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ABSTRACT
The present study analyzes consumers perceptions of music streaming and how such perceptions might influence customers brand loyalty and purchase intent. The competitive advantages of music streaming, widely known for its cost-saving measures, ease of use, and worldwide accessibility, are carefully reviewed herein. The S-O-R Theory commonly employed in psychology studies is applied in this study to explain the relationship between the product characteristics of streaming music (e.g., price, content quality, functionality, convenience, and design) and consumer behavior as seen by consumption emotions.  This relationship is viewed as either positive or negative in consumer satisfaction and purchase intention. The data were collected through an online web-based survey questionnaire.  One thousand seven (1007) subjects from Indonesia completed the survey. The Structured Equation Modeling (SEM) was used to examine the relationship among product attributes, consumer satisfaction, and purchase intention. Our study findings revealed a strong association between emotion and particular product characteristics, whereby a positive emotion exists across all product characteristics in music streaming services. The design variable is the most popular function of all music streaming services product attributes. Our findings suggest that either positive or negative emotions may predict the functionality constructions in comparison with previous research results. On the other hand, the findings of the present study suggest that only positive emotions can influence the satisfaction level of consumers and, in turn, affect the consumers purchasing intent
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INTRODUCTION
Tune entertainment services have been steadily evolving over recent years. Users are now facilitated with the utility to take notes of radio tunes, to save songs on a large capacity storage medium (e.g., Compact Disc (CD), Vinyl Disc, or Cassette Tapes, or a thumb drive, and so on.), perform digital sharing (e.g., pc files saved in both MP3, FLAC, or WAV, and so forth) and even to optimize tune streaming offerings. Music streaming services enable the customers to track through the Internet without having to worry about the copyright of the tunes on the physical media or virtual files (Wlömert & Papies, 2016). 
The transmission mechanism of tune streaming is by way of private company service, which provides users with access to a much wider collection of songs than traditionally accessible. Such collection may be saved to a tracking database that the streaming service provider made available, otherwise known as the Internet “Cloud”. The cloud is an internet carrier of music files exchange network server where customers can keep their information in audio and video form and access them on demand from anywhere and every time the need arises) (Doerr et al., 2010). Popular cloud services for track streaming include 1) real-time streaming radio services such as Pandora and Accuradio.com, and 2) on-demand streaming media such as Spotify, Deezer, and Apple Music, and so forth (Kim et al., 2017).  The benefits or the privilege of on-call for a song-stream club potentially make it the most popular/famous tune streaming service on the market today.
 The song streaming offerings started to gain popularity in 2005 and continued sustained development through the ensuing years. There appears to be a major increase in the use of tune streaming services by hobbyists due to growth in the number of individuals who are willing and able to pay for song streaming club services (top class users).  Such growth in the use of streaming services is evidenced by the current use of Spotify, 5 percent, of which accelerated from 112 million customers in 2017 to 176 million in 2018 globally. The effect of increasing music streaming services strongly shows that consumers considerably prefer this mode of tune delivery physical media which they view as inconvenient, lacking in choice, and high in cost.
As regards this subscription business model, music streamers access from Premier consumers is generated through either (1) annual membership fees and (2) free consumer advertising (Wlömert & Papies, 2016). It is regarded as a Freemium business case where both the ‘reasonable’ and ‘premium’ Freemium hybrid concept is used (Doerr et al., 2010). The freemium business model encompasses both limited access to free users and full consumer awareness (Aguiar, 2017). For free users, this offers an advertising subscription service, where profits are mainly generated from ad sales rather than users directly charging, is reduced usability. The customers can use exclusive features that are impractical for users for free: enjoy listening to the same songs again or choosing songs of their preference (Aguiar, 2017; Doerr et al., 2010). 
