz (2010) and his colleagues define group personalization as “increasing connected-
ness and ease of information dissemination now enables whole groups to build and enforce new 
configurations” (Wirtz el al., 2010:278). The social customization is concerned Internet com-
panies offering specifically customized products to distinct social layers. Tailoring products/ 
services to specific needs of individual/ group customers or customer segment creates value 
(Osterwalder, 2010). 

User-added value
Value propositions have the opportunity to create value for customer segments through a distinct 
mix of elements. According to Osterwalder (2010) value may be quantitative (price, speed of 
service) and qualitative (design, customer experience). The concept of user-added value is one 
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of the most intensely discussed aspects of Web 2.0. The phenomenon includes user-generated 
content, user generated creativity, user generated innovation, and sources of revenue (Wirtz et 
al., 2010). The user-generated content is highly linked to web pages such as Wikipedia and 
YouTube. It is including creations of profiles, whole websites, and media such as video and 
audio files, and it is “a trend that focused a whole range of institutes and businesses to integrate 
new applications to meet second generation Internet user demands” (Wirtz et al., 2010:278). 
The age group 13-34 consider user-generated content to be of the most relevant entertainment 
sources (Wirtz et al., 2010). This research underestimates the importance of user-generated 
content in Web 2.0.  User generated creativity is about the users proactively bringing a whole 
new perspective on established processes and approaches, so that users create innovative ideas 
for the future development of businesses. In other words it is about users becoming a critical 
part of the development of products and service innovation. This sub-factor is highly link to 
user-generated innovation, which explains that a huge amount of innovation takes place in an 
open software industry around the world (Wirtz et al., 2010: Dahlander et al., 2008). The last 
sub-factor within user added value is sources of revenue. This aspect describes how Internet 
users in Web 2.0 enable companies to optimize and broaden their product range. It is a very 
important factor in the Web 2.0, as companies see the ability of new structures to attract new 
users, and the consequent value the users add. 

Web 2.0 and beyond
The Web 2.0 is constantly evolving, new companies and industries emerge into the web, 
and technology is under constant development. Therefore, it is necessary to elaborate on 
the phenomenon and go beyond the already existing environment.  

In the introduction of Web 2.0, two fundamental facts for understanding the term were 
established. Over the years Web 2.0 has continued evolving into new directions, nevertheless 
the fundamentals still applies; 1) The internet is dynamic and constantly evolving. 2) Web 2.0 
is about more than how technology works. In 2009 O’Reilly Media and UBM TechWeb held 
another conference discussing the Web 2.0. (As a side note; this new conference is now a yearly 
event called the Web 2.0 Summit.) Based on the Web 2.0 summit in 2009, where several respected 
actors from successful companies operating in the Web 2.0 held presentations, Tim O’Reilly and 
John Battelle wrote a special report of how the Web 2.0 has evolved.  This report is a white paper6 
but nevertheless contains several key elements of how the Web 2.0 has developed over the recent 
years and gives to some extent insight of today’s situation of Web 2.0 and how the future will emerge.

As Battelle and O’Reilly (2009), Drennan and Mort (2002) point out that adding value to the 
consumer experience will demand that services anticipate and meet the need of the consumers. 

6 A white paper is an authoritative report or guide trying to help to solve a problem. White papers are normally used to 
help people make decisions and educate readers, and may function as consultation as to the details of new legislation.
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The consumer real-time physical location aspect because of the development of new devices 
and gadgets, such as Smartphone and tablets have made a change in consumer behaviour from 
sit and search to roam and receive (Drennan & Mort, 2002). The new offline/online aspects 
presented by the Smartphone’s put emphasize on the virtual versus the real-world environment 
of the consumers. New social networks are evolving connecting the virtual and online environ-
ment more than ever before. As an example one can look at Pinterest. Pinterest is the fastest 
growing social online-network since Facebook, and are now the third most visited social 
network in the US, with 104 million visits in March. As of the first quarter of 2012, Pinterest’s 
social community amounts to 11.7 million registered users (blog.hubsport.com – Pinterest). 
Pinterest is an online visual pin board that encourages its members to collect, organize, and 
share inspirations through the ability to discover and follow other people’s postings (pins) - 
pictures and videos of things that interest them. The social community reassembles a huge online 
shopping catalogue where people can discover new things – products, idea’s, news etc. - hand-
picked by other people who share the same interest. The sign-up process for Pinterest enables 
new members to log-in using their Facebook or Twitter account, enabling instant cross-platform 
sharing traffic, and facilitates viral effects between the platforms. ‘Pinning’ is the central activity 
for sharing within the community. Through the usage of mobile and tablets, Pinterest lets users 
‘pin’ the offline world using their mobile camera, while ‘pin share-buttons’ and URLs are used 
to share online findings. This puts emphasis on how the virtual and real-life consumers are 
being interconnected more than ever both with each other, and as a part of the Web 2.0.

Pookulangara and Koesler (2011) looked at the cultural influence on consumers’ usage of social 
networks and its impact on online purchase intention. They state that technology to a considerable 
extent is socially and culturally constructed and can therefore not be separated from human 
beings. Culture influences lifestyle, and lifestyle influences how individuals communicate and 
interact with new media technologies in this sense, social networks have become a “cultural 
phenomenon” in its own. Whether this cultural influence is shaping social networks or if 
social networks are shaping culture becomes the question. Either way, Social networking has 
developed a new culture that is no longer just shaped by any individual values and ideologies, 
but also by new rituals and communication tools derived from the social space of Web 2.0.

Beside Pinterest, other new powerful platforms like Twitter, Facebook and YouTube have been 
introduced since the development in 2004, demonstrating that value is facilitated by the software, 
but also that the communities of connected users are important co-creators. These platforms 
have shown that collective intelligence applications are dependent on responding to massive 
amounts of user-generated data in real time through management and understanding (Battelle 
& O’Reilly, 2009). Another important aspect is the introduction of sensors as drivers for collective 



26

BUSINESS MODELS IN THE WEB 2.0 ENVIRONMENT

intelligence and not just humans typing on keyboards. Smartphone’s, iPad’s, cameras and other 
devices have become the eyes and ears for applications. Sensors in these devices tell us where we 
are, what we are looking at and how fast we are moving; data is being collected, presented, and acted 
upon in real time (Battelle & O’Reilly, 2009:1). This proposes that the sought Web 3.0 should con-
tain the semantic web, the sentient web, the social web, and even more. (Battelle & O’Reilly, 2009) 

The web is rapidly becoming the world in that everyone and everything is casting an “information 
shadow”, in other words a trail of data that can when captured and processed intelligently, create 
astonishing opportunities. Opposed to the term Web 3.0, O’Reilly and Battelle (2009) suggest the 
term Web Squared as a more correct term to describe the phenomenon. People leave information 
shadows all over the Internet; books have information shadows on e.g. Amazon, eBay, Twitter, blogs 
and Google Book Search. The same applies for music as songs have information shadows on e.g. 
Spotify, GrooveShark, WiMP, iTunes, and Facebook. All these information shadows eventually 
makes the need for explicit metadata less important. Sensors and monitoring prog-rams in combi-
nation with human partners makes programs able to recognize faces, share news, add tags to tweets 
and much more. In adding value for themselves people are adding value to the social web as well. 
People extend their devices and their devices extend them (Battelle & O’Reilly, 2009).  

Authors Years Key Components of the Web 2.0

Kozinets 1999 Online communities, social interaction, co-creation

O`Reilly 2007 Network as platform, user added value, co-developers

Battelle & O´Reilly 2009 Co-creators, collective intelligence, web square, user added value

Wirtz 2010 Social networking, interaction orientation, customization and 
personalization, user added value

3.3 Business models

In the previous section the term Web 2.0 was introduced. The following two sections will 
introduce the business model concept, followed by business models in the Web 2.0 environment, 
and finally an exemplification of business models.  

The term of business model is often used out of context and can be confusing as a concept. 
Business model is often closely linked up to the term strategy, but a business model is not the 
same thing as a strategy, even though people use the terms interchangeably today. Strategy is 
a conscious plan to align the firm with opportunities and threats posed by its environment 
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(Chesbrough et al., 2006: Ansoff, 1965). Business models describe, as system, how the pieces of 
a business fit together. Nevertheless business models do not factor in one critical dimensions of 
performance: competitors. Sooner or later- and it is usually sooner- every company runs into 
competitors (Magretta, 2002) but; “dealing with this reality is strategy´s job” (Magretta, 2002:7). 
This support Seddon`s argument: strategy seems more concerned with competition between 
companies, whereas business models are more concerned with the core logic that enables firms 
to create value for its customers and owners (Seddon et al., 2003). 

Academics around the world have moved towards a simplification of a business model (Popp, 
2011). In the early 20th century King C. Gillette invented a business model, known as the 
“razor and blades business model”. The razor and blades strategy is a simple business model: 
“sacrifice the returns-maybe even lose money-on the razor but make a boatloads of profits on 
the blades” (Picker, 2011:226). This new way of thinking business was revolutionary and has 
been a template for other businesses e.g. cell phones (cheap) and airtime (expensive). Business 
models are often linked to the names of firms: the “McDonalds business model” (Franchising 
model) or the “South West Airline business model” (low cost airline model) (Baden-Fuller et 
al., 2010). Nowadays, the type of business models might depend on how technology is used. 
With the rise of the Web 2.0, new business models have emerged, but in order to elaborate it 
is important to understand and define what a business model actually is. A business model is 
like an outline for a strategy to be implemented through organizational structures, processes 
and systems. There are no generally accepted definitions of the term business model, but there 
are several definitions, and they are all determined by the focus of analysis (Baden-Fuller et al., 
2010). Teece (2010) defines business models as “how a firm delivers value to customers and 
convert payment into profits” (Teece 2010:173). Gambardella & McGahan (2010) define business 
models as “ a mechanism for turning ideas into revenue at reasonable cost” (Gambardella et al., 
2010; 263). Osterwalder’s (2010) describes business models as the rational of how an organiza-
tion creates, delivers and captures value (Osterwalder, 2010). In the description of the business 
model, Osterwalder (2010) has developed the business model canvas, which includes nine 
building blocks that show the logic of how companies intend to make money. These building 
blocks cover the four parts of a business: customers, offer, infrastructure, and financial viability 
(Osterwalder, 2010).  

Business Models in a Web 2.0 environment. 
As previously mentioned, business models reflect how organizations creates, delivers and 
capture value (Osterwalder, 2010). Chen (2009) argues that information and communication 
technology has altered the necessities for managing and building a successful business. Business 
models on the web evolve rapidly and disruptive technologies require new business models. 
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Wirtz (2010) and his colleagues have developed a model that describes four important dimensions 
of business models in Web 2.0 (Wirtz et al., 2010). The model is classified into four C’s, and “is 
intended to be straightforward yet holistic and exhaustive, covering the vast majority of classical 
business activities on Internet markets” (Wirtz et al., 2010:274). The four types of prototypical 
Internet business models are; Content, Commerce, Context and Connection (Wirtz et al., 2010; 
Wirtz et al., 2003). These four taxonomies are divided separately, but it is important to note that 
many Internet ventures employ several of these at once, in integration or hybrid versions. 

Content
The content oriented business model focus upon the collection, selection, distribution, 
compilation, and/ or presentation of online content. “Their value proposition is to provide con-
venient, user-friendly online access to various types of relevant content”(Wirtz el at., 2010:274). 
The revenues in this type of business model are depending on indirect, transaction- independent 
revenue stream, in particular online advertising, but also progressively pursuing direct revenue 
streams, particular for premium content. 

Commerce
The commerce oriented business model focus on the negotiation, initiation, payment and 
delivery aspects of trade transactions using online media. Firms operating in this business 
model offer cost efficient transactions for buyers and sellers of goods or services. The commerce 
oriented business model is closely linked up to Chen´s (2009) taxonomy, merchandising online. 
It is a very specialized niche market proven for large revenue companies who move online 
(Chen, 2009). “Companies focusing on this business models use electronic Internet-based processes 
to substitute or support traditional transaction functions and arenas, creating direct revenue 
streams in the form of sales revenues, as well as indirect revenue streams such as commission” 
(Wirtz et al., 2010:275). Firms operating in this business models are: Dell Computers, Amazon, 
eBay and others (Chen, 2009). 

Context
The context oriented business models, “primarily structure information already existing on 
the Internet, rather than creating new” (Wirtz el al., 2010:275). Firms operating within this 
business model aim to increase transparency and reduce complexity, to help Internet users 
navigate through the abundance of websites and identify those that fit the users’ specific needs. 
Chen´s (2009) taxonomy for this type of business model is, online advertising. The online sites 
require significant traffic, and the business models are mostly relying on indirect, transaction-
independent revenue streams, such as online advertising (Wirtz et al., 2010). Firms operating 
within this business model are: Google, Yahoo, Hotmail and others (Chen 2009). 
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Connection
The connection oriented business models, “aim at providing the network infrastructure that ena-
bles users participations in online networks, either on a physical interconnection level or a virtual 
intraconnection level, where providers offer internet communication services such as emailing 
or instant messaging” (Wirtz et al., 2010:275). The interconnection business models generate 
revenues on subscription, whereby intraconnection business models are primarily based on 
indirect, transaction-independent revenue sources. IT-services, network and communication 
providers like EarthLink usually operates within this business model (Wirtz et al., 2010).

3.4 Types of business models

Different scholars and academics have adopted different ways of categorize and view business 
model. Baden-Fuller and Morgan (2010) argues that business models play multiple roles as 
they can act as recipes, scientific models, scale models or role models. Business models can 
play any of these roles or all, and often at the same time (Baden-Fuller & Morgan, 2010). 
Rappa (2008) has attempted to present a cogent and comprehensive taxonomy of business 
models online. According to Rappa (2008), business models on the web can be categorized 
into nine generic models; brokerage model, advertising model, informediary model, merchant 
model, manufacturing model, affiliate model, community model, subscription model and utility 
model. This thesis will not elaborate on the different types of business models developed by 
Rappa, instead it will use Osterwalder’s (2010) categorization of business models. Osterwalder 
(2010) describes business models with similarity to the nine building blocks, mentioned in the 
business model section. He calls these similarities business model patterns. This section will 
categorize basic business models and elaborate on the different perspectives of each business 
model. It is important to note that Osterwalder’s work is not distinct for business models and 
business models will continue to evolve.

Unbundling7 business model
The perception of the “unbundled” business model holds that there are three fundamentally 
diverse types of business models: customer relationship businesses, product innovation business, 
and infrastructure businesses (Osterwalder, 2010; Hagel & Singer, 1999). Hagel and Singer (1999) 
describes the three models in combination with aspects of economic, culture and competition, 
and that these types may co-exist within a single company, but “ideally they are “unbundled” 
into separate entities in order to avoid conflicts or undesirable trade-offs” (Osterwalder, 2010:57; 
Hagel & Singer, 1999). 

7 The process of breaking apart something into smaller parts (www.businessdictionary.com). 
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Hagel and Singer (1999) elaborate that the mobile telecom industry and private banking industry 
are examples of industries working within this business model. The mobile industry is no longer 
competing on network quality, but they are sharing network deals with competitors. This is 
because the industry realized that their key assets is no longer the network, it is their brand and 
their costumer relationship (Osterwalder, 2010). The characteristics of this business model is 
closely linked to Chen (2009) and Rappa (2008), taxonomy of the “community model”. They 
claim that users invest time and emotion on the purchase situation, and that revenue is based 
on additional products. It is the brand that is important for the users and the relationship with 
the brand is a success in a purchase situation. 

The Long Tail
The long tail is about “selling less of more”. They primarily focus on offering a large number of 
niche products, each of which sells relatively infrequently (Osterwalder 2010; Anderson, 2006). 
Anderson developed the long tail concept in 2006, and it was coined to describe a “shift in the 
media business of “hit” items in large volumes toward selling a very large number of niche items, 
each in relatively small quantities” (Osterwalder, 2010:68; Anderson, 2009). It is important to 
note that the long tail business model focus on value proposition for users, and it facilitates 
and build on user-generated content. 

There are several industries and companies who apply the Long Tail business model. Typical 
examples of firms operating within the business model are Lego and firms operating in the 
book publishing industry. According to Osterwalder (2010), the business model usually relies 
on the Web 2.0, to build customer relationship and act as a transaction channel. The long tail 
business model revenue streams vary a lot, but there are some similarities from Chen (2009) 
and Rappa (2008) taxonomy of business models. The revenue stream is often coming from 
subscription models, where users pay for access where high-value added content is essential 
(Chen 2009; Rappa 2008). Revenue can also come from adverting, where web-page works as a 
broadcaster providing content, or the revenue are based on product sales. 

Multi-sided platforms
This business model brings together “two or more distinct but independent group of customers” 
(Osterwalder, 2010:77). The value created in this type business model only applies when at 
least two user-groups are present, and is about facilitating interaction between the different 
user-groups. The platform can both on both physical products such as credit cards, or services 
like eBay (Eisenmann et al., 2006). The growth in value in a multisided platform is when the 
platform attracts more users. This phenomenon is well known in Web 2.0 services, and it is called 
the network effect. According to Osterwalder (2010), the value proposition is usually created in 
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three main areas: “First, attracting user groups; second, matchmaking between customer segments; 
third, reducing costs by channeling transactions through the platform” (Osterwalder, 2010:87). 

There are several well-known companies working within the multi-sided business model. 
Companies like Google, Sony, and Apple are all working within this business model. A common 
similarity for these companies is that they have a distinct structure, meaning that they have two 
or more customers segments, each having its own value proposition and associated value pro-
position (Osterwalder, 2010). The revenue streams for business models working within the multi-
sided platforms comes from either “informediary streams”, where companies sell data about 
consumers and their buying habits (Google), or the “manufacturer model”, where companies 
reach buyer directly and cut the distribution channels (Apple) (Chen, 2009: Rappa, 2008).  

Free
In the free business model, “at least one substantial customer segment is able to continuously 
benefit from a free of charge offer”(Osterwalder, 2010:89). The idea behind this business model 
is that non-paying customers are financed by other parts of the business model or another 
customer segments. The customer relationship has to be computerized and low cost in order 
to handle large numbers of free users. According to Anderson (2009), the free business model 
tends to fall into four main categories:

Free 1: Direct cross subsidies
This business model is about products that entice you to pay for something else rather than 
the actual product. The whole idea is that customers will eventually pay, one way or another 
(Anderson, 2009). This business model is closely linked to the well know “bait & hook” model 
whereby a free or inexpensive initial lures customers to repeat purchases. Companies make little 
or no money on the actual product, but the customers are determining to repeat purchase of high-
margin products or service, attach to the product (Osterwalder, 2010). Examples of companies 
working within this business model are: mobile companies, Gillette, and Nespresso. 

Free 2: The three-party market
This model is the most common business model in today’s market. It is build around free as a 
three party system, meaning that one side of the party gets content and the service software for 
free, while another party pays for it. The idea behind this business model is that free product or 
services generate high platform traffic and increase attractiveness to advertisers (Osterwalder, 
2010). Newspapers especially online use this business model regularly. The newspapers make 
money around free content, “from selling information about consumer to brand licensing, val-
ue added subscription, and direct e-commerce” (Anderson, 2009:25). This model is also closely 
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linked up to two-sided market theory, where two 
distinct user groups support each other, either direct 
or indirect. 

Free 3: Freemium 
This term was developed by venture capitalist Fred 
Wilson, and it is one of the most used Web 2.0 
business models (Anderson, 2009). “The Freemium 
model is characterized by a large base of free service 
users subsidized by a small base of paying users” 
(Osterwalder, 2010:103). The users enjoy the basic 
service for free and they have the opportunity to 
pay for a premium version that offers additional 
benefits. These benefits are often niche features 
attached to the actual product. Most digital service 
follows what Anderson (2009) calls the five percent 
rule, meaning that five percent of the users support 
the rest of the users. Skype and Flickr are examples 
working within this business model. 

Free 4: Nonmonetary markets
This business model is based on “anything people choose to give away with no expectation or 
payment” (Anderson, 2006:27). Companies working within this model hope to create attention 
and reputation in order to give the customers the product/ service for free. There are several 
forms of this business model; gift economy, labor exchange as well as piracy.

Open business model
Applying an open business model is about creating and capture value by systematically collab-
orating with outside partners. This happens either “outside-in” by exploiting external ideas 
within the company, or “inside-out” by providing parties with assets or ideas lying idle within 
the company (Osterwalder, 2010). This business model is mainly about innovation, and Ches-
brough (2006) argues that in a world characterized by distributing knowledge, companies 
can create more value and better exploit their own research by integrating outside knowledge, 
intellectual property, and products into their own innovation process. Procter & Gamble, 
GlaxoSmithKline and Innocentive are companies working within this business model. 
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Authors Year Key components of business 
models

Hagel & Singer 1999 Economic, culture, competition, 
co-exists

Anderson 2009 Free business model, Freemium, 
long tail

Chen 2009 Subscription model, content, 
commerce, context

Wirtz 2010 Content, commerce, context, 
connection

Osterwalder 2010
Types of business models: 
unbulding, long tail, multi-sided, 
free, open business model

3.5 The Online Consumer

It is a fair argument that everyone with Internet connection and general computing skills is a 
potential online consumer. The author of the Book “Grown up Digital”, Tapscott (2009), classifies 
the online consumers into four different generations:

-   The Baby Boom Generation (Born between 1944 and 1964).
-   Generation X (Born between 1965 and 1976) also called the Baby Bust.
-   The Net Generation (Born between 1977 and 1997) also called Generation Y.
-   Generation Next (Born from 1998 to present) also called Generation Z.

(Tapscott, 2009:16)

Furthermore, Tapscott (2009) found in a comprehensive global survey that young people grown 
up with Internet, social media, computer-games and mobile-phones as an integrated part of every-
day life, was ‘wired’ differently, having a different perspective on technology:“…Kids came to view 
technology as just another part of their environment, and they soaked it up along with everything else. 
For many kids, using technology is as natural as breathing” (Tapscott, 2009:18). The Net gen-
eration, Generation Y or “the up and coming” generation is also classified by others than Tapscott 
using other measurements of age. Noble and his colleagues (2009): Engebretson, 2004) argues 
that Generation Y are those born between 1977 and 1994, Kennedy (2001) use the term “up and 
coming generation” born from 1982-2002, while Djamasbi et al. (2011) argues Generation Y are 
those born between 1977 and 1990. In this thesis the term Net Generation or ‘Net Gens’ will be 
used, furthermore ‘Net Gens’ initially will be described and classified as consumers born between 
1977 and 2000. In other words, consumers aged from 12 to 35 years of age in 2012. 
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The shift in this generations perception of the world, are important to understand, when 
confronting them as consumers. The Internet has presented the opportunity to choose what to 
buy, where to work, when to do things – whether it is buying a book or communicating with 
friends. The role of social networks is affecting this generations shopping habits in a profound 
way. The power of the Web 2.0 to decentralize knowledge has prompted a radical shift in 
power from producer of products to the consumer. The increased access to information about 
products and services facilitated by the Social Web, have created an environment that Tapscott 
(2009) argues can discern true value for the consumers. Facilitated by the Web 2.0, companies 
now have the ability to turn consumers in to producers. The Net Gens are a product of techno-
logy, but the technology is also being change by the Net Gens. The Web 2.0 is a two way street 
of new interconnected technologies facilitating social interaction through collaboration and 
contribution that again influence and change technology. The Net Gens is becoming the new 
influencers and Social Networks provide the access and exchange of this information. 

Technology Acceptance Model 3 (TAM 3)
Even though Net Gens are becoming influencers and are using social networks to access and 
exchange information about products and services, there are several other factors that will have 
an impact for a user in choosing a service. The Technology Acceptance Model (TAM) is one of 
the most common models used to explain the behavioral intention for users to use a techno-
logical innovation (Pookulangara & Koesler, 2011). Furthermore, the TAM 3 emphasizes the 
unique process and role related to Perceived Usefulness and Perceived Ease of Use. Perceived 
Ease of Use concerns to which degree a person believes that using a particular system, service 
or product would enhance either job performances or the simplicity of listening to music. This is 
affected by self-efficacy that refers to how a user is judging his own capabilities to use a system, 
product or a service (Pookulangara & Koesler, 2011).

Perceived usefulness reflects to what degree a user believes that using a service or product would 
be free of effort and worth investing in whether it is time or money. This is affected by the 
subjective norm and social search. Subjective norm suggest that behavior is instigated by the users 
desire to act as important referents think one should act, or as these others actually act. One can 
say that, subjective norm are the perceived social pressures by e.g. friends, family or society, 
when the user decides to behave in a certain way (Pookulangara & Koesler, 2011: Bearden et al., 
1989). Social search is the process of finding information about a product/service with the 
assistance of social resources (Morris et al., 2010). This can be through friends and family as well 
as search on the Web. Searching on the web is often a search over existing databases of content 
previously provided by other users, such as searching for public opinions through networks 
such as Facebook and Pinterest, micro-blogs such at Twitter or websites such as Amazon.
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Perceived Usefulness is a strong predictor for behavioral intention (Venkatesh and Bala, 2008), 
which is also affected by Perceived ease of use because it has a significant positive influence on 
intention (Lee et al., 2003).

3.6 Content in a Web 2.0 Environment

Content in a Music 2.0 Environment
A problem stemming from the popularity of P2P8-networks is, that it has generated a ‘culture of 
free’ for many consumers of music: “…Consumers have to get used to paying for music services 
online, and disconnect from the “free” music networks that are so widely available today. If record 
companies expect people to pay, they will have to make it much easier and infinitely more con-
venient and rewarding to buy music rather than to steal it, and must add a lot of other values to be 
competitive.” (Kusek, D. & Gerd, L., 2005, p. 90-91) The current legal paid services are striving 
to compete with the catalogue sizes of P2P-networks and consequently this puts emphasis on 
the legal online distributors to create and add services and value to the user by different means. 
Adding value beyond the content of the service could be in forms of accessibility, social inter-
action and niche features.

The accessibility of a company relates to making content easy, smart and user friendly. When 
it comes to payment of online content one third of the online users in Europe, according to 
Nielsen (2010), agree that it should be easy to pay for content. Nevertheless the two remaining 
thirds did either not have an opinion about it or disagreed. This put emphasis on that easy pay-
ment is not necessarily a driver in making online persuading decisions.  In contrast the survey 
also show that more than half of the respondents in Europe would prefer to pay for individual 
pieces of content from websites instead of subscribing to an entire platform. When it comes 
to willingness to pay for social media e.g. social communities, podcasts, consumer generated 
videos and blogs, the vast majority (77%-85%) will not pay.

Content in a News 2.0 environment
Based on the Nielsen survey (2010), more than three out of four users believe if they already 
subscribe to a newspaper they should have free access to the papers content on their online news 
service. The majority of the consumers (79%) also said that if online news sources started with 
subscription models or pay walls, they would no longer use the news service. This is based on 
their assumption that they can find the same content other places for free. With online-only 
services, only 31% would consider paying them, which put emphasis on the challenges a Web 
2.0 news service face. Advertising alone may not carry most media companies online. Some 

8 Peer-to-peer (abbreviated to P2P) refers to a computer network in which each computer in the network can act as a 
client or server for the other computers in the network, allowing shared access to files and peripherals without the 
need for a central server. P2P networks can be set up in the home, a business or over the Internet.
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online news services look to mass-produce media content through social network and profit 
from advertising through these networks such as Facebook, YouTube and Twitter. Others 
integrate ad-supported videos but in general the industry is starting to look to a combination 
of advertising and direct payments (Nielsen, 2010). Nevertheless, online, 47% of Nielsen’s 
respondents are willing to accept more advertising to subsidize for online content. Many of the 
consumers (64%) have the opinion that pay models and advertising are mutually exclusive and 
the same percentage agree that if online content should be paid for, it has to be ad-free.

The question of how to add extra value to content, are of importance in understanding how to 
attract and keep consumers at a Web 2.0 service through finding the value-adding preferences, 
as well as  value proposals towards the consumers. 

3.7 Value 

Value is often used to understand why, how, and to what degree people should value things; 
whether it is an object, idea, person, service or anything else. The value approach is used in 
several contexts of psychology, sociology, and economics, which are areas applied within 
marketing management. There are several definitions for consumer value; Zeithaml (1988) 
definition is, “value is the consumers overall assessment of the utility of a product based on 
perceptions of what is received and what is given” (Zeithaml, 1988:14), whereby Holbrook 
(1999) defines consumer value as an, “interactive relativistic preference experience” (Holbrook, 
2006:715). It is necessary to understand the consumer value perspective in order to be competitive 
and to establish long-term relationship with the users. From an consumer perspective, consumer 
value can be seen as a more holistic and personal view of quality: it is a subjective valuation of 
both positive and negative consequences of using a product or service, e.g. the ultimate reason 
that people buy what they buy (Rintamäki et al., 2007; Sheth et al., 1991; Woodruff, 1997). 
From a company´s perspective, these buying motives should be captured in a customer value 
proposition, and made a strategic priority issue (Rintamäki et al., 2007).

Customer Value Proposition
Customer value proposition is a widely used term in business and markets. There are no 
agreements in regard to what constitute a costumer value proposition, and several contributions 
have developed the CVP9 concept further. First, Kambil (1996) and his colleagues suggested a 
value map for developing CVP (Frow & Paynes, 2011: Kambil, 1996). Second, Lanning (1998) 
adopted an experiential, interactive, and relationship-based perspective (Frow & Paynes, 2011: 
Lanning, 1998). Third, Anderson and his colleagues classify the value proposition into three 

9 CVP= Customer value proposition
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types; “all benefits, favorable point of differences, and resonating focus (Anderson et al., 2006). 
Finally, Rintamäki (2007) and his colleagues identify four categories of CVP: economic, func-
tional, emotional, and symbolic. This thesis will elaborate on Rintamäki´s (2007) categorization 
of CVP, because their contribution provides the bet insight on customer experience. 

Economic CVP
The economic value reflects the utilitarian value that is created by cutting down on sacrifices. 
One of the most important drivers within economic value is price. Gale (1994) argues that 
economic value can be defined as the lowest price or the best tradeoff between quality and price 
(Rintamäki et al., 2007: Zeithaml 1988). This perspective is highly interesting in accordance 
with the online industry, because most of the products/ services are free, and the qualities are 
often the same.

Functional CVP
The functional CVP is motivated primarily by appropriate solutions search for functional 
value. Sheth (1991) and his colleagues argues that functional value is the perceived value 
derived from an alternative’s capacity for functional, utilitarian, or psychical of performance 
(Rintamäki et al., 2007: Sheth et al., 1991). This type of value is often associated with products 
that meet the target customer’s needs. For example in the online music industry, Spotify gain 
competitive advantages by providing their customers with several features attached to the 
product. Functional values for an online music service can be; large music catalogue, offline 
mode, comparable on different devices, connected to Facebook and more. The functional- and 
economic value is often combined, in order to give the customers a great deal on the product/ 
service. The functionality of a product/ service has to reflect the price in order to give the 
customer an added value. 

Emotional CVP
Sheth and his colleagues define emotional value as the “perceived utility derived from an 
alternative’s capacity to arouse feelings or affecting states” (Sheth et al., 1991:161). The emotional 
perspective is often used in retail stores, where the stores add emotional aspects to products. 
In the Web 2.0, an emotional aspect of CVP is a new phenomenon, but there are some tools 
that can affect the customer’s emotions. Several companies working within the Web 2.0 such 
as: Spotify, Wimp, and TV2sporten, add an emotional aspect of their actual product/ service. 
They use tools such as blogs, Twitter, and Facebook, as well as YouTube and Vimeo to affect 
their customer’s feelings and emotions through text, images, sound and video. 
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Symbolic CVP
The symbolic value of a product/service, or a customer experience, can be defined as positive 
consumption that are attached to the product/service or communicated to others. Symbolic value 
is often developed from representing something other than the obvious function of the product/
service. Product or services can be chosen on other characteristics than the actual product. An 
example of this in a company working within the Web 2.0 is Spotify. Spotify’s actual product is music 
streaming service, but the embedded value proposition is “all the music, all the time” (spotify.com/
about). This “slogan” represents that the customers can listen to all the music, everywhere at anytime. 

Rintamäki (2007) and his colleagues made the four characteristics of CVP, with focus on the 
retail business. Nevertheless, the fundamentals can also apply to the problem field; the online 
media industry.  It is therefore necessary to include one more aspect that can improve customer 
value proposition, which is the Social CVP.

Social CVP
Sheth (1991) and his colleagues define social value as “the perceived utility acquired from an 
alternative association with one or more specific social groups” (Sheth et al., 1991:161). Social value 
is often driven by choices involving visible products and goods or services to be shared with 
others. Social class is often included in the theoretical part of social value. Hyman (1942) 
developed a research on reference group, where he suggested that individual behavior is influ-
enced by group membership (Sheth et al., 1991). This research demonstrates that social value 
affects consumer decision and purchases. The visibility in social network such as Facebook and 
Twitter, increases the social CVP. It gives the consumers the opportunity to share and select 
content. Companies like Wimp, Spotify, TV2sporten and DN increase their social CVP by being 
visible on different networks in the Web 2.0. 

In sum customer value proposition is about adding different aspects to the actual product/ 
service. By adding economic, functional, emotional, symbolic and social aspects to the product/ 
service, customers will decrease their barriers in their purchasing situation. If applied appro-
priately it will help create long-term relationships and loyalty to the product or service.

Authors Year Key components of online consumers and value

Sheth 1991 Functional value, Emotional value, Social value

Rintamäki, Kueesela, Mitronen 2007 Costumer value proposition; functional CVP, 
emotional CVP, symbolic CVP, social CVP

Tapscott 2009
Classification of the online consumer: baby boom 
generation, generation X, The net generation, 
generation next.

Pookulangara, Koesler 2011 Technology Acceptance Model (TAM 3)
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4.0 RESEARCH METHOD AND DATA-COLLECTION 

Before the implementation of the research design it is important to be clear about the role and 
purpose of research design. It is important to understand what research design is and what it 
is not. One need to know where design fits into the whole research process, from framing a 
question to finally analyzing and reporting data. (NYU, 2011) The research design refers to 
the strategy of integrating the different components of the research project in a cohesive and 
coherent way. The design should involve all the various components of the research project: 
the philosophical assumptions, the research method, which data collection techniques that will 
be used and the approach of the qualitative and quantitative (Myers, 2009).  

Philosophical worldviews and ideas remain mostly hidden in research but they still influence 
research and its practice and thereby need to be identified (Creswell, 2009). This thesis will 
implement the meaning of worldview as “a basic set of beliefs that guide action”(Creswell, 2009, 
p.6:Guba, 1990, p. 17). Opposite to beliefs, others name them: “paradigms (Lincoln & Guba, 
2000; Mertens, 1998); epistemologies and ontology’s (Crotty, 1998), or broadly conceived research 
methodologies (Neuman, 2000)”. (Cresswell, 2009, p. 6.).