Several studies of consumer behavior in the music streaming services were conducted by Doerr and colleagues (Doerr et al., 2010) and Jihwan Kim and colleagues (Kim et al., 2017) in the past. These studies mainly focused on finding the Willingness to Pay (WTP) and identifying the most important attributes of music streaming services from consumers in different regions such as Germany, the US, and South Korea. The study found that people in Germany considered price, contract duration, audio quality, and music access as the most important attributes of the music streaming services they use. The study conducted by Jiwhan Kim and colleagues (Kim et al., 2017) focuses on the comparison between the music streaming markets in both the US and South Korea. Their study found that the most important attributes of music streaming services for users in the US ranked by order of importance are namely: streaming mode, advertisement, offline usage, and exclusive contents, where the first two attributes are considered more important than the rest. Surprisingly, sharing the same similarity of the results of preference, users from both the US and South Korea see the exclusive content (i.e., content that made specifically for users who use the music streaming services) as the least important attribute of music streaming due to unattractive offer from music streaming service providers at that time.
Since previous studies reported in the literature of music streaming had been conducted with a primary focus in the area of consumers’ WTP of music streaming services, this study adopted different approaches by looking at consumers’ perceptions of music streaming attributes. Consumption emotion, which refers to the feeling that occurred during or after consuming a product or service that is classified as a positive emotion and negative emotion, will also be used herein as a determinant to understand how the product attributes of the music streaming industry may increase consumer satisfaction which may, in turn, leads to purchase intention of music streaming services.
Similar to most of the studies in marketing and consumer behavior fields that widely adapted theories from the psychology field, the S-O-R theory also has been applied widely in many consumer behavior studies, including e-commerce (Jiang et al., 2010; Kim et al., 2013; Patanasiri & Krairit, 2019; Wu et al., 2008), retail (Chang et al., 2011; Thang & Tan, 2003), restaurants (Jang & Namkung, 2009; Namkung & Jang, 2010), social media (Carlson et al., 2018; Grace et al., 2015), high-technology devices (Lee et al., 2011), tourism (Lee, 2014), and Internet website (Hsu et al., 2012; Jiang et al., 2010). The objectives of this study are formulated to investigate consumer behavior specifically in the market of Indonesia.
The first objective is to further understand consumers’ perception of music streaming attributes in Indonesia.
 The second objective is to investigate how consumers’ perception of music streaming attributes might influence consumer satisfaction and purchase intention through consumption emotion in Indonesia.
The third objective is to find out what is the most important product attributes of music streaming that influence consumers’ decision to use music streaming services as their music consumption platform in Indonesia.

THEORETICAL BACKGROUND
S-O-R Theory
The S-O-R theory, also known as Mehrabian-Russell (M-R) model, was originally developed in the environmental psychology field by Mehrabian and Russell in 1974 (Lee, 2014). This M-R model is an extension of the S-R theory that was introduced decades earlier by Woodworth and Schlosberg (1954) from the behavioral psychology field (Royce, 1963; Shulley & Shake, 2016). Experimental psychologists used the original theory to explain animal behavior responding to different stimuli in a laboratory experiment (Lee, 2014). Shortly after the theory was published and revealed to the world, this first version of the S-O-R Theory received much criticism because it was being used to explain complex human emotion in a simplistic framework or was allegedly oversimplified (Shulley & Shake., 2016; White, 1993). Woodworth later expanded with an intermediary variable between Stimulus and Response and explained that these intermediary variables could be a motivation, a purpose, or a tendency to respond to the stimuli. Contrary to the earlier form of the S-O-R Theory, Mehrabian and Russell (1974) argued that different environmental stimuli trigger human emotion.  Based on the M-R model of the S-O-R theory, a human’s feeling towards the environment is influenced by his or her perceptions of both the physical and social environment (Lee, 2014). The S-O-R theory is not only popular in the psychology field, but it is also widely employed in consumer behavior studies (Chang et al., 2011; Fiore & Kim, 2007). In terms of consumer behavior, Cho et al. (2018) explained that different stimuli like product attributes, design, features, and store atmosphere could influence the transformation of consumers’ internal conditions or emotions into consumers’ responses toward the stimuli. Bagozzi (1986) adds that under the S-O-R theory, an organization works as a cognitive process that connects the environmental stimuli and reactions of a person. The S-O-R theory was created subsequently to better explain the process of consumer decisions at the level of individuals, groups and organizations (Patanasiri & Krairit, 2019).