 Cresswell (2009) discuss four different worldviews:

1.   Post positivism
2.   Social Constructivism
3.   Advocacy/Participatory
4.   Pragmatism

Pragmatic worldview/Approach
This thesis will apply a pragmatic worldview as it does not commit to a certain system of reality 
and philosophy. Through the use of a pragmatic worldview the doors will open to multiple 
methods, different worldviews, different assumptions as well as different forms of data collection 
and analysis (Cresswell, 2009). Multiple methods apply to mixed method research that draws 
from both quantitative and qualitative research and combine the methods. The idea is to 
integrate or connect qualitative and quantitative data in order to e.g. help identifying participants 
to a study or questions to ask for the other method. Alternatively, both sets of data can be merged 
into a single large database or the data can be used to reinforce each other. Creswell (2009) argues 
for three general and different strategies within mixed method:
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→   Sequential mixed methods. This method is used when the researcher wish to elaborate 
or expand on the findings of one method with another. This can be qualitative interviews 
for exploratory purposes further used in a quantitative survey to generalize results up 
against a population.

→   Concurrent mixed methods. This method is used when the researcher seek to merge 
quantitative and qualitative data in order to complete a comprehensive analysis of the 
research problem. This method collect both forms of data at the same time and then 
integrates the information in the interpretation of the overall results.

→   Transformative mixed methods. Here, the researcher uses theory as an overachieving 
perspective with a design that includes both set of data, qualitative and quantitative.  
The theory provides a framework for topics of interest, methods for collecting data and 
outcomes or changes anticipated by the study. Data collection could be of a method that 
involves a concurrent or a sequential approach. 

Research design
There are several research designs in mixed method theory. Creswell and Plano Clark (2007), 
identifies four different mixed method research designs, which are all based on decisions of the 
sequence of data collection, relative priority and stage at which integration of qualitative and 
quantitative components take place (Borrego et al., 2009).  

Triangulation design
The term triangulation design was first introduced by Denzin (1978), and the approach was to 
bring together complementary methods or data sources to offset weaknesses in each (Borrego 
et al., 2009). The data collection is collected currently in one phase, and “interpretation involves 
comparing the results of each to best understand the research questions” (Borrego et al., 2009; 
Creswell & Plano Clark, 2007; Morse, 1991). 

Embedded design
The embedded design is about a data set that provides a supportive, secondary role in a study 
based primarily on another data type (Creswell & Plano Clark, 2007). The principle of this 
research design is that one single data set is not satisfactory and that different questions need 
to be answered and that each question requires different type of data.  
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Explanatory design
Explanatory mixed method designs are “characterized by an initial and extensive quantitative 
phase built upon by a subsequent qualitative phase” (Borrego et al., 2009:59). According to 
Creswell and Plano Clark (2007), the overall purpose of explanatory design is that qualitative 
data helps explain or build upon initial quantitative results. 

Explorative design
The explorative mixed method design begins with a primary qualitative phase, and then the 
findings are validated by a quantitative result. The qualitative phase identifies vital factors, 
while the quantitative phase applies them to a more diverse sample (Borrego et al., 2009: 
Creswell & Plano Clark, 2007). 

Approach for this thesis
In order to provide the best possible understanding of the research question and the overall 
problem, the design of the thesis will be explorative, applying a sequential mixed method 
through a pragmatic worldview. Due to limited research and the complexity of the research 
topic it is appropriate to apply a qualitative phase to identify the vital factors in how to keep 
and attract consumers to a Web 2.0 service. In order to elaborate on the qualitative findings a 
quantitative survey will be applied to a more diverse sample with the intention of generalize 
the results against a population. A generalization of the results is necessary to answer to overall 
question and provide an understanding of how a Web 2.0 service operating within the online 
media industry should apply business models, in order to keep and attract consumers to 
achieve to overall purpose of creating profit.

4.1 Qualitative Research

According to Gordon (2011), qualitative research is in general defined as ‘the meaning of 
behavior’. The heart of qualitative research is to get an understanding of why individuals and 
groups think the way they do (Gordon 2011: Keegan 2009). While quantitative method is about 
the number of objects in things and actions, qualitative method is more about revealing variation 
between different things and actions. In other words qualitative method is about identifying how 
humans interpret and put meaning to different situations, objects and symbols (Askheim and 
Grenness, 2008). Qualitative method is used when a researcher have a little or no knowledge 
about a theme or a problem statement. The analytical work by choosing this research method 
is to gain information about the topic area that is being examined. Analytical methods that are 
being used are individual or group discussions. The purpose of this method is to collect data 
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to gain information/understand a phenomenon or a topic area. Qualitative methods can be 
used to identify several factors: 

→   Reveal the intentions and motives behind the interviewee’s behavior, which is done 
by probing

→   Uncover behavior, which is done through observation 
→   Identify the consequences of actual behavior, which can be done through both observation 

and non-observation

(Askheim and Grenness, 2008)

By using qualitative method one can observe things in a natural setting in e.g. focus groups, or 
one can choose to go deep to reveal latent and hidden needs through probing in e.g. in-depth 
interviews. There are also projective techniques such as; word associations, role play and 3’d 
person (indirect technique) as well as case studies and action-oriented research (Askheim and 
Grenness, 2008). 

Attitude and behavior are created by the meaning one put to things, while opinions are constructed 
in a social context. The benefit of doing interviews is that the data that is being collected from the 
respondent are situated within their own context (Daymon and Holloway, 2011). On this basis 
it was decided to acquire information for further use in the thesis by in-depth interviews. 
Daymon and Holloway (2011) argue that there are different types of in-depth interviews 
ranging from unstructured interviews to structured interviews. By using in-depth interviews 
the interviewer achieve personal communication by personally doing face-to-face interviews 
with the respondent. In contrast an observation analysis would only tell what the respondent 
actually do and not why. An in-depth interview will provide the possibility to build trust and 
safety with the respondent. If the respondent feel safe and is under the impression that he/she 
is interviewed by a trustworthy person, the odds of getting the respondent to be honest and 
open-minded are greater. Trust allows the researcher to go in depth on current topics and 
in that way facilitate how to find actual motives and intensions for behavior (Askheim and 
Grennes, 2008). Another advantage of applying qualitative method is that the researcher will 
get the opportunity through in-depth interviews to disclose latent needs. Latent needs are 
underlying needs that are there but the consumer has yet to recognize, in other words; hidden 
motives/needs (Slater and Narver 1998). It is reasonable to say that discovering consumers’ 
latent needs will be important information that can be used further.
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4.2 The Qualitative Approach in this Thesis

This thesis will apply in-depth interviews because the individual’s experience and opinions is 
in our interest in order to discover motives and attitudes behind choosing an online service. 
The conversation between researcher and the respondent is applied because the theme demands 
a certain amount of trust. In addition, interviews are flexible and allow the researcher to 
develop and understand of the interviewees perspectives (Daymon and Holloway 2011). As 
Daymon and Holloway (2011) argue there are different techniques for transcription of interviews. 
Complete transcription where you write everything that is said, and strategic transcription. 
Within strategic transcription you can choose between structured, semi-structured and  
unstructured interviews (Askheim and Grenness, 2008). Since the already collected informa-
tion has given some pre-knowledge about the field of interest, the researchers want to have 
the possibility to explore some replies more thoroughly by asking follow-up questions. It has 
therefore been chosen to apply a semi-structure on the interviews. 

Semi-structured interviews contain an interview guide that focus on the topics or issues that 
have to be covered, followed by lines of enquiries. In semi-structured interviews the sequencing 
of questions is not necessarily the same for every respondent as it is dependent on the process 
and replies of each respondent individually. Nevertheless the interview guide ensures that similar 
data is collected, as it allows the researcher to develop questions prior to the interviews and 
thereby act as a guideline for the interview (Daymon and Holloway, 2011). Even if the interview 
guide may be long and detailed, the researcher does not need to follow it strictly. This is because 
the aim is to understand the perspectives of the respondents and to collaboratively create a 
meaningful account of the topic are of interest (Daymon and Holloway, 2011). The use of semi-
structured interviews will in other words give the researcher the possibility to compare the 
respondent’s replies, and at the same time possibilities to work certain subjects more thoroughly. 
It will thereby in contradiction to unstructured interviews make it easier to both analyze the 
results and to use them compared to the problem field (Askheim and Grenness, 2008)

4.3 Analysis of the interviews

From problem field to interview
This part of the analysis is included in order to help structuring the actual interview guide. 

The literature search on the problem field gives an understanding of the creative industry, even 
more specific the online media industry.  It also provides insight on how the industry works 
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with two sided-markets with stakeholders on each side as well as thorough insight on the 
case companies. Even though the case companies are all within the online media industry, 
they are operating within two different segments of the online media industry, namely; the 
online music industry and the online news industry. In terms of the research question; How to 
attract and keep users using web 2.0 based services in media industry (in order to create profit)?, 
– findings (Nielsen survey (2010) suggests that there low willingness to pay for web 2.0 based 
services as a consequence of the availability to get both music and news for free. Music is 
accessible for free either through torrents or streaming sites such as YouTube and SoundCloud, 
while most online news sites are available for free except certain online news providers applying 
a subscription model. The thesis operates on the assumption based on theorization that a Web 
2.0 service is dependent on its users in order to make profit in a two-sided market. Nevertheless 
the investigation of the problem field does not leave us with either a conclusive or an appropriate 
level of knowledge on how to attract and keep consumers to a web 2.0 based media service. 
Theories around the online consumer and their use of technology (TAM 3 model), as well as 
content and value provides an indication of important factors in keeping and attracting 
consumers and will be used as a starting point in  designing the questions. 

It is appropriate to focus the semi-structured interviews around the topic areas of Web 2.0 
including different platforms, emerging devices and offline/online aspects as well as Value, 
TAM 3 and service content in order to gain more insight and knowledge both about our 
problem field and on what make users attracted and loyal to a Web 2.0 media service. 

Interview guide for the semi-structured interviews
The semi-structured interviews will be done through Skype10 meetings or meetings at a pre-
agreed location. As far as possible the interviews will be in a setting that is natural to the 
respondents and within their social context where they feel safe. Because of time constraints 
and resources available, the interviews have been divided between the researchers. This means 
that only one of the researchers will be present during each interview. The interviews will be 
recorded. Of the respondents contacted, the majority did not approve to be videotaped, there-
fore there will be no collection of symbolic communication other than what the researcher get 
from doing the actual interview. . The length of the interviews are initially planned to last for 
about 30 minutes. This is done due to researchers previous experiences of respondents that 
tend to lose concentration if the interview is dragged out to far.

Introduction for the interviews:
The respondent will be informed of which of us will be present during the interview. Each of 
the interviews will start with the researcher present explaining who he is, where he is from, 

10 Skype is an online software where people can have  conversations with each other through using webcam and 
microphone
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and in what context the interview is done. Furthermore the objective of the interviews will be 
explained; that the respondent will be anonymous and that their answers will be applied in a 
thesis. The researcher will also ask for permission to use a recorder under the premises that the 
information will be shredded when the thesis is delivered. 

Questions
The goal of the research is to gain insight and an indication on how ‘Net Gens’ use news and music 
both offline and online, as well as attitudes towards Web 2.0 services and online purchasing. 
Furthermore to use the results from the semi-structured interviews for exploratory purposes 
further used in a quantitative survey to generalize results up against a population.

Based on the theorization and the description of the problem field using different sources to 
acquire necessary knowledge an interview guide was made. In the interview guide, questions 
were categorized into five different topic areas; 1) Use, 2) Content, 3) Layout/design, 4) Brand, 
and 5) Payment. By categorizing the questions it will be easier to extract and analyze the results, 
as the interviews are semi structured. Having a semi-structure mean that each individual 
interview will have different follow-up questions based on how the interviews unfold. The 
formulations of the questions in the interview-guide take base in the different aspects of the 
research questions and act as a guideline for the researcher during the interview. Possible cues 
for follow-up questions are listed in parentheses. 

When asking the questions in the interviews it is important to guide responses, phrase questions 
clearly, ask only one question at a time and to use the participants’ language (Daymon and 
Holloway, 2011).

Age:
Occupation:
Gender:

Use:
Newspaper

-    When do you read news? (When, where, in what context?)
-    How: Offline/Online? (What do you prefer?)
-    What kind of devices do you use for reading news? 
-    Do apps make it easier to read news?
-    What type of news do you prefer to read? (Content?)
-    How do you discover news?
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-    How does the social aspect affect your choice of news?
-    Do you use Social Networks for finding news?

Music
-    When do you listen to music? (When and where in what context?)
-    How: Offline/Online? (What do you prefer?)
-    What kind of devices do you use for listening to music?
-    Do apps make it easier to listen to music?
-    What type of music do you prefer? (Content)
-    How do you discover new music?
-    How does the social aspect affect your choice of music?
-    Do you use Social Networks for finding music?

Content:
Newspaper/ Music

-    What kind of content is important when reading newspapers? (Local/ Global)
-    What kind of content is important is important when using a music service?
-    What do you think about advertising? 
-    Are there any barriers with the ads on a news/music platform?

Layout/Design:
-    Is lay-out important for you? (Why? /Why not?)
-    How would you explain a good layout? (User-friendliness? Ease of use?)

Brand: 
-    How important is the brand for you when choosing an online service? (Why/Why not?)

Payment:
-    What is your opinion on buying products/services online? (Security issues? Other barriers?)
-    Are you willing to pay for news?
-    Are you willing to pay for music?
-    What are you willing to pay for? / Why are you not willing to pay? (music & news)
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Coding
In order to reach the goal of the interviews, certain descriptive words will be gathered from the 
respondents within each category in order to disclose what is particularly interesting and label 
it with the words that the informants themselves use. These descriptives will be looked at in 
regard to open and axial coding.

Use of Newspapers
Open Coding:  All of the respondents prefer to read news online. A common feature was that 
they all read online news through multiple devices mainly Smartphone’s and Computers 
whereas one of the respondents also used tablets (iPad). Three out of five respondents read 
news during the whole day, whereas the last two respondents read news mainly in the morning 
and in the evening. Two out of the respondents use apps to access news, while the rest of the 
respondents prefer not to use apps when accessing news. All of the respondents argue that they 
do not use social media to discover and read news, but at the same time their answers indicate 
that they are all affected by the social environment on social networks e.g. friends sharing news 
articles on Facebook and Twitter. Nevertheless, these affections are mainly related to specific 
news rather than specific news providers indicating that the actual news story is more important 
than the provider of the story.

Axial Coding: Present information-technology makes it possible to gain information anywhere 
at any time. With accessibility through different devices such as Smartphone’s, computers and 
tablets people are able to gather information in any setting from online news providers. 
Information is a key aspect in the everyday life of the ‘Net Gens’. They are able to read news 
all day whenever they want, and they do. This indicates that we are living in an information 
society where information is an important part of everyday life. When you have the accessibility, 
and the distribution of information through social networks like Twitter, blogs and Facebook, 
in addition to the actual news services themselves, it is easy to acquire information. Information 
through social network seems to not be perceived as a main influencer by the ‘Net Gens’ them-
selves, but through probing questions it was found that social networks and social contexts 
affects the use of news to a certain degree. This indicates that the ‘Net Gens’ wish to be perceived 
as independent individuals in their choice of news, but at the same time their social environment 
in affecting them subconsciously. 

Use of Music
Open Coding: All of the respondents use music to a certain degree. The common feature for 
four out five respondents is that they listen to music in any setting any part of the day. Never-
theless, some main setting can be extracted such as; in social settings, at the gym, and walking 
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to and from work/job. All of these four respondents use Spotify as their main music service 
whereas the last respondent who is not that into music prefer iTunes. The respondent that prefers 
iTunes pays to downloads songs from iTunes now and then, whereas the rest of the respondents 
prefer to pay a monthly fee to access music through Spotify. Only one out of the four respondents 
who prefer Spotify also uses iTunes in addition.  All of the respondents use multiple devices 
to listen to music and the common devices are Smartphone’s and computers. Three out of the 
respondents listen to music both offline and through Spotify that has an offline/online application 
making music accessible through the service at any time.  The respondent that is not that into 
music listens to the downloaded songs offline, whereas the last respondent only uses the online 
version of Spotify. As with news the majority of the respondents are somewhat unwilling to admit 
that they are influenced by their social environment in their choice of music, but when applying 
probing questions, four out five respondents reveals that they either directly or indirectly are 
affected by social networks and their social environments. 

Axial Coding: People live in an “on-the-go” environment. Information and accessibility are 
important factors that can explain why people are listening to music everywhere at anytime. 
Technology and the accessibility of the technology is an important factor; today radio, CD’s, 
and mp3 players are not separate devices, but integrated in cars, computer, Smartphone’s etc. 
This shows that people have accessibility to music almost where and whenever they want. 
Music is used both in social and individual settings indicating that music is a part of the ‘Net 
Gens’ everyday life whether it is offline or online. As with news social networks and the social 
environment of the ‘Net Gens’ are affecting their choice of artist and their choice music service 
either subconsciously or consciously.

Content – News service
Open Coding: All of the respondents argue that content personal interests are of importance 
when selecting and reading news. The respondents vary in their personal interest from 
different kinds of sports, economical news, interior design, fashion and more. Nevertheless all 
of the respondents also point out the importance of keeping up to date what happens around 
the world both local and global as a common feature for important content. When it comes to 
the commercialized content of a news provider four of the respondents argue that they do not 
care about commercial and are able to filter out what is not of interest. One of the respondents 
argue that he notice commercial and sees it as annoyance and would prefer customized 
commercials. Only one of the respondents is willing to click on a commercial and be redirected 
into an online service/product provider. All of the respondents also argue that advertising in 
video news is an irritant.
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Axial Coding: ’Net Gens’ are interested in keeping up to date in what is happening in today’s 
society both local and global indicating that they are socially engaged and that content about 
both the global and the local society is of strong interest. In addition ‘Net Gens’ are driven by 
personal interests in finding content that they can engage in and relate to, and this is highly 
individual as it relates to personal preferences. ‘Net Gens’ tend to be so used to commercials 
that they mostly manage to ignore advertisement on online news services, besides video 
advertisement that is seen as an irritant. This indicates that news providers should reconsider 
their advertising models in order to generate revenue streams.

Content – Music service
Open Coding: One of the respondents did not use a music service other than iTunes for down-
loading music and using it offline. The rest of the respondents argued that the selection of 
songs was of great importance and one of the most crucial factors for choosing a music service. 
They also unanimously argued that that the opportunity to create own playlists as well as share 
and subscribe with other users was of essential importance. For three of the respondents value 
adding features such as compatibility with multiple devices and the opportunity to use the 
service both off- and online were essential.

Axial Coding: The most important for a music service is to provide a broad selection of artist and 
songs that applies to their consumers. Nevertheless the selection of songs alone is not enough 
in a competitive environment. ‘Net Gens’ demand value adding features such as sharing playlists 
and playlist collaboration with friends, interconnection with social networks and the availability 
to use the service both offline and online.

Layout/Design
Open Coding:  Regarding layout and design, all of the respondents emphasize the importance 
of user-friendliness in choosing a music or news service. They all focus on ease of use whereas 
four of them argue that a news or music service should be easy to maneuver in order to find 
the content of interest. Two of the respondents also point out that they are affected by visual 
aesthetics and actual design of the service.

Axial Coding:  User-friendliness and ease of use is of extreme importance for the ‘Net Gens’ in 
their choice of services. In addition the visual aesthetics and design will for many also play a part.

Brand
Open Coding: Three out of five respondents do not care about the brand at all. They argue that 
the content is more important than the brand itself -something that all five respondents agree 
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with. Four of the respondents directly or indirectly also give the impression that the user base 
defines the brand, and that brand awareness and user base is more important to them than the 
actual brand name when choosing a service.

Axial Coding: For ‘Net Gens’ the content of a service provider is much more important than 
the brand name of a service. They also tend to be attracted to services with a large user base 
when choosing a service indicating that the user base defines brand attractiveness.

Payment
Open Coding: All of the respondents have no barriers with sharing credit card information 
and buying services or products online as they all argue that they feel payment online is safe in 
today’s online environment. Four of the respondents are willing to or already pay to get rid of 
advertisement on music services. They also argue that advert-free, multiple device and offline/
online mode are what they are willing to pay for in a music service. Two out of the respondents 
are not willing to pay for online news at all unless such a subscription model becomes the norm 
for online news. The last three respondents could be somewhat willing to pay for online news 
depending on content and price.

Axial Coding: ‘Net Gens’ are willing to pay for a music service when it is optimized in relations 
to their needs, both in form and desire of payment method. Regarding newspapers there is 
differing opinions what ‘Net Gens’ are willing to pay for as long as most newspapers applies a 
advert-strategy rather than a subscription model.

4.4 Quality requirements

In evaluation of the existing analysis or the planning of a new analysis, it is important to evaluate 
how good the measurements of one or more topic areas actually are. In this thesis it will be to 
measure what attract as well as keep ‘Net Gens’ at an online media service. The researchers 
have applied the interview guide as a form of instrument in measurement to collect data. It is 
therefore essential to check the questions reliability and validity. Validity investigates if the 
researcher is measuring what he wants to measure, while reliability investigates if the results 
are reliable or not. It is important to point out that even though a measure is reliable, it is not 
necessarily valid. In other words; one might be able to measure how many houses that have 
their TV on under different programs, but at the same time it does not mean that everyone 
inside the house is actually watching the program. Bearing in mind that others might want to 
re-do the same survey or that the researchers to re-do the study, it is important that the 
requirements for the analysis and how it was done is described thoroughly.
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Operationalization
It is important to operationalize the terms used in the interviews in order to explain how they 
were used. Words and expressions can often be interpreted different and therefore it is of 
importance to explain the different words were used in the interviews and in the coding of the 
interviews. The interpretation of the words and expressions and in what context was explained 
to the respondents if they were uncertain of how to answer a question. Since most of the categories 
contain the same formulation of the questions with the same meaning, an operationalization of 
News and Music will be presented before operationalizing terms within each category. This is 
in order to avoid unnecessary repetition of terms with the same operationalization. 

News:  Information about recent events or happenings, especially as reported by newspapers 
or online news services.

Music: In this context music is seen as copyrighted music produced by artists.

Use:
Offline: Reading news analogous in newspapers, magazines and similar, and listen to music 
analogous on various devices without internet connection.

Online: Reading news on an online news service through an internet connection and listen to 
music on a music service or downloading music torrents through an internet connection.

Device: A tool used to do a task. In the context of the interviews, examples of devices could be; 
Smartphone’s, Computers, Tablets, MP-3 players and similar.

Apps: Apps is an abbreviation for application. An app is a piece of software. It can run on the 
Internet, on a computer, on a phone or on other electronic device.

Type of News: What the respondents prefer to read about such as; culture, sport, economy, 
fashion, celebrity, design, and similar.

Type of Music: What kind of music the respondents prefer to listen to; what genre and artists.

Discover News: How the respondents find news. Offline through friends, family and other social 
resources and online through social networks, web-pages, blogs, forums, micro-blogs and similar.

Discover Music: How the respondents find music. Offline through friends, family and other 
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social resources and online through social networks, web-pages, blogs, forums, micro-blogs 
and similar.

Social Aspect: Friends, family, social networks, micro-blogs (Twitter), and other social resources.

Social Network: A website or an online service that facilitates communication between an online 
community of people to share e.g. information and resources. Examples of social networks are; 
Pinterest, LinkedIn and Facebook.

Content:
Local news content: News from the local or national community.

Global news content: News from the global community.

Content in music services: Selection of songs, albums and artists, playlists, and value adding 
features such as; possibility to share music, offline/online mode, compatibility with multiple 
devices and similar.

Advertising: How the respondents respond to advertising in general in online news and music 
services, and how they feel about content subsidized by advertisement.

Barriers: Do the respondents have any prejudice with engaging in an online news or music 
service due to advertising.

Layout/Design:
Layout: The overall design of a web-page or an online news/media service including elements 
such as page and type size, typeface, and the arrangement of titles, songs, artists and page numbers.

Good layout: What the respondents define as good layout in terms of user-friendliness, perceived 
ease of use and perceived usefulness of the elements mentioned in layout above.

Brand: 
Brand: 

a.    Unique design, sign, symbol, words, or a combination of these, employed in creating an 
image that identifies a product and differentiates it from its competitors

b.    How the respondents perceives an online service and if it is of importance when they 
choose an online service. 
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Payment:
Buying products/services online: How the respondents relates to the online buying process in 
terms of perceived risk, security and trust. 

What are you willing to pay for: What the respondents are willing to pay for in an online service 
such as content and value adding features.

Selection:
The thesis has already classified ‘Net Gens’ as those born between 1977 and 2000, and highlighted 
the importance of understanding this generation’s perception of the world when confronting them 
as consumers. On this basis respondents that fit the criteria of ‘Net Gens’ was approached. 
In order to form the most accurate picture, respondents from the whole range of ‘Net Gens’ 
aged 12 to 35 years were tried to obtain, as far as possible within the researchers resources. 
The researchers managed to obtain five interviewees in the range between 19-27 years of age. 
The respondents were; a male high school student aged 19, a male bachelor student within 
economy (23), a male in permanent job (25), a female law student with part-time job (25), and 
a male student in Master of Science (27). The researchers obtained respondents in different life 
situation to get different views that would give a holistic perspective and include differences 
within Net Gens that could be used as different response options within a survey.

Interviews 
One of the interviews was done through Skype, while the other four were done by face-to-
face conversations in a setting where the respondent felt natural – at the respondents’ home. 
The interviews were done one-on-one, recording the whole conversations. The approach was 
described under Interview guide. In relation to obtain a satisfactory number of respondents in 
the survey in order to able to generalize the results, the interviews were done in Norwegian. 
This was done because the targeted audience for the survey is Net Gens in Norway. By having 
the interviews in Norwegian the respondents could use their native tongue which simplifies 
and facilitate constructive response during the interviews. In addition, given the goal of the 
analysis, having Norwegian interviewees in the semi-structure interviews were appropriate.

Reliability 
Because of the choice to interview five different respondents that have been made anonymous, 
it would certainly take a lot to get the exact same answers by choosing five new persons who 
fits our broad profile category – ‘Net Gens’.  This is because of the difference in the respondents 
answers, even though some of them were consistent. Nevertheless based on a comprehensive 
survey done by Nielsen in 2010, it is reasonable to assume that the answers would similar as 
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use preferences of online services and all it entails are rather fragmented. On this basis combined 
with the goal of the interviews, the interviews can be seen as reliable.

Validity 
It is fair to argue that the interviews measure what they are supposed to measure. The main reason 
to conduct the interviews was to obtain themes, categories, key words and specific statements from 
participants in an initial qualitative data collection. In the next phase, the obtained information will 
be used for scales to create a survey instrument that is grounded in the view of the participants. 
On this basis we conclude that the interviews are valid.

4.5 Summary

The aim of the conducted interviews was to gain insight and explore the complexities of the 
research topic and form a perception of vital factors in how to attract and keep consumers at 
a Web 2.0 media service. The interviews were conducted with the purpose of using the insight 
gained from the interviews to better the design of a survey applied on a larger population in order 
to generalize the results. Through coding of the interviews important factors in the consumers 
own perception of what keeps and attract them were revealed and will form the basis for a larger 
survey that will be applied on Norwegian Net Gens. In other words, the semi structured interviews 
helped the researchers to get an overview of attitudes and motives behind users use of online 
media services within music and news. The coding has given the researchers a broader perspective 
as well as helpful knowledge and information that will be applied in the development of the 
survey with the aim of answering the research question and purpose of the thesis.
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5.0 SURVEY 

Questionnaire design 
The questionnaire design is used as an instrument with larger samples, normally containing 
structured questions for ease of coding and analysis (Schmidt & Hollander, 2010). As previously 
mentioned, this thesis will implement a survey based on the conducted semi-structured 
interviews. The main objectives is to translate the information needed from the survey into 
questions that the respondents can and will answer, motivate the respondents to become involved 
in the interview, to co-operate and to complete the survey, as well as minimize response error 
(Schmidt & Hollander, 2010). There are several design techniques that can be implemented. 
This thesis will implement a questionnaire design developed by Schmidt and Hollander (2010). 
The process is categorized into ten steps, where all of the steps can be iterated and interconnected. 

Step 1: Specify the information needed
This step is concerned how researchers can obtain information and knowledge about 
the respondents in order to maximize the survey. There are several techniques, but the most 
important in this thesis is to clarify the targeted respondents and customize the survey to the 
respondents. This is concerned the wording and style of the questions asked in the survey. The 
respondents asked in this survey are from Norway, and the survey is developed in respect to 
Norwegian respondents. The survey was developed and sent out to the respondents in an English 
language. This could cause come problems if the respondents do not understand what they are 
asked about.  Nevertheless, the respondents asked are people from 16-40 years old and one can 
assume that their English skills are good enough to understand the questions asked. The word-
ing and the style were selected carefully.

Step 2: Determine the survey methods
The survey was developed online, using a program called “Surveymonkey”.  The social network 
Facebook was used in order to reach out to the respondents. All of the respondents were invited 
to an event called “master thesis- social media behavior”, and the respondents had the opportunity 
to click on a link where the survey was available. The reason for choosing this method was that 
the researchers wanted to simplify the answering process. Through the use of Facebook, the 
researchers were able to reach out to a large population. 

Step 3: Determine question type and content
There are two main types related to question format, open-ended questions and closed questions. 
Open-ended questions are when then researchers do not limit the response choices, whereby 
closed questions require the respondents to make a selection from a list of responses (Schmidt 
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& Hollander, 2010). It was chosen to apply a “closed question” questions design in the survey. 
This was done on the basis of the semi-structured interviews, which provided the researchers 
insight and knowledge about the different factors in what keep and attract users to a Web 2.0 
service. By using the identified factors from the interviews as answer options, the researchers 
wish to generalize the results on a larger population.

Step 4: Establish question format
According to Schmidt and Hollander (2010), every question in the survey should contribute 
to the information needed or serve some specific purpose. It is important that the researchers 
make sure that the survey is sufficient to get the desired information. One mistake researchers 
often do, is posting double questions. From a theoretical point of view, this is called a double-
barreled question. The questions are carefully designed in order to minimize errors or biases, 
therefore there are no double questions asked in the survey.

Step 5: Choose question wording
The questions wording “is the translation of the desired question content and structure into 
words that respondents can clearly and easily understand” (Schmidt & Hollander, 2010:153). It 
is crucial that the respondents understand every question asked, so that they do not refuse to 
answer or answer incorrectly. The questions asked in the survey are chosen carefully in order 
for the respondents to understand what is asked about. The survey was developed in English, 
for a Norwegian audience. This could cause some languages problems if the respondents do 
not understand the questions. The language chosen in the survey can be categorized as easy 
and the wording should be understandable. 

Step 6: Arrange the sequence and layout of questions
After the questions have been formulated, the next step is to organize them and develop the 
layout for the survey. It is important that the questions are asked in a logical order. All the 
questions that deal with a particular topic should be asked before beginning another topic. The 
survey was arranged into several topics. The first topic was social media, were the respondents 
were asked about their use of social media. The second topic was news, were the respondents 
were asked about use, content and payment of news. The third and last category was music, 
were the respondents were asked about their use of music and if they are willing to pay for 
music. 

Step 7: Obtain approval from relevant parties 
This step is not relevant for this thesis as it is not developed with external clients.
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Step 8: Test, revise and correct problems
After step seven, it is important to test the survey in order to identify and eliminate problems. 
The survey should be tested on a small population in order to receive feedback, both positive 
and negative. After the survey was developed, it was tested on a small population in order to 
eliminate errors. The population gave us feedback on typos, design/ layout and grammatical errors. 

Step 9: Prepare final copy 
This step is concerned precise typing instruction, spacing, numbering, pre-coding, monitored 
and proof-reading (Schmidt & Hollander, 2010). As already mentioned, the professional program 
“Surveymonkey” was used to develop the survey. 

Step 10: Implementation
It is crucial that the respondents answer the survey; therefore the researchers must facilitate 
the survey for the respondents in the best possible manner. The survey was implemented 
trough the social network Facebook, because of the availability and time of the respondents. 

Sampling 
The next step in the process of developing a survey is to obtain a sample of respondents that 
is representative of the target population. The sampling technique in this thesis is divided into 
probability and non-probability methods, and the process it classified into four stages.

Step 1: Determine the target group
The population is the total group to be studied. The purpose of this step is to segment the 
population in regard to the survey. This is crucial because of the significance and practicality 
of the results. This step is also related to boundaries of costs. The resources available determine 
the target audience, and the target group chosen in this survey is Norwegian Net Gens. Net-
Gens in this thesis are defined as Norwegians aged 16-35. 

Step 2: Identify the sampling frame
After defining the target group, the frame of population must be obtained before the sampling 
can begin. A sampling frame is a system that can identify the target group (Schmidt & Hollander, 
2010). The frame should define the sampling unit, for instance students, businesses and others. 
The survey is not categorized into different segments, but the broad category of Net Gens. Net 
Gens include students on every level from high-school to master degree as well as employed 
and unemployed respondents.
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Step 3: Determine the sample size
The next step is to determine the size of the population of the sample. There are several ways of 
determine the size of population such as confidence interval. As previously mentioned Facebook 
was used to send out the survey. The survey was sent out to 516 people, whereby 209 answered 
the survey. This provides an answering rate on 40,5percent. 

Step 4:  Gathering the data
Gathering the data is concerned how the researchers obtain the data from the survey. By using 
“Surveymonkey”, the researchers have the opportunity to cross-tabulate the answers from the 
respondents and eliminate errors related to respondents missing responses. 

The measurement process
This thesis is designed to measure consumer’s attitude and use of different online media 
services. Measurement in this thesis is defined as, “the process of assigning numbers or other 
symbols to certain characteristics of the object of interest, according to some prespecified rules” 
(Schmidt & Hollesen, 2010:114). To obtain high quality data, it is essential to understand what 
the data are attempting to measure before developing an appropriate scale measurement. The 
objective of construct development is to define and identify what is to be measured, including 
any dimensionality trait, and the goal of scale measurement is to determine how to measure 
each construct precisely (Schmidt & Hollesen, 2010). 

Social media:
1.    Does the use of social media vary with age and gender?
2.    Does the use of social media vary with education and occupation?
3.    Does the use of social media to discover news vary with age and gender?
4.    Does the use of social media to discover news vary with education?

News:
Use:

5.    Does age and gender affect how the respondents read news?
6.    Does education and occupation affect how the respondents read news?
7.    Does the use of different devices when reading news vary with age and gender?
8.    Does the use of different devices when reading news vary with education and occupation? 
9.    Does the use of apps when reading news vary with age and gender?
10.  Does the use of apps when reading news vary with education and occupation?
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Time:
11.  Do the hours spent reading news varies with age?
12.  Do the hours spent reading news varies with education and occupation?
13.  Does when people read news vary with age and gender?
14.  Does when people read news vary with education and occupation?

Content:
15.  Does what type of news the respondents read vary with age and gender?
16.  Does what type of news the respondents read vary with education and occupation?
17.  Does how people acquire news vary with age and gender?
18.  Does how people acquire news vary with education and occupation?