In terms of the decision-making process, the stimulus can be identified as an ongoing decision by consumers (Chang & Jai, 2015). According to Bagozzi (1986), the stimulus could be anything outside of someone that consists of both combined positioning variables and external environmental factors. In the S-O-R model, the stimulus is used to influence consumer perception (Alexander & Cano, 2019). A stimulus can be identified as two categories: both object and environmental stimuli (Arora, 1982; Wong, 2020). Object stimuli consist of product attributes, the time consumption of the product, and the complicity of the product. Meanwhile, the environmental stimulus is derived from the surrounding individuals or the store atmosphere (Arora, 1982). In terms of technology products, stimuli contribute to the consumer buying process where consumers’ understanding of product characteristics (e.g., model, performance, etc.) goes along with his or her experience in purchasing and consumption (Lee et al., 2011). Product attributes can be recognized as either tangible or intangible product features, such as price, design, function, brand, benefits, etc. These features all contribute to the success of product marketing (Keightley, 2010; Meyers-Levy & Tybout, 1989; Park et al., 2018). In retailer studies, a stimulus can be categorized as either a physical or social environment (Jiang et al., 2010; Patanasiri & Krairit, 2019). A stimulus may also be manifested in many forms, such as the appearance of products, the atmosphere of the store, or the salesperson’s availability (Jacoby, 2002). The environment stimulus is popular and widely used in the examination of both physical and online retail studies to examine how environmental stimulus influences consumer behavior in retail settings. This study applied product attributes as an object stimulus, including price, content quality, convenience, functionality, and design. This study refers to the literature from technology product studies such as smartphones, tablets, personal computers, smartwatches, wearable devices, e-commerce, etc., for describing the product characteristics of music streaming.
Organism in the S-O-R theory can also be perceived as a human cognitive process. The cognitive process refers to “everything that goes inside consumers mind concerning the acquisition, processing, retention, and retrieval of information” (Islam & Rahman, 2017). In the S-O-R model developed by Mehrabian and Russell (1974), organism refers to three emotional conditions: namely pleasure, arousal, and dominance, or known collectively as “PAD”. According to Richins (2013), the PAD measurement developed by Mehrabian and Russell (1974) was not designed to measure the entire aspects of consumer emotional condition but only consumers’ emotional responses toward the environmental stimulus, also known as “atmospheric”. The PAD scale may effectively measure consumers’ feelings towards the store environment but not the consumption experience (Richins, 2013; Zhu et al., 2012). This point of view is recognized by Mehrabian and Russell (1974). They posited that the PAD measurement may be best employed to capture individuals’ “emotional response” towards the environment but might not effectively capture individuals’ experience. Therefore, this study will apply the Differential Emotions Scales (DES) proposed by Izard (1977) to measure consumer consumption experience in music streaming.
Responses in the S-O-R theory are referred to as the outcomes of the process of stimulus-organism-response, whether they result from either approaching or avoiding the stimulus (Vinish et al., 2020). The responses to the stimuli can be classified as either external responses or internal responses (Jacoby, 2002). The internal response is the emotional response towards the previous experience that resulted in feelings of satisfaction or dissatisfaction. Meanwhile, the external response could be a behavior of consumers toward the previous experience, such as purchasing or not purchasing. The positive environmental stimulus will prompt the approach behavior, while the negative environmental stimulus will encourage the avoidance behavior (Mehrabian & Russell, 1974). The approaching behavior is a positive response to the environmental stimulus where it refers to activities of the person to either remain, explore, give attention, or get together with other parties in the same environment, while the avoidance behavior is a negative response to the environment and refers to a person’s behavior who tries to avoid, escape, or be indifferent from his or her current environment and also tries to block all forms of communication from other parties (Francioni et al., 2018; Lee, 2014). According to Jacoby (2002), the response in the S-O-R theory can be defined in many different forms, and the outcome of it can be extended from either being aware or unaware, or either inside (unseen) or outside (recognizable) of humans. Bagozzi (1986) further posited that responses in the consumer behavior study are reactions of consumers to the outcomes of the process in the S-O-R process, and they can be differentiated as behavioral reactions or psychological reactions. 