Payment:
19.  Does people’s willingness to pay for online news vary with age and gender?
20.  Does people’s willingness to pay for online news vary with education and occupation? 
21.  Does people’s willingness to pay for online news without commercials vary with age 

and gender?
22.  Does people´s willingness to pay for online news without commercials vary with education 

and occupation?

Music:
Use:

23.  Does age and gender affect how the respondents listen to music?
24.  Does education and occupation affect how the respondents listen to music? 
25.  Does the use of different devices when listening to music vary with age and gender?
26.  Does the use of different devices when listening to music vary with education and occupation?

Time: 
27.  Do the hours spent listen to music vary with age and gender?
28.  Do the hours spent listen to music vary with education and occupation?
29.  Do when people listen to music vary with age and gender?
30.  Do when people listen to music vary with education and occupation?
31.  Does where people listen to music vary with age and gender?
32.  Does where people listen to music vary with education and occupation?

Content:
33.  Do features in a music service vary with age and gender?
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34.  Do features in a music service vary with education and occupation?

Payment:
35.  Does people’s willingness to pay for music vary with age and gender?
36.  Does people’s willingness to pay for music vary with education and occupation?
37.  Does people’s willingness to pay for music without commercials vary with age and gender?
38.  Does people’s willingness to pay for music without commercial vary with education and 

occupation?

Operationalization
Operationalization is the process of translating theoretical concepts into empirical measures. 
As researchers one must operationalize the theoretical terms into the empirical goals and 
measures which will be the data. By giving the respondents different options and multiple- 
choice options in the different questions, the researchers are giving the respondents aided 
knowledge. With aided knowledge, one can say that there is a risk that the answers to a certain 
degree will be a reflection of how a name and a product is perceived, and therefore measure 
errors can occur. At the same time, this is not an in-depth interview or a focus group, but a 
survey based on knowledge from in-depth interviews. Therefore, it would be a fair assessment 
to say that the use of aided knowledge is adequate.

Social media
What kind of social media do you use on a regular basis? 
The meaning of “use on regular basis” is what kind of social media services the respondents 
actually use. In order to satisfy the respondents, they had the opportunity to choose more than 
one answer. 

For what purpose do you use social media?
With “for what purpose”, the researchers want to know why the respondents use social media. 

News
Use
Do you read news?
This question is straight forward and do not need further operationalization. 

How often do you read news?
Here, “how often” is defined as how often the respondents read news during the week.
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When do you read news (during the day)?
Here, the researchers want to know when the respondents read news during the day.

Content news
What type of news do you read?
With, “what type of news”, the researchers wish to reveal what type of news the respondents 
read regularly. 

Do you prefer local of global news?
This question is straight forward and do not need further operationalization. 

How do you prefer to acquire news? 
 “Acquire news” in this thesis, is how the respondents get information about news and what 
kind of medium they prefer to use in the acquisition. 

What kind of devices do you use when you obtain news? 
Here the researchers wish to reveal what devices the respondents actually use when obtaining 
news.

Do you use apps developed for online newspapers? 
This question aims to reveal if the respondents use applications for online newspapers or not.

Do you use social media, such as Facebook, to discover news?
Here the researchers wish to reveal to what degree the respondents use social media to 
discover news.

Payment news
Are you willing to pay for online news? 
This is a simple question that aims to reveal the quantity of respondents actually willing to pay 
for online news

Are you willing to pay for online news without commercials (advertising)?
This question is asked in order to reveal if the respondents are willing to pay for online news 
content if they are not exposed for commercials. 

Are you willing to pay for personalized news?
“Personalized news”, in context of the survey means that the respondents can personalize news 
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into one web site, so they only read news they find interesting. 

Music
Use
Do you listen to music?
This question is straight forward and do not need further operationalization. 

How often do you listen to music?
With “how often”, the researchers wish to reveal how often the respondents listen to music 
during the day.

When do you listen to music?
This question is asked to reveal when the respondents listen to music.

Where do you listen to music?
This question aims to find out where the respondents listen to music. 

Content
What kind of services do you use when listening to music?
By asking “what type of services”, the researchers wish to reveal what type of software/services 
the respondents use when they listen to music. 

What kind of devices do you use when listening to music?
This question aims to reveal what devices the respondents actually use when listening to music. 

What is the most important feature when choosing a music service? 
Here, the researchers wish to find out why the respondents choose a music service over 
another one.

Payment
Are you willing to pay for music?
This question is straight forward and do not need further operationalization. 

Are you willing to pay for music service without the commercials (advertising)?
This question is asked to reveal if the respondents are willing to pay for a music services without 
being exposed for commercials.
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Scale of measurement
According to Schmidt and Hollesen (2010), “scaling is the process of creating a continuum on 
which objects are located according to the amount of the measured characteristics”. There are 
four basic scales:

→    Nominal scale is variables that give us the basis of grouping devices in different categories. 
It is often used to identify characteristics of the test subjects. For instance, gender, social 
class, race religion and others (Schmidt & Hollesen, 2010). 

→    Ordinal scale is variables where it gives a meaning to rank the values of the variables, but 
one cannot estimate the size of one variable is greater in relation to another. When using 
this scale, one can only arrange the values in ascending order, and cannot say anything 
about the size between the variables. 

→    Interval scale is variables where in addition to rank the different variables values up 
against each other, measures the differences of the values between the values. 

→    Ratio scale, by using the different variables, it is possible to estimate how many times a 
value is compared to another. For instance, it is legitimate to say that 40 years old is twice 
as old as someone who is 20 years old. 

This thesis will implement a nominal scale in the survey. This gives the thesis the basis of 
grouping devices in different categories. For instance, age: 

Age

13-16

17-20

21-25

26-30

31-35

When implementing nominal scale in the thesis, it will be possible to use frequency distribution 
and cross tabulation11 to analyze the data. Frequency distribution will be implemented when 
there is one variable that can be used, and cross tabulation is used to test the correlation between 
two or more variables. 

11 All Business, 2012- http://www.allbusiness.com/glossaries/cross-tabulation/4960330-1.html
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5.1 Analyzing the survey

When analyzing the survey, the researchers want to analyze the level of a single variable and 
the relationship between two or more variables. In order to describe the different categories 
within the survey and answer the research questions, a statistical technique that can establish a 
relationship between two variables, for instance age versus education level, will be implemented. 
The majority of the respondents answering the survey, were aged between 21-25 and 26-30. 
The analysis of the survey will therefore be based on these respondents.

Age Table 1

Answer Options Response Percent Response Count

13-16 0.0% 0

17-20 2.4% 5

21-25 77.5% 162

26-30 19.6% 41

31-35 0.5% 1

36-41 0.0% 0

Answered question 209

Skipped question 0

Further in the analysis term sample will be used because the population between 21-25 and 
26-30 is an extracted sample of the whole population. This sample can be defined within the 
Norwegian Net Gens and are relevant for the research in answering the research questions. 
The respondents within the other age groups are also defined as Net Gens but the respondent´s 
responses in these categories are not sufficient in relation to analyzing it as a sample of the 
population and will therefore be discarded.
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When establishing a relationship between two variables, one can see that in the age group 21-
25, the respondents gender is more or less equal; male (49,4%) and female (50,6%). In the age 
group 26-30, the majority is male (65,9%), whereby female (34,1%).

Gender Table 2

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Male 49,4%
(80)

65,9%
(27) 52.7% 107

Female 50,6%
(82)

34,1%
(14) 47.3% 96

Answered question 203

Skipped question 0

In the occupation level there is some differences between the age groups. In the age group 
21-25, most of the respondents are students with a part time job (41,4%), while a minority 
is working (33,3%). In the age group 26-30, the majority is working (48,8%), while there are 
some students (24,4%) and students with a part time jobs (22%). 

Occupation Table 3

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Employed 33,3%
(54)

48,8%
(20) 36.5% 74

Part time job 1,2%
(2)

4,9%
(2) 2.0% 4

Unemployed 2,5%
(4)

0,00%
(0) 2.0% 4

Student 21,6%
(35)

24,4%
(10) 22.2% 45

Student + Part time job 41,4%
(67)

22,0%
(9) 37.4% 76

Answered question 203

Skipped question 0
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Further in the analysis it was asked what kind of social media the respondents use on a regular 
basis. The question was a multiple-choice question where the respondents had the opportunity 
to answer more than one alternative. The reason for the multiple-choice was the assumption 
that people use multiple social media’s on a regular basis. There was especially one alternative 
that our respondents used on a regular basis; Facebook. All of the respondents in both categories 
use Facebook on a regular basis, but there are some differences in the other alternatives. In 
the age group 21-25, the second most use social media was Twitter (28%) and third LinkedIn 
(24,8%). In the age group 25-30, Twitter (38,5%) and LinkedIn (38,8%) were almost equally used. 

What kind of social media do you use on a regular basis? 
You can choose more than one

Table 4

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Facebook 100%
(161)

100%
(39) 100.0% 200

Twitter 28%
(45)

38,5%
15 30.0% 60

Pinterest 3,1%
(5)

0%
(0) 2.5% 5

Google + 12,4%
(20)

10,3%
(4) 12.0% 24

Linkedin 24,8%
(40)

38,8%
(15) 27.5% 55

Flickr 1,2%
(2)

0%
(0) 1.0% 2

Blogs 18,6%
(30)

15,4%
(6) 18.0% 36

Myspace 0%
(0)

0%
(0) 0.0% 0

SoundCloud 3,7%
(6)

5,1%
(2) 4.0% 8

Answered question 200

Skipped question 3
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There are some differences between genders when it comes to the use of social media. Both 
use Facebook on a regular basis, but the second most used social media for women are blogs 
(31,2%) whereas males use Twitter (41,1%). 

What kind of social media do you use on a regular basis? 
You can choose more than one

Table 5

  Gender  

Answer Options Male Female Response Percent Response Count

Facebook 100%
(107)

100%
(99) 100.0% 206

Twitter 41,1%
(44)

19,2%
(19) 30.6% 63

Pinterest 0,9%
(1)

4%
(4) 2.4% 5

Google + 6,5%
(7)

18,2%
(18) 12.1% 25

Linkedin 26,2%
(28)

27,3%
(27) 26.7% 55

Flickr 1,9%
(2)

0%
(0) 1.0% 2

Blogs 5,6%
(6)

31,2%
(31) 18.0% 37

Myspace 0%
(0)

0%
(0) 0.0% 0

SoundCloud 6,5%
(7)

1%
(1) 3.9% 8

Answered question 206

Skipped question 3
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Regardless of the level of education, all of the respondents use social media to; keep in touch with 
friends (98%), look at pictures and videos (60,3%), read news (51,8%) and networking (42,2%)

For what purposes do you use social media? Table 6

  Education- level of finished degree  

Answer Options High School Bachelor Master Response 
Percent

Response 
Count

Keep in touch with friends 100%
(39)

96,9%
(122)

100%
(34) 98.0% 195

Read news 35,9%
(14)

57,9%
(73)

37,1%
(16) 51.8% 103

Listen to music 17,9%
(7)

15,1%
(19)

14,7%
(5) 15.6% 31

Play games 5,1%
(2)

2,4%
(3)

2,9%
(1) 3.0% 6

Look at pictures and videos 56,4%
(22)

60.3%
(76)

64,7%
(22) 60.3% 120

Networking 35,9%
(14)

38,9%
(49)

61,8%
(21) 42.2% 84

Answered question 199

Skipped question 3



69

BUSINESS MODELS IN THE WEB 2.0 ENVIRONMENT

When asked for what purposes they use social media, categorized by age; the respondents answered 
almost the same. This question was a multiple-choice question where the respondents had the 
opportunity to choose more than one alternative. Both age groups used social media to keep in 
touch with friends, 21-25 (98,1%) and 26-30 (97,4%), to read news, 21-25 (50,6%) and 26-30 
(56,4%), and to look at pictures and videos, 21-25 (62,1%) and 26-30 (48,6%). 

For what purposes do you use social media? Table 7

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Keep in touch with friends 98,1%
(158)

97,4%
(38) 98.0% 196

Read news 50,9%
(82)

56,4%
(22) 52.0% 104

Listen to music 16,1%
(26)

15,4%
(6) 16.0% 32

Play games 2,5%
(4)

5,1%
(2) 3.0% 6

Look at pictures and videos 62,1%
(100)

48,6%
(19) 59.5% 119

Networking 43,3%
(68)

38,5%
(15) 41.5% 83

Answered question 200

Skipped question 3

The sample was divided into two different categories; news and music. When it was asked if 
the respondents read news, only one of the respondents did not. In other words: gender, level 
of education and occupation did not have any impact on the respondent’s answers.

Do you read news? Table 8

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Yes 100%
(161)

97,4%
(38) 99.5% 199

No 0,0%
(0)

2,6%
(1) 0.5% 1

Answered question 200

Skipped question 3
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Further, when asked how often they read news, almost all of the respondents regardless of age 
group read news everyday, 21-25 (94,3%) and 26-30 (97,4%).

How often do you read news? Table 9

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Every day 94,3%
(150)

97,4%
(37) 94.9% 187

Weekends 0%
(0)

0%
(0) 0.0% 0

During the week 3,1%
(5)

0,0%
(0) 2.5% 5

Now and then 2,5%
(4)

2,6%
(1) 2.5% 5

Answered question 197

Skipped question 6

The question “when do you read news (during the day)?” had some interesting replies. Most of 
the respondents read news regularly throughout the day (72,7%). There were no differences 
between education and occupation in when the respondents read news. 

When do you read news (during the day)? Table 10

  Occupation  

Answer Options Employed Student Student + 
Part time job

Response 
Percent

Response 
Count

Morning 11,4%
(8)

21,7%
(10)

12,8%
(10) 14.4% 28

Afternoon 7,1%
(5)

0%
(0)

5,1%
(4) 4.6% 9

Evening 10%
(7)

6,5%
(3)

6,4%
(5) 7.7% 15

Night 0%
(0)

0%
(0)

1,3%
(1) 0.5% 1

Regularly throughout the day 71,4%
(50)

71,7%
(33)

74,4%
(58) 72.7% 141

Answered question 194

Skipped question 6
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The question “what type of news do you read?”, had some similar replies when it comes to 
age. The majority in the age group 21-25 read sports (72,3%), culture (72,3%) and economy 
(72,3%), whereas the majority in the age group 26-30 read sports (73,7%) and economy (73,7%) 
and culture (63,2%). It is also interesting to note that 52,2% of the youngest age group read 
celebrity news.

What type of news do you read? 
You can choose more than one

Table 11

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Sport 72,3%
(115)

73,7%
(28) 72.6% 143

Economy 72,3%
(115)

73,7%
(28) 72.6% 143

Culture 72,3%
(115)

63,2%
(24) 70.6% 139

Fashion 42,1%
(67)

26,3%
(10) 39.1% 77

Interior-design 22,0%
(35)

10,5%
(4) 19.8% 39

Celebrity 52,2%
(83)

31,6%
(12) 48.2% 95

History 34,6%
(55)

39,5%
(15) 35.5% 70

Answered question 197

Skipped question 6
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There were some differences between genders. Male prefer sports (88,8%), economy (80,4%), 
and culture, whereas women’s prefer culture (77,1%) celebrity (65,6%) and fashion (65,6%). 
There were no differences between education and occupation when it comes to what type of 
news the respondents preferred to read. 

What type of news do you read? 
You can choose more than one

Table 12

  Gender  

Answer Options Male Female Response Percent Response Count

Sport 88,8%
(95)

54,2%
(52) 72.4% 147

Economy 80,4%
(86)

62,5%
(60) 71.9% 146

Culture 64,5%
(69)

77,1%
(74) 70.4% 143

Fashion 15%
(16)

65,6%
(63) 38.9% 79

Interior-design 7,5%
(8)

32,3%
(31) 19.2% 39

Celebrity 31,8%
(34)

65,6%
(63) 47.8% 97

History 39,3%
(42)

32,3%
(31) 36.0% 73

Answered question 203

Skipped question 6
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When asked if they prefer local, global or a combination of both types of news, the respondents in 
both age groups answered almost the same. The respondents in the age group 21-25 preferred a 
combination of global and local (86,8%), which was identical with the age group 26-30 (86,8%).

Do you prefer local or global news? Table 13

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Local 3,1%
(5)

5,3%
(2) 3.6% 71

Global 10,1%
(16)

7,9%
(3) 9.6% 19

A combination 86,8%
(138)

86,8%
(33) 86.8% 171

Answered question 197

Skipped question 6
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Further, on the question “how do you prefer to acquire news?”, the respondents had almost the 
same replies. Both age groups prefer online newspapers (71,6%). There were no differences 
between age and education.

How do you prefer to acquire news? Table 14

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Newspapers 8,8%
(14)

7,9%
(3) 8.6% 17

Online newspapers 73,9%
(116)

65,8%
(25) 71.6% 141

Social Networks 1,3%
(2)

5,3%
(2) 2.0% 4

Magazines 0,6%
(1)

2,6%
(1) 1.0% 2

Online magazines 0%
(0)

0%
(0) 0.0% 0

Radio 1,9%
(3)

0%
(0) 1.5% 3

TV 13,2%
(21)

18,4%
(7) 14.2% 28

Personalized web pages 1,3%
(2)

0%
(0) 1.0% 2

Answered question 197

Skipped question 6
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The question “what kind of devices do you use when you obtain news?”, was a multiple question 
based on the assumption that people use different devices. Most of the respondents regardless 
of age group use computers (92,4%) when obtaining news, but as the statistics forward the 
respondents use different devices such as smartphones (78,7%), TV (62,4%) and newspapers 
(38,1%). There were no differences between gender, level of education and occupation in the sample. 

What kind a devices do you use when you obtain news? 
You can choose more than one

Table 15

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Computers 91,8%
(146)

94,7%
(36) 92.4% 182

Smartphones 78,6%
(125)

78,9%
(30) 78.7% 155

Tablets (iPad) 23,9%
(38)

31,6%
(12) 25.4% 50

Newspapers 35,8%
(57)

47,4%
(18) 38.1% 75

Radio 28,3%
(45)

23,7%
(9) 27.4% 54

TV 60,4%
(96)

71,1%
(27) 62.4% 123

Answered question 197

Skipped question 6
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The question “do you use apps developed for different online newspapers?”, had some interesting 
answers. There is a large spread between the answers in the sample. In the age group 21-25 
some of the respondents use apps (41,5%) and some do not (37,7%). It is almost the same 
response in the age group 26-30, some use apps (44,7%) and some do not (36,8%).

Do you use apps developed for different online newspapers? Table16

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Yes 41,5%
(66)

44,7%
(17) 42.1% 83

No 37,7%
(60)

36,8%
(14) 37.6% 74

Sometimes 20,8%
(33)

18,4%
(7) 20.3% 40

answered question 197

skipped question 6

Regarding occupation, the sample had some differences. The respondents that are employed 
(57,1%) prefer apps, whereby students (47,8%) and students with a part time job (44,9%) did 
not prefer apps developed for different online newspapers. There were no differences in the 
sample when it comes to gender en educational level.

Do you use apps developed for different online newspapers? Table 17

  Occupation  

Answer Options Employed Student Student + 
Part time job Response Percent Response Count

Yes 57,1%
(40)

32,6%
(15)

35,9%
(28) 42.8% 83

No 24,3%
(17)

47,8%
(22)

44,9%
(35) 38.1% 74

Sometimes 18,6%
(13)

19,6%
(9)

19,2%
(15) 19.1% 37

Answered question 194

Skipped question 6
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When asked if they use social media to discover news, the sample had some differences between 
the age groups. The vast majority in the age group 26-30 use social media (71,1%) to discover 
news, whereas in the age group 21-25, the majority still use social media to discover news 
(56%) but to a lesser extent.

Do you use Social Media, such as Facebook, to discover news? Table 18

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Yes 56%
(89)

71,1%
(27) 58.9% 116

No 44%
(70)

28,9%
(11) 41.1% 81

Answered question 197

Skipped question 6

There were no difference in sample between gender and occupation, but there was some 
difference within the level of education even though the majorities within all education levels 
use social media to discover news. 64,7% of the respondents with a finished master degree use 
social media to discover news, whereas 52,6% with a high school education use social media to 
discover news. 

Do you use Social Media, such as Facebook,
to discover news?

Table 19

  Education- level of finished degree  

Answer Options High School Bachelor Master Response Percent Response Count

Yes 52,6%
(20)

59,7%
(74)

64,7%
(22) 59.2% 116

No 47,4%
(18)

40,3%
(50)

35,3%
(12) 40.8% 80

Answered question 196

Skipped question 6
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In the question related to the samples attitudes towards paying for online news, the age groups 
answered almost the same. The WTP12 is low in both age groups, with an answering rate of 
88,3% combined. 

Are you willing to pay for online news? Table 20

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Yes 11,9%
(19)

10,5%
(4) 11.7% 23

No 88,1%
(140)

89,5%
(34) 88.3% 174

Answered question 197

Skipped question 6

Furthermore, one can see that the majority of the respondents are still not willing to pay for 
online news without adverting (77,7%). There were no differences within the sample when it 
comes to gender, educational level and occupation in the respondent’s willingness to pay for 
online news, with or without commercials and personalized news. 

Are you willing to pay for online news 
without commercials (advertising)?

Table 21

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Yes 22%
(35)

23,7%
(9) 22.3% 44

No 78%
(124)

76,3%
(29) 77.7% 153

Answered question 197

Skipped question 6

12 Willingness to pay
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The second section in the survey was about music. The first question asked was if the respondents 
listen to music. 98,5% of the respondents listens to music. 

Do you listen to music? Table 22

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Yes 99,4%
(158)

94,9%
(37) 98.5% 195

No 0,6%
(1)

5,1%
(2) 1.5% 3

Answered question 198

Skipped question 5

There were some differences between the respondents when it comes to the question, how 
often they listen to music (per day). The majority of the respondents between the age group 
21-25 listen to music from 1-2 hours per day (36,6%), whereas the majority in between the age 
group 26-30 listen less than one-hour music every day (33,3%). 

How often do you listen to music (per day)? Table 23

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Less than 1 hour 22,3%
(35)

33,3%
(12) 24.4% 47

1-2 hours 36,3%
(57)

30,6%
(11) 35.2% 68

2-3 hours 20,4%
(32)

13,9%
(5) 19.2% 37

3-4 hours 12,1%
(19)

5,6%
(2) 10.9% 21

More than 5 hours 8,9%
(14)

16,7%
(6) 10.4% 20

Answered question 193

Skipped question 10
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When categorizing the sample by gender there were some similarities regarding how often the 
respondents listen to music per day. However, as the sample tells us, there was more women 
(41,1%) that listens to music between 1-2 hours per day, than men (31,7%). There were no dif-
ferences between level of education and occupation. 

How often do you listen to music (per day)? Table 24

  Gender  

Answer Options Male Female Response Percent Response Count

Less than 1 hour 24%
(25)

23,2%
(22) 23.6% 47

1-2 hours 31,7%
(33)

41,1%
(39) 36.2% 72

2-3 hours 21,2%
(22)

16,8%
(16) 19.1% 38

3-4 hours 11,5%
(12)

9,5%
(9) 10.6% 21

More than 5 hours 11,5%
(12)

9,5%
(9) 10.6% 21

answered question 199

skipped question 10
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In the question “when do you listen to music?”, the  vast majority in both age categories an-
swered the same; that they listen to music regularly throughout the day (81,3%). There were no 
differences between gender, education and occupation. 

When do you listen to music? Table 25

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Regularly throughout the day 81,5%
(128)

80,6%
(29) 81.3% 157

Morning 5,7%
(9)

13,8%
(5) 7.3% 14

Afternoon 1,3%
(2)

2,8%
(1) 1.6% 3

Evening 9,6%
(15)

0%
0 7.8% 15

Night 1,9%
(3)

2,8%
1 2.1% 4

Answered question 193

Skipped question 10
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In the question “when do you listen to music?” the respondents had the opportunity to answer 
more than one alternative. The majority in the age group 21-25 listens to music at home (82,8%), 
at training (69,4%), in social settings (59,9%) and in the car (62,4%), The majority in the age 
group 26-30 listens to music at home (75%), in the car (75%), at training (69,4%) and in social 
settings (75%). This underlines that music is universal in that it is accessible almost anywhere 
at any time. There were no differences between gender, education and occupation. 

Where do you listen to music? 
You can choose more than one

Table 26

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

At school 40,1%
(63)

33,3%
(12) 38.9% 75

At home 82,8%
(130)

75%
(27) 81.3% 157

At work 38,2%
(60)

41,7%
(15) 38.9% 75

At training 69,4%
(109)

69,4%
(25) 69.4% 134

In the car 62,4%
(98)

75%
(27) 64.8% 125

At the buss 51,6%
(81)

33,3%
(12) 48.2% 93

In social settings 59,9%
(94)

75%
(27) 62.7% 121

Answered question 193

Skipped question 10
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When asked what kind of services the respondents use when they listen to music, the answers 
point out that Net Gens use more than one service to listen to music. This question was a 
multiple-choice question, were the respondents had the opportunity to answer more than one 
alternative. The vast majority in the age category 21-25 use Spotify (85,4%) but there is also a 
majority using YouTube (66,2%) whereas the majority in the category age 26-30 uses both 
Spotify (86,1%) and YouTube (86,1%). A small majority within booth age groups also use 
iTunes when listening to music.

What kind of services do you use when listening to music? 
You can choose more than one

Table 27

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Spotify 85,4%
(134)

86,1%
(31) 85.5% 165

Wimp 10,2%
(16)

27,8%
(10) 13.5% 26

iTunes 51%
(80)

52,8%
(19) 51.3% 99

Torrents 15,3%
(24)

16,7%
(6) 15.5% 30

GrooveShark 1,3%
(2)

5,6%
(2) 2.1% 4

YouTube 66,2%
(104)

86,1%
(31) 69.9% 135

Vimeo 4,5%
(7)

13,9%
(5) 6.2% 12

MySpace 1,3%
(2)

2,8%
(1) 1.6% 3

Soundcloud 7,6%
(12)

11,1%
(4) 8.3% 16

Answered question 193

Skipped question 10
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There were some differences between genders. The majority of both male and female use Spotify 
(85,9%), but a tendency is that males also prefer YouTube (73,1%), whereas females prefer 
iTunes (64,2%).

What kind of services do you use when listening to music? 
You can choose more than one

Table 28

  Gender  

Answer Options Male Female Response Percent Response Count

Spotify 85,6%
(89)

86,3%
(82) 85.9% 171

Wimp 13,5%
(14)

12,6%
(12) 13.1% 26

iTunes 40,4%
(42)

64,2%
(61) 51.8% 103

Torrents 13,5%
(14)

16,8%
(16) 15.1% 30

GrooveShark 1%
(1)

3,2%
(3) 2.0% 4

YouTube 73,1%
(76)

67,4%
(64) 70.4% 140

Vimeo 10,6%
(11)

1,1%
(1) 6.0% 12

MySpace 1,9%
(2)

1,1%
(1) 1.5% 3

Soundcloud 13,5%
(14)

2,1%
(2) 8.0% 16

Answered question 199

Skipped question 10
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The next question, what kind of devices the respondents use when listening to music, was a 
multiple-choice question. The majority in both category of age use computers (89,6%) and 
smartphones (81,3%) when listening to music. There were none differences between gender, 
occupation and education. 

What kind of devices do you use when listening to music?  
You can choose more than one

Table 29

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Computer 87,9%
(138)

97,2%
(35) 89.6% 173

Mp3 player 14,6%
(23)

22,2%
(8) 16.1% 31

Tablets (iPad) 17,8%
(28)

25%
(9) 19.2% 37

Smartphone 80,9%
(127)

83,3%
(30) 81.3% 157

iPod 38,2%
(60)

41,7%
(15) 38.9% 75

Radio 47,1%
(74)

36,1%
(13) 45.1% 87

CD-players 17,2%
(27)

25%
(9) 18.7% 36

Answered question 193

Skipped question 10
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When asking about what is the most important feature when choosing a music service, the 
majority in both age groups answered selection of songs (48,7%). The majority in both age 
groups also preferred Offline/online mode (22,3%) and playlists (14,5%). 

What is the most important feature 
when choosing a music service? Table 30

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Selection of songs 48,4%
(76)

50%
(18) 48.7% 94

Playlists 14,6%
(23)

13,9%
(5) 14.5% 28

Compatibility with multiple devices 10,8%
(17)

2,8%
(1) 9.3% 18

Offline/ online mode 21,7%
(34)

25%
(9) 22.3% 43

Other 4,5%
(7)

8,3%
(3) 5.2% 10

Answered question 193

Skipped question 10

There were some interesting answers when it comes to people attitude to pay for music. The 
majorities in both age groups were willing to pay for music (82,9%), but especially respondents 
in the age group 26-30 were willing to pay for music (86,1%).

Are you willing to pay for a music service? Table 31

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Yes 82,2%
(129)

86,1%
(31) 82.9% 160

No 17,8%
(28)

13,9%
(5) 17.1% 33

Answered question 193

Skipped question 10



87

BUSINESS MODELS IN THE WEB 2.0 ENVIRONMENT

The last question that was asked was if the respondents were willing to pay for a music service 
without commercials. The answers were very interesting because the respondent’s willingness 
to pay for music increased in connection with a commercial-free music service, especially in 
the age group 26-30 years old (97,2%).

Are you willing to pay for a music service 
without commercials (advertising)?

Table 32

  Age  

Answer Options 21-25 26-30 Response Percent Response Count

Yes 84,1%
(132)

97,2%
(35) 86.5% 167

No 15,6%
(25)

2,8%
(1) 13.5% 26

Answered question 193

Skipped question 10

5.2 Bias

When developing a survey different types of errors can occur. These errors occurs when the 
survey sample do not precisely represent the population. The most common biases is related to 
measurement bias and missing observations. 

Measurement bias
Measurement bias occurs when a given respondents actually answer the questions in the survey 
but the researchers fail to analyze the answer. The purpose of the survey is to identify the true 
characteristics of the respondents. There are two different types of measurement errors.

1.   Bias related to the design of the survey. This is possible to limit by constructing the survey 
in the best possible manner.

2.   Response bias refers to bias that result from problems in the measurement process. 
There are two examples of response bias; leading questions and social desirability.

It is important to have a natural rate in the survey, so the respondents do not have to go back 
and forth when they have started the survey. The survey was constructed in a way that bias in 
relation to the design of the survey did not occur.  The measurement bias is also related to the 
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survey and interaction between the researchers and the respondents. There were one question 
that had some response bias in terms of being a leading question; “Do you use social media, 
such as Facebook, to discover news?”.  When the researchers exemplify with Facebook, the 
respondents might only think of Facebook as a social medium and thus in the passing forget 
other relevant social networks they may use and thereby biases can occur. E.g. a respondent 
might use Twitter to discover news but not Facebook, and hence since Facebook is mentioned, 
answer no on the question even though he/she use other social media to discover news. In 
terms of social desirability the norm amongst the Net Gens is to be tech driven in a multi-
media environment using multiple devices accessing multiple media’s and social platforms. It 
can therefore occur some biases in terms of social desirability in the questions of what kind 
of devices the respondents use to obtain news and music as well as what services they prefer – 
no one wants to be an outsider. At the same time such biases are hard to determine through a 
survey without having the direct contact that applies in face to face interviews.

Missing observation
This section is related to the actual survey and there are three different types of missing observation 
that will be take into consideration in this thesis.

1.   Coverage bias is bias that is related to the population. The bias occurs when the respondents 
are not fully covered in the sampling frame. It can occur either when drawing a sample 
or making a complete survey.

2.   Non-response bias is bias that occurs when respondents do not answer the survey. In 
other words a dropout that affects the range. 

3.   Sampling bias occurs when the researchers draw a sample and express an opinion on 
conditions in the population on the basis of the results from the sample. 

When analyzing the survey, the researchers found some biases related to coverage bias. The 
population that were chosen, was Norwegian “ Facebook friends” of the researchers. This 
could be a limitation in relation to the study, but it is all about the definition of “Facebook 
friends”. The researchers have approximately 1200 friends in Facebook, whereas 10 percent of 
these could be seen as real friends, the rest as network. None of the respondents in survey had 
any insight and knowledge of what the researchers were studying in the thesis. 

In relation to non-response bias, there were several questions in the survey were the respondents 
did not answer the questions. For instance, “how often do you listen to music” there were ten 
respondents that did not reply. This could cause some limitation to the answers, but it represent 
only 4,7 percent of the population so the answers will not be discarded. None of the questions 
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were discarded because the non-response never surpassed five percent. Due to the structure of 
the survey, the respondents were asked if they listen to music. If the respondents pressed:

Yes: They were guided to the next questions 

No: The survey ended

The sampling bias could cause some problems if the researchers draw a conclusion on the 
conditions in the population on the basis of the results from the sample. As mentioned, the 
researchers are studying the Norwegian Net Gens. The population is people from different places 
in Norway, different backgrounds and different social communities. One can argue that the 
population being studied does not necessarily represent Norwegian Net Gens, but the small 
spread in the responses suggests the opposite.

Validity
Validity in this survey is concerned about if a variable measures what it is supposed to measure 
or not. There are several different forms to asses the validity in quantitative research such as: 
Content-, criterion-, construct-, predictive-, convergent-, internal-, external validity and others. 
In this survey content validity is the most important one. This is because the content refers to 
the extent to which a measure represents all facets of the survey. 

Use
This category is concerned the users of social media and online media services. It was needed 
to identify who the users of online media services were. Therefore, four categories within the 
sample were developed. These categories were; age, gender, education and occupation. Through 
the use of these categories, the desired measures was measured, hence the category of use is valid.

Social media
The researchers found the social media aspect highly important to discover in regard to the 
Net Gens. On this basis the questions “what kind of social media do you use on a regular basis?” 
and “for what purposes do you use social media?” were asked. By asking these questions, the 
desired measurements were measured, thereby this category is valid. 

Content
The reason why the respondents were asked about content was to get an overview of what 
kind of content the respondents are interested in, and how the respondents acquire news and 
music. Some of the question asked were; “what type of news do you read?”, “do you prefer local 
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or global news?”, “how do you prefer to acquire music?”. These questions involve the content in 
online newspaper and music and are all covering what the researchers want to measure there-
by this category is valid. 

Payment 
The reason why payment was involved in the sample was to get an overview of the respondents’ 
willingness to pay for online media content. The respondents were asked “are you willing to pay 
for online newspapers/ music?” and “are you willing to pay for online newspaper/music without 
commercials”?. These questions cover the willingness of the respondents to pay for online 
newspapers and music, so this category is valid. 

6.0 DISCUSSION

Based on the previous chapters, this section will discuss the research question up against 
theory and findings.

6.1 Online News services 

Referring back to the theorization of the online news industry, Michelstein & Boczowksi 
(2010) argue that there has been a lack of through investigation in the field.  There is research 
arguing that online news complement traditional news, and there is research arguing that 
online news displaces displace traditional news and has led to a shift in peoples’ use of news.  
Based on the analysis of the conducted survey, one can argue that ‘everyone’ read news. 
99,5percent of the respondents read news whereas 94,9percent read news on a daily basis 
(tables 8 & 9). Furthermore, the vast majority in the conducted survey prefer to acquire news 
through online news services, regardless of age and gender (table 14). These findings support 
the notion that the emergence of online news has lead to a shift in people’s use of news, rather 
than the claim that news compliment traditional news.