Consumption Emotion
Darwin (1979) argued in his book that emotions play an important role in increasing an organism’s chance to survive in nature. Bagozzi et al. (1999) defined emotion as a mental condition of readiness that emerges from subjective evaluations of occasions or musings. Emotion has been studied as an important subject area in Consumer Behavior studies Troiville et al. (2019). Most studies about consumer emotion in the consumer behavior field were originally developed or borrowed from the psychology literature (Richins, 2013). The earlier studies about emotion in the Consumer Behavior field were mainly focused on advertisements, and it has been applied to other subjects in the ensuing (Richins, 2013). Literature about consumer consumption experience has explored the role of emotion in many different subjects such as products (Kim et al., 2016; Mehrabian & Russell, 1974; Mehrabian & Wixen, 1986), services, possessions (Watkins & Molesworth, 2012), and different consumption situations (de Hooge, 2014; Sabiote Ortiz et al., 2017). These studies found that emotion plays an important role in influencing consumer consumption behavior. Consumer consumption experience and its reaction can be defined by measuring consumer emotion during or after the time consumers use the product or services (Babin et al., 1998). To measure emotion in terms of consumer consumption, Izard (1977) developed a set of Differential Emotions Scales (DES) measurements. The measurement set of emotions proposed by Izard (1977) consists of 10 different emotion dimensions, which are named “interest, joy, surprise, sadness, anger, disgust, contempt, fear, shame, and guilt. This study will divide the said set of emotions into two parts (both positive and negative) due to each emotion's different effects and influences. This separation is based on the study conducted by Jang and Namkung (2009) to measure consumer’s emotions in the restaurant setting. The study “individual affective experiences” found that positive emotion and negative emotion are two “independent unipolar” dimensions that represent human emotion related to individual experience (Bradburn, 1969; Jörling et al., 2020). This is in line with the study’s finding conducted by Westbrook and Oliver (1991), saying that emotion in consumption experience has two dimensions: positive emotion and negative emotion, instead of one “bipolar” dimension. Westbrook and Oliver (1991) argued that the complexity of consumption experience could not be captured by using a combined set of emotion measurements or usually called the “bipolar” dimension. Therefore, Han and Back (2007) suggested using “the valence of consumption emotion” to fill the gap and limit the combined set of emotion measurements. Several studies statistically proved that positive and negative emotion has an important role in explaining the feeling in “consumption emotion” by using factor analysis (Morimura et al., 2014; Zhu et al., 2012). More importantly, consumption emotion is also recognized in consumer behavior study of its powerful ability to predict consumption behavior (Han & Back, 2007). Numerous consumer behavior studies have explored the relationship between consumption emotion and several aspects of consumer behavior such as preference, evaluation, recommendation, and purchase intention (Han & Back, 2007; Reynoso, 2010; Zhu et al., 2012).

Consumer Satisfaction
According to Reynoso (2010), consumer satisfaction can be defined as consumers’ psychological state when the result of the consumption experience is better than the expectation of prior consumption experience of consumers. Consumer satisfaction can also be defined as the aftermath or ongoing process of consumers’ evaluation by comparing consumer expectation, prior experience, and current situation of using the product or services. The outcome of this process can be classified as either satisfied, neutral, or unsatisfied (Anderson, 1973; Herrera & Blanco, 2011). Satisfaction in the consumer perspective is usually judged by comparing the level, quality, and other features of the purchased product or services in use, to the criteria set forth by the consumers themselves personally or generally (Westbrook & Oliver, 1991). Sometimes, consumers also compare the costs and the benefits of the product for deciding whether they are satisfied or unsatisfied with the product purchase (Churchill Jr & Surprenant, 1982). The recognition of consumer satisfaction as an important factor in both marketing and consumer behavior studies has prompted the growth of the studies in academic research in recent years (Bearden & Teel, 1983). Whether in theory or in practice, marketing in the modern era considers consumer satisfaction as an essential concept to make sure that consumers feel satisfied, and they will give more profits to the company as a re-purchasing result. Consumer satisfaction is important for marketers because it can be used to determine “consumer loyalty”, “repeat sales”, “positive word-of-mouth”, and a rise in “company market share and profitability” (Annaraud & Berezina, 2020; Bearden & Teel, 1983; Bhattacherjee, 2001). Based on consumers’ perspectives, consumer satisfaction is also important because it can be used as an indicator by companies to improve the quality of the product and services in order to meet consumers’ expectations. “Attribute Satisfaction” is one of the indicators that is being used to measure consumer satisfaction and is thereby judged based on the product attribute performance (Flores & Vasquez-Parraga, 2015). Studies of consumer satisfaction in e-commerce reported that consumer satisfaction is a key factor that leads to re-purchase intention, and as such, it helps a company to build and maintain consumers’ brand loyalty (Bhattacherjee, 2001; Evanschitzky et al., 2004; Srivastava & Rai, 2013). 

Purchase Intention
According to Ajzen (2020), consumer purchase intention is considered as an emotional intensity or desire to make a purchase, and it will likely result in the actual purchase action in a short time. Purchase intention is one of the dimensions of behavioral intention. The purchase intention variable is recommended to be used to predict consumer behavior patterns because it reflects the actual behavior of consumers (Ajzen & Fishbein, 1980; Lemon & Verhoef, 2016). Alalwan et al. (2017) posit that purchase intention could increase the probability of consumers purchasing products or services. They further contended that consumers probably buy something because of “constraints” rather than their “real preferences”; therefore, the intentional measurement will be more suitable than behavioral measurement in understanding consumers’’ minds (Bilgili & Ozkul, 2015). 
Belk (2015) classified purchase intention into three types: unplanned purchase, half-planned purchase, and planned purchase. Unplanned purchase intention can be perceived as consumer decisions about purchasing specific products and brands on site. Half-planned purchase intention is contingent upon a decision of a particular brand, a condition when consumers already know what products to buy but still not decided on which brand to purchase. Planned purchase intention is when a consumer is sure about which product and what brand to purchase. In terms of online purchase, consumer intention can determine or predict when the consumer will make an actual purchase through either the Internet (Salisbury et al., 2001) or other retailers with a physical storefront. Pavlou (2003) added that consumers are eager to participate in online transactions in online purchase intention. Consumer purchase intention is important because it is indicative of the actual behavior of consumer purchasing (Bai et al., 2008). Purchase intention has also been applied in several studies that use the S-O-R theory as an underlying Theoretical Framework (Jang & Namkung, 2009; Jiang et al., 2010; Lee & Yun, 2015; Wu et al., 2013).

Hypotheses Development
Price towards emotion
Public frustration arises anywhere they perceive injustice and may be related to the perceived excessive costs for goods or services. This can contribute to a negative feeling which is a natural response to unequal treatment (Demangeot & Broderick, 2010; Rose, 2013). A “deception,” “pain” or “outrage” (Austin et al., 1980) may be a negative emotion, or they may both appear at once. Contrary to the previous case, responses like optimistic emotion, which are either “love” or “surprise,” may arise when customers find that the offer is fair and take it. “Deception,” “pain” or “outrage” (Austin et al., 1980) may be negative emotions, which may appear at once. Contrary to the previous case, responses like “positive