The applied case companies within the online news industry, TV2sporten.no and DN.no, direct 
their activities towards the Norwegian market and the Norwegian users. The online Norwegian 
news market is characterized by the fact that the general consensus is to base revenue streams 
on advertisers and not users. This puts emphasis of the essence of attracting advertisers willing to 
pay for advertising space on the news services. The advertiser’s willingness to pay for ad space 
is affected by the number of users and the brand recognition of the service platform. In that 
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way the consumers and the advertisers are interconnected to the platform service, which again 
are dependent on creating cross-sided network effects between the two different sides in order 
to make profits. Since revenue streams from advertisers are dependent on number of users and 
brand recognition, which again are created by user perception, it is essential for an online news 
service to attract and keep consumers. 

Attracting and keeping consumers is strongly interconnected and do to some extent overlap 
each other. Nevertheless, in order to keep consumers at online news services it is a prerequisite 
to actually have consumers, which is done by attracting them. Therefore, the next sections 
discussing online news services will start by discussing what attracts users, followed by a 
discussion of what keep users loyal to web 2.0 news services.

6.2 What attracts users to a Web 2.0 News service?

Referring back to Tapscott (2009), he emphasizes that the internet have presented Net Gens 
the opportunity to choose what to buy, where to work and when to do things – whether it is 
reading news or communicating with friends. Tapscott also argues that for the Net Generation 
internet, social media, computer-games and Smartphone’s is an integrated part of their 
everyday life.  The results from the conducted survey highlight this evolution in consumption, 
as the vast majority of the sample read news regularly throughout the day, regardless of 
education and occupation (table 10). Furthermore, the results show that Net Gens obtain news 
through multiple devices. The vast majority obtains news, presented respectively by number 
of respondents, through; computers, smartphone’s, and TV. In contrast, only a minority of the 
respondents obtain news through traditional newspapers (Table 15).

These findings emphasize that new, customized, and mobile devices such as computers and 
smartphone’s have taken the accessibility and availability of news to a completely new level. 
Through these devices Net Gens use multiple Medias at the same time, watching TV while 
they chat on Facebook using their computers and at the same time read e-mails and tweets on 
their smart-phone. This evolution in consumption of media, have made a fundamental shift in 
the way companies advertise and communicate with their consumers. At least, the researchers 
argue it should have. It is a fair assessment that the conducted survey show that TV still is a 
strong medium amongst the Net Gens and hence there can be arguments for communicating 
through this medium. Nevertheless, the researchers argue that in the Web 2.0 environment 
attracting consumers to an online news service through commercials on television is a shot in 
the dark. TV-ads do not know who the consumers are or if they pay attention at all, and if they 
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consider TV-ads as a noise in the background or not. In contrast, through online connection, 
online news services have the opportunity to gather information about their users, and facilitate 
for either direct communication or an open multi-way communication, or a combination of these. 
As Battelle and O’Reilly (2009) highlight, people leave information shadows all over the Web. 
Through Smartphone’s, tablets and cameras, users are leaving information shadows on the web 
of how fast they are moving, where they are, and what they are looking at in real time. Devices 
are integrated with Medias, and different Medias are being integrated with each other. This gen-
eration have the ability to watch, listen and communicate all at once. The multi-way communication 
aspect and the integration of media are also the core principles and practices of the Web 2.0. 

The researchers argue that interconnection is a guiding principle for both the users (Net Gens) 
and Web 2.0 services in the use of technology. On this basis, the preferences and aspects of 
the Net Gens must be facilitated through the actual online news service platforms in order to 
attract and keep these users. YouTube is a classic example of a Web 2.0 platform, leveraging the 
long tail through consumer self-service, giving the catalogue both a social aspect and the ability 
for the consumers to locate their preferences. The conducted survey highlights that the vast 
majority of the sample read news every day (table 9), moreover they also prefer to read news 
regularly throughout the day (table 10). This emphasizes that there is an extraordinary rate of 
consumption of online news articles amongst Norwegian Net Gens. The high consumption 
rate correlate to the Net Gens use of technology as they prefer to acquire news through online 
news services (table 14), using mobile devices such as Smartphone’s and Computers (table 15).  
The researchers establish that Net Gens are ‘power users’ in consumption of online news, but 
there are also countless online news services. Some online news services specialize on particular 
categories such as sport, economy, or culture either locally or globally, while others cover most 
categories either local, global or in a combination. This underlines the importance of understanding 
the consumer preferences in the targeted audience in order to attract them to a specific online 
news service.  There are some differences in consumer preferences of type of news amongst 
Net Gens regarding gender. Even though the vast majority prefer news on economy, sports and 
culture; when categorized by gender, the female Net Gen prefers news about culture, celebrities 
and fashion In contrast the male Net Gen prefers news about sports, economy and culture 
(table 12). The vast majority of the Net Gens favour a combination of both local and global 
news (table 13). 

Net Gens preferences of content in online news services emphasizes the need for the news 
platform to provide content within the different areas of interests as well as facilitating the 
platform for presenting local news as well as global. For the case companies who compete in 
a Norwegian-language market, respectively within sports (tv2sporten.no) and economy (DN.
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no), it is fair to argue that the ‘local’ market these services need to cover are on a national level. 
More specific, DN.no is dependent on providing news content from the areas that are included 
in the Norwegian economical market on a national level. Tv2sporten is dependent on providing 
news content from the areas that are included within Norwegian sports to its consumers. 
Furthermore, the case companies are also dependent on providing news content from around 
the world, to keep their users updated on what is happening on a global scale. This emphasises 
that a Norwegian online news service is in direct or indirect competition for its consumers 
both on a national and global scale. First off, they need to be competitive in the Norwegian 
market as they are in direct competition with other Norwegian online news services. Second, 
they need to compete with both other national online news services, as well as international 
online news services when it comes to global news. Under the assumption that most Norwegians 
prefer to read news in their own native language international online news services can only be 
seen as indirect competition. Essentially, ‘must have’ components for Norwegian online news 
services, are to provide and present relevant content with the same or better quality at the same 
time as its direct competitors.

Content and preferences are not only in terms of ‘must have’ components such as news articles. 
It also regards value adding features for an online news platform such as functional and social 
features e.g. interconnection with social media.  In addition an online news service can also 
propose emotional and symbolic features to add value for its consumer. This is also interconnected 
to the users’ perceived usefulness and perceived ease of use of an online news service as well as 
Wirtz’s (2010) four factors of Web 2.0 as a phenomenon. The first of these four factors is social 
networking. In the conducted survey the respondents unanimously replied that they use the 
social network Facebook on a regular basis (table 4). Furthermore, the respondents in varying 
degrees used other social media’s on a regular basis. Most notably, Facebook disregarded, the 
use of blogs on a regularly is most common by the female Net Gens, whereas male Net Gens 
prefer Twitter (table 5). These social media’s are mainly used by Net Gens to; keep in touch 
with friends, read news, look at pictures and videos as well as networking (tables 6 & 7). On 
the direct question “Do you use Social Media, such as Facebook, to discover news?” the researchers 
found that the majority of the Net Gens tend to discover news through social media and social 
networking (tables 18 & 19). These findings support Wirtz (2010) notion that user motivation for 
involvement in social networks is found, amongst other factors, in entertainment and access 
to applicable information. It is therefore essential for an online news service to facilitate for 
interconnection with social networks; giving the consumers the opportunity to discover, share, 
discuss, and comment on the service’s content. Such facilitation gives the users incentives to 
enhance their opinion about a brand as well as contributing to a word of mouth effect. The 
word of mouth can be either positive or negative, and in order to attract consumers it is important 
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that there is a positive perception about the online news service that results in a positive WOM 
in different social settings. 

As discussed under the Web 2.0 section of the thesis, users in a Web 2.0 environment tend 
to have a high degree of social trusts, meaning that users trust user to user interaction about 
products and services more than marketing information offered by companies.  The social 
trust is also affected by subjective norm and social search that again will affect the users’ perceived 
usefulness of an online news service.  This has altered the way of communicating in a way that 
make online news services in a Web 2.0 environment dependent on a authentic dialog with 
its user through interaction orientation. In order to attract users’ online news services need 
to understand social networks as a “cultural phenomenon”.  This means that technology 
to a considerable extent is socially and culturally constructed and can therefore not be separated 
from human beings. Culture influences lifestyle, and lifestyle influences how individuals com-
municate and interact with new media technologies. In this sense, social networks as well as 
the Web 2.0 environment have become a “cultural phenomenon” in its own. Hence, facilitation of 
multi-way communication in between users as well as service to user communication within 
social networks is a prerequisite in attracting user to an online news service. In the way people 
extend their devices and their devices extend them, social networks extend both firm and user 
communication as well as firms and users extend social networks

In addition to the social aspect there are also other value adding features for users that affect their 
attraction towards an online news service.  This is connected to functionality features and 
users perceived ease of use. According to Tapscott (2009) and indicated by O’Reilly (2007: 
Battelle & O’Reilly, 2009) Net Gens and the “modern consumer” is seen as heavy users of 
technology and hence their capabilities, both their perceived and realistic, in using modern 
technology and systems are great. Nevertheless, facilitating opportunities for the Net Gens to 
customize and personalize an online news service to their needs and preferences is of importance. 
This is both in terms of configuring the services’ layout to their own need and preferences as 
well as easing the use of the social aspect making it easy to share and connect information 
about specific topics. The social aspect is already discussed, but a typical customization/
personalization feature of an online news service is an application which makes the service 
easy to use and access through e.g. tablets and Smartphones. The conducted survey shows that 
for the majority of Norwegian Net Gens, applications are not used when accessing an online 
news service Nevertheless, a large share of the Net Gens, over 40%, uses applications develop 
for online news services (table 16). On the other hand, when looking at education level, the 
majority of Net Gens with a master degree actually use apps to obtain news (table 17). This 
underline that applications are and can be a value adding feature for Net Gens and that applications 
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as well as personalization and customization of a service are important elements to have in an 
online news service in order to attract users.

Referring back to the comprehensive survey done by Nielsen (2010), the majority of consumers 
(79%) would not use a news service with applying a subscription model or payment walls if 
the content is available for free elsewhere. Furthermore, only 31% would consider paying for 
online only services. Comparing these numbers to the Norwegian Net Gens, the clear majority 
are not willing to pay for online news (Table 21). In the Nielsen (2010) survey, the majority of 
the consumers (64%), had the opinion that payment models and advertising was mutually 
exclusive and that if online content should be paid for it had to be free. When the Norwegian 
Net Gens were asked if they were willing to pay for online news without advertising/commercials 
the clear majority still replied that they were not willing (table 21). These numbers support 
Anderson (2009) notion that ad-supported models are the future because; the supply of content 
has increased by millions the demand has not, it is easier to download or read content online 
than to locate and buy it in stores; hence the WTP is declining together with the decline of 
search costs, and maybe most importantly – The vast majority of Net Gens which are grown 
up in a digital age have the perception that online content is free. 

6.3 Online News Services:

- Attract and keep consumers – the chicken and the hen?

When summarizing what attracts consumers to an online news service, one can say that there 
are many elements and factors that will have an impact for the Norwegian Net Gens. They are 
demanding, but rightly so in a market that is flooded with alternatives both in a global and a 
local scale. In order to attract consumers online news services are dependent on understanding 
not only the consumers and their preferences, but also the constantly changing environment 
they are operating in. In the Web 2.0 environment, culture is no longer shaped only by individual 
values and ideologies but by new rituals and tools derived from the social space of the Web 
2.0 as well as continual technical innovations in varying degrees. Online news services are 
dependent on providing ‘must have’ components in satisfying manner as well as facilitating 
for the social and the functional aspects the Net Gens demand in line with the technological 
development of the environment. 

The researchers argue that in the online news service industry the same elements and factors 
that attract users to a service are the same elements and factors that will keep users. If one 



96

BUSINESS MODELS IN THE WEB 2.0 ENVIRONMENT

assumes that it is a prerequisite to have users in order to keep them, it is a fair argument that 
there is accordance between attracting and keeping users at an online news service. Value adding 
features are often argued as a tool for keeping consumers at a service but should also be seen as 
a tool in attracting consumers. For online news services in the rapidly changing Web 2.0 environ-
ment, components that have previously been seen as value adding features are now moving 
towards becoming ‘must have’ components for the Net Gens in choosing a service. News 
articles themselves are no longer considered as the only ‘must have’ component. The possibility 
to discover, share, and discuss these articles through interconnection with social media, as well as 
functionality features as fast and easy news articles through e.g. applications are  no longer  just 
value adding features but important components that Net Gens see as necessities in an online 
news service. Understanding the Net Gens preferences as well as keep up with technological and 
social developments in the environment the services are competing is therefore the key in both 
attracting and keeping consumers. On this basis keeping and attracting Net Gens is intertwined 
and is based on the same principles:

→    Understanding the targeted audience preferences
→    Understanding the (Web 2.0) environment which are operated in
→    Keep up with technological developments
→    Facilitate discovery, sharing and discussion of content
→    Facilitate for open and authentic communication between the service and its consumers
→    Facilitate functionality features that streamlines and simplifies the use of the service

6.4 Business Models in a Web 2.0 environment for Online News Services

In the world of technologies, three specific computer technologies are becoming constantly cheaper 
– bandwidth, storage and processing. Its impact on society and businesses are fundamentally 
changing the game in that, all feed stocks in the digital economy is all getting cheaper and 
cheaper – inevitably making the cost of production ‘to-cheap-to-meter’. The final destination 
of prices falling every year becomes the price of free. Many business models have already been 
built around the concept of free services (Anderson, C., 2011). One can argue that amongst 
them are Norwegian online news services and the case companies DN.no and Tv2sporten.no. 
They deliver free service in terms of news articles to all users, but make revenue on ads, 
incorporated into the services. 

On the basis of the survey it is established that Norwegian Net Gens demands free content 
from online news services. Business models based on pure subscription are therefore discarded 
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for online news services operating in the Norwegian-language market. Furthermore, online 
news services operate with focus on collection, selection, distribution and presentation of 
online content -more specific, online news articles. Referring back to Wirtz et al. (2010), firms 
operating under these conditions are typically operating within content orientated business 
models. These types of business models are mainly dependent on revenue streams from online 
advertising. Initially, based on theory around business models in a Web 2.0 environment, there 
is no specific business model for online news services as most firms use a combination of more 
than one standardized business model. In terms of Norwegian online news services mainly 
competing in a Norwegian-language market in a Web 2.0 environment, the researchers argue 
that in order to make profits a combination of multiple business model approaches must be 
applied. 

As online news services are platforms operating in two sided markets it is needed to include 
certain elements from a multi-sided platform model. Multi-sided platform theory emphasises 
that in order to attract users to the news platform, survival depends on the ability to provide the 
requested content from consumer needs. As mentioned there are several other news services 
(platforms) already present in the market.  It is therefore essential attract and keep large 
numbers of users in order to be able to attract advertisers. The main question within online 
news services is what drives consumers to choose an online news service from another and 
what the incentives for advertisers are to advertise. The online news service will be mutually 
dependent on both users and advertisers as Norwegian Net Gens are not willing to pay for its 
services. This underlines the importance of creating revenue streams from the advertisers that 
again have the incentive to have the maximum coverage which is intertwined with return 
on investment from their advertising efforts.  Therefore, offering value to the consumer is of 
upmost importance when operating in a two-sided market where the size of one group, effects 
the attraction of the other towards the platform. The main challenge for online news services is 
to keep and constantly attract new consumers to their platform through value creating features 
and by facilitating ‘must-have’ components for the Net Gens. In doing so positive same-side 
market effects could encourage more users to join the platform. This stresses the importance 
of knowing the preferences of the user. The value proposition the Net Gens are closely linked 
to the embedded characteristics of the Web 2.0. The conducted survey support that Net Gens 
are super-users of technology and social media, which are also the preferred communication 
tool. As consumers they choose online news services that have an authentic, open, multi-way 
communication and facilitate their preferred functions in an online news service. They enjoy 
products that have characteristics of speed, entertainment and customization. They cherish 
‘freedom of choice’ and only want to pay for products that are not freely available elsewhere. 
To make revenue-streams flow, online news services must constant leverage the different 
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interest and expectations from both sides of the market (users and advertisers) to foster positive 
network effects, which the researchers argue are central for survival in a highly competitive 
market.

Currently the online news service are not accustom to subscription-models. Applying subscription 
models for online news services has been discarded, but the opportunities of embracing 
elements from a ‘free business model’ to increase revenue streams and profit need to be 
discussed. Music services tend to use the Freemium-model to attract users by providing free-
access to its core product: the music catalogue. Nevertheless, there is a tendency that in order 
to be more profitable they are dependent on getting more users to their subscription-services. 
So far this has been done through enhancing limitations on their free-service. This can put 
an online media service in a vulnerable position, loosing users to other free, but less limited 
online media platforms. The negative effect of losing users could result in losses from revenue 
as well as create negative cross-market effects due to a smaller user-base.  In a new market with 
constantly growing competition and a user-base that have grown accustom to free services the 
main challenge is identified by the researchers as being able to; offer additional value beyond 
the ‘must have’ components and value adding features Net Gens take for granted in a service. 

The case company DN.no apply certain elements from the Freemium model where most of the 
content is free but they also offer the opportunity to sign up for an online subscription with value 
adding features such as articles from their archives and their paper version in PDF. Osterwalder 
(2010) have characterized the Freemium model as where the free service users are subsidized 
by a small base of paying users.  Balancing the ratio between free and paid users is different and 
challenging for every company using a Freemium-model. Having a 5 or 10 percent subscription 
base may not provide sufficient revenue for an online news service. The network effects in a 
two-sided market operate on the premises that; if with a negative outcome, the consequences 
become a major loss in users and loss of revenue. if positive; more will subscribe to the service. 
On this basis he researchers argue that for online news services the critical element is to base 
the main revenue streams on advertising. At the same time online news services should provide 
niche segments within Net Gens the possibility to gain access to e.g. articles in the archive 
through subscription, as a secondary source to increase revenue.

Summary
Summarized there are no such thing as free – some way or another, somebody or someone pays, 
either directly or indirect e.g. advertising in your “free” paper. The exchange of free products 
from provider to receiver may not only be charges related to money. Within the culture of social 
media, free information is exchanged with a fee off attention by use of time or given recognition. 
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But what connects all relevant business models for online news services is the effort of attracting 
and keeping potential consumers. 

6.5 How to attract user to a Web 2.0 Music service?

In order to elaborate and explain what attracts users to a Web 2.0 music service, the presented 
theories are compared to the findings from the survey. In the survey 98 percent replied that 
they listen to music (table 22). The survey did not show males as being more active users of 
music than women. This slightly differs from global findings in a Nielsen survey (2011) where 
the typical users of streaming services according to the findings were male users between 21-
25 years old. It has already been argued that the Net Gens and the Web 2.0 are closely inter-
connected. Net Gens are wired differently in relation to past generation when it comes to the 
use of technology. Using technology and being online, is for the generation just as natural as 
breathing and they use multiple media at the same time.  The researchers have also already 
argued that both the communication aspect and the integration of media are not just related 
to the Net Gens but it is also the core principles for both Net Gens and the Web 2.0 through 
the use of technology. This argumentation is highly related to the findings in the survey. The 
conducted survey shows that Net Gens use different devices when listening to music, such as; 
computer, tablets, smartphones radio and others (table 29). Furthermore the vast majority of 
Net Gens listen to music regularly throughout the day (table 25). This underpins the argumentation 
that the Net Gens and the Web 2.0 are closely interconnected. 

The case companies presented in this paper are Spotify and WiMP. They are both available for 
the Norwegian marked, and the users have the opportunity to use their services around the 
world. According to the respondents in the survey availability is one of the most important 
factors when it comes to attracting users. This is also underpinned by the majority of the Net 
Gens who responded that they listen to music from 1-2 hours per day or more (table 23 & 
24). Nevertheless, there are varying responses when it comes to where they listen to music. 
Net Gens listen to music at school, at home, at work, in social setting, at training and in the car 
(table 26). The differences in the answers in where the respondent’s listen to music is comparable 
to the theories around Web 2.0 were customization and personalization is highly important. 
Wirtz and his colleagues (2010) discuss the changes in the Internet user behavior, were users 
can customize their personal devices to their own style and use them. The researchers argues 
that Net Gens wish to customize and personalize their personal devices in order to use them 
where, and whenever they want. It is therefore necessary for online music services to facilitate 
such functions in order to attract consumers. Further, the conducted survey highlights that 
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Net Gens use different services/programs when they listen to music. Based on the findings of 
the survey, Norwegian Net Gens favor Spotify and YouTube (Table 27). When comparing these 
findings to the findings Nielsen survey (2011), the Nielsen survey found that “watching” music 
through platforms, as YouTube and Vevo were the most popular music services. Some important 
notes to make is that since the Nielsen survey (2011) was conducted, the case companies have 
expanded into new geographical areas and that the Nielsen survey (2011) was global whereas 
in this thesis the focus is on Norwegian Net Gens and Scandinavian case companies. Neverthe-
less, the findings in both surveys could highlight three different aspects; the preferred services 
are free, they provide a “long tail” of content, and that people can also be attracted by the visual 
aspect when listening to music.  

Payment and pricing are also important factors in attracting users to an online music service. In 
contrast to the findings in the news section, the Net Gens in the conducted survey are actually 
willing to pay for music (tables 31 & 32). This is highly interesting in relation to Web 2.0 and 
business model theory. The majority of platforms, described in the Web 2.0 section, are free 
to use. Companies such as Facebook, Twitter, YouTube and Pinterest are all free for the users. 
The findings in this thesis are also interesting compared to the Nielsen (2010) survey, were the 
respondents would stop using a website if they had to pay for the content that would be freely 
available elsewhere. The vast majority in the survey developed by the researchers prefer Spotify 
as their music program (tables 27 & 28). Spotify use the Freemium business model, were advertisers 
and premium users (through subscription) pays for the service. This means that Spotify give 
their users the opportunity to use an add-supported free version of their service, or subscribe 
to an upgraded premium version. If the users upgrade the services to the premium version, 
they add some value adding features to the service such as no advertising. In contrast to online 
news services, there are different expectations in what the ‘must have’ components and value 
adding features in an online music service should be. Whereas Net Gens expect social and 
functional features to be integrated for free in an online news service, these are features Net 
Gens are willing to pay for in an online news service. The conducted survey shows that 
Norwegian Net Gens are getting accustom and willing to pay for online music services.

6.6 How to keep users at a Web 2.0 service?

In order to keep users at a Web 2.0 music service, generating value becomes an important 
factor. Generating value affects three areas; it is a way of attracting users to a platform, a way 
of driving users to subscription through limitations on access to certain niche features, and 
to stay competitive on constantly innovating market with many competing platforms offering 
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similar services. Offering value to the users is of upmost importance when operating in a two-
sided market where the size of one group, affects the attraction of the other towards the platform. 
The researchers argue that the main challenge for companies like Spotify and WiMP is to 
constantly attract new users to their platform through value creating features such as providing 
“must have” components for the users. In doing so positive same-side effects could in the same 
way as for online news services encourage more users to join the network. This stresses the 
importance of knowing the preferences of the users in order to keep them as well as attract 
new users. 

In keeping users to their platforms companies like Spotify and WiMP need to constantly leverage 
the different interest and expectation from both sides of the market to foster positive networks 
effects, which the researchers found as central for survival on a high competitive market. In 
accordance to the survey, the respondents listen to music everywhere at anytime of the day. 
Almost every online music program is available throughout the day. With the competition and 
the availability, programs like Spotify and WiMP, need to add a different value in order to keep 
users to their service. In order to do so Customer Value Proposition becomes a key element. As 
presented in the theory section, CVP13 in relation to this thesis is about developing a relation-
ship with the users. In doing so four categories becomes important. The economical CVP is 
the utilitarian value that is created by cutting down on sacrifices. This category is mainly used 
in retail, and can be a challenge within the Web 2.0 environment because almost everything 
is free of costs. In relation to the music services presented in this thesis, the economical CVP 
is relevant because both WiMP and Spotify are paid subscription services. From a theoretical 
point of view, the lowest price or the best tradeoff between quality and price is what the 
users choose. This is not comparable to Spotify and WiMP since the streaming quality and the 
price are the same. Therefore, it is important to elaborate on the other CVP´s. Functional CVP is 
perceived value derived from an alternative capacity for functional, utilitarian, or physical per-
formance. In the online music industry, functional CVP can be seen as added niche products or 
value adding features to the actual service. The quality and the price is often the same (eco-
nomical CVP), but the added niche products or features gives a functional value to the prod-
uct. Norwegian Net Gens listen to music in many different ways, such as at training, at work, 
and in social settings. Furthermore, they listen to music regularly throughout the day. This 
underlines the importance that online music services like WiMP and Spotify needs to be avail-
able at all time.  The emotional CVP is related to adding feelings to a product or a service. It is 
often used in retail stores, but it can also be used in a Web 2.0 environment, especially in the 
online music industry. There are certain ways of adding feelings through music, but one can 
assume that value adding features such as videos, visual pictures and artist information is of 
importance. In addition to Spotify, the conducted survey found that the vast majority of Norwegian 

13 CVP = Customer Value Proposition
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Net Gens use YouTube as one of their services to listen to music. This could indicate that Net 
Gens appreciate the visual perspective when listening to music. Another important emotional 
factor is the social aspect. Programs like WiMP and Spotify are fully connected to social networks 
such as Facebook and Twitter. Through this interconnection, users can chat about music, see 
what their friends are listening to, as well as share and create collaborative playlists. The 
social aspect is closely related to Social CVP. Social CVP is often driven by choices involving visible 
products and goods or service to be shared with others and has become a part of the “cultural 
phenomenon” of the Web 2.0 environment. When being compatible with social networks such 
as Facebook and Twitter, WiMP and Spotify give the users the opportunity to share and select 
content. It also facilitates multi-way communication between users as well as an authentic dialogue 
between the service and its users through interaction orientation.

6.7 Business models in a Web 2.0 Environment for an Online Music Service

As previously mentioned, Spotify and WiMP operates with different business models. From a 
theoretical point of view Spotify operates within the free business model, whereas WiMP 
operates mainly with a subscription model but including elements from other business models. 
There are some critical differences between the two business models, both in terms of revenue 
streams and how they attract users. Therefore, the two business models will be compared to 
the findings in the survey.

Spotify
Spotify use the Freemium business model, where they attract users by free-access to its core 
product; the music catalogue. In order to meet consumer demands and fulfill the prospects of 
healthy revenue streams, Spotify have to considerate several aspects such as intellectual property 
rights and technological evolution. One can argue that the Freemium business model has 
attractiveness for the users, by giving the users the opportunity to use the program for free. In 
addition, Spotify is attractive for the advertisers, because they spread their slogans and brand 
in-between songs. In contrast to download services where you pay pr. track or album, streaming 
services often use a monthly subscription model to generate revenue. To attract both sides of 
the market Spotify have offer free ad-supported access for users, in an effort to build up its 
consumer base. Different revenue-models using free-access to products, have been described 
in the theory section.

Spotify has been forced to enhance its limitations on the on the free-service, putting the 
company in a vulnerable position of losing users going to other free, but less limited online 
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music platforms. The possible negative effect of losing the free users could result in both losses 
in advertising and at the same time cross-market effect due to a smaller user base. Nevertheless, 
Spotify´s usage of the Freemium model, as a business model has been very effective in attracting 
and keeping the Net Gens users to its service, which their number of users have stated. Until 
recently this has been the business model of Spotify – giving free ad-supported access to all 
music, and charge for access to special features like offline-mode capabilities, mobile inclusion 
and more. The conducted survey showed that music is the most important feature in choosing 
a music service Nevertheless it also indicates that Norwegian Net Gens prefer that the service 
has additional the opportunity to create and share playlists as well as offline/ online mode, and 
are comparable with multiple devices (table 30). Balancing the ratio between free and paid 
users is different and challenging for every company using a Freemium-model. Record com-
panies are demanding high revenue streams from providing content to Spotify and having a 10 
percent subscription may not be sufficient for Spotify in providing satisfactory revenue streams 
to create profit. This, despite Spotify becoming the second largest source of digital revenue for 
the record labels in Europe (IFPI, 2011)

In the effort of transforming free-user to paying-user different limitation-strategies on the free 
service can be applied. 

→    Time limited – time is up!
→    Seat limited – 5 seats free, more paid
→    Feature limited – free basic, paid pro.
→    Storage limited – 2 Gb free, 4 Gb pay, 8 Gb Pay more ect. (Anderson, 2009b)

More limited strategies are possible and are often combined in different ways, depending on 
the product. The free version of Spotify is both feature and time limited, putting restrictions 
on the core product – the music. However, according to theory, using the Freemium model 
should not charge for exclusives or popular content since this might drive users to competing 
platforms. The fundamental question behind what should be limited is the question of what 
people are willing to pay for. Making assumptions on what individuals are prepared to pay for 
is a hard and almost an impossible task. Nevertheless, this is the reality managers are facing 
every day. As a consequence, knowledge of the users and of the environment surrounding the 
company become of great importance in choosing the right direction when navigating on a 
highly competitive two-sided market. In the music market with constantly growing competition 
the main challenge for Spotify is to be able to offer additional value beyond music. 

The researchers argue that Spotify is a successful example of a Web 2.0 music service leveraging 
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the Freemium trough giving the service for free and adding a premium version with niche 
products, giving the catalogue a social aspect and the ability for the users to locate their 
preferences. However, for an online music service to apply a Freemium model, it is essential to 
manage and balance the ratio between free and subscription users in order to create sufficient 
revenue and be profitable in the long run. It is therefore of utmost importance to monitor the 
Web 2.0 environment to keep up with the social and technological development in order to 
satisfy user preferences. 

WiMP 
WiMP has to considerate the same aspects of intellectual property rights and technological 
evolution as Spotify. But in contrast to Spotify who apply a Freemium model, WiMP uses a 
content oriented subscription model where they have integrated certain elements from the 
long tail business model as well as some of the elements in the free business models. A part of 
Spotify that have made it attractive for its consumers is the opportunity to choose a free version 
of the service which also have made them attractive for advertisers. In contrast, WiMP is a 
pure subscription service either directly from WiMP to consumers or indirectly through their 
collaborative partner Canal Digital. This rule out the possibility of attracting revenue streams 
from advertisers and makes the service solely dependent on attracting revenue directly from 
its users through subscription. However, WiMP applies certain elements from the Free models to 
attract users as they offer a 30 day free trial of the service to new and potential users without any 
strings attached. This provides the users to get to know and evaluate if the service satisfactory 
for further use i.e. if it is worth paying for. As the conducted research points out Norwegian 
Net Gens are willing to pay for online music services with marginal differences in the results 
whether they are exposed to advertising or not (tables 31 & 32). The provided ‘must have’ component 
(music) from online music services is in generally similar in principle.  This underlines the 
importance for WiMP to embrace one of the elements in the long tail model; offering value 
adding features and content that satisfies user preferences. In the end the users are paying for 
something else rather than the actual product, but one way or another they pay.  The must 
have component is a necessary foundation for existence, but other value features are the ones 
who make the users determine to repeat the purchase. 

The researchers argue that WiMP’s use of their subscription model is as much suitable to an 
online music service as Spotify’s use of Freemium. Both business models are appropriate tools to 
approach their consumers and create revenue streams, despite their differences. However, the 
key point in both models and for music services operating in the Web 2.0 environment is to 
attract and keep users at their services. It is therefore essential to monitor and participate in 
the Web 2.0 environment to keep up with the social and technological development. In other 
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words, facilitate the service to satisfy user preferences as Norwegian Net Gens are willing to 
pay for a service as long as it complies with their requirements. 

7.0 CONCLUSION: 

How to attract and keep users at Web 2.0 based services in the media industry 
(in order to create profit)?

Through the discussion it was found that the key in making revenue streams for a Web 2.0 
Media service in a two-sided market is the consumers. Revenue streams are created either 
directly from the consumer through subscription, or indirectly through advertisers. A positive 
revenue flow is a prerequisite for creating profit and thereby it is essential to keep and attract 
consumers. The common denominator for both online news- and online music services is that 
it is essential to understand their preferences and the Web 2.0 environment they are operating 
in. Even though the different type of services are operating in the same environment, there are 
some differences in how to attract and keep consumers between the different media services. 
This is closely interconnected with the Net Gens willingness to pay for value adding features 
in a service and what is considered a value adding feature. The researchers found that Net 
Gens are attracted by value adding features as much as the ‘must have’ components music and 
news articles. However, the Net Gens willingness to pay for these features varying. Additional 
functionality and social features are seen as value adding features worth paying for in an online 
music service, whereas they are seen as ‘must have’ components integrated in the service for 
free in their choice of online news services. Nevertheless, for an online news service it is essential to 
attract as much users as possible to again attract advertisers in order to create revenue streams 
as users are not willing to pay for online news. This means that the same fundamentals apply 
for both online news and online music services in attracting and keeping consumers: 

→    Understand the targeted audience preferences
→    Understand the (Web 2.0) environment they operate in
→    Keep up with technological developments
→    Facilitate discovery, sharing and discussion of content
→    Facilitate for open and authentic communication between the service and its consumers
→    Facilitate functionality features that streamlines and simplifies the use of the service

Further, these fundamental elements must be applied in a business model appropriate for the 
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given market in order to create profit. Hence, online news services should use content oriented 
business models focusing on generating revenue streams from advertisers, whereas online 
music services should use subscription models or a tailored approximation.

7.1 Limitations

How to keep and attract users to a Web 2.0 media service will vary from different services 
operating in different markets even though they are operating in the same environment. The 
researchers focused on the Norwegian online media market, and by doing so the presented 
and analyzed data are only representative for the Norwegian market. Furthermore, the extracted 
sample from the conducted research was respondents categorized as Net Gens in the age of 
21-30 years. This means the findings only are comparable to a targeted audience of Norwegians 
between 21 and 30 years of age.

The theory applied was chosen with the intent to shed light on the different subject areas of the 
research questions. The researchers choose to elaborate on two-sided market theory to describe 
the main differences between creative industries and traditional industries. This theory is 
a part of economic and pricing theory, which the researchers are not directly engaged in. 
Nevertheless, business model theory, which also was elaborated on, is closely linked to two-
sided market theory.  It was therefore seen as sufficient to use in explaining the different business 
models for the case companies. 

The analysis part of the thesis was done using a sequential mixed method approach through 
in depth interviews and a survey. As previously mentioned the researchers interviewed five 
people. The researchers did this separately in order to save time. In retrospect, this could have 
been done more precise and together, in order to have better data to develop the survey. There 
were also some limitations to the survey. The answer rate (40,5 %) can be seen as satisfactory, 
but the age range of the respondents were not satisfactory compared to all age groups the 
researchers initially wished to disclose. Second, the researcher could have asked more in depth 
questions in order to make additional and more detailed cross tabulations within the analysis. 
This would have provided the researchers with clearer, more explanatory results from the 
analysis and provided a better basis for the conclusion.
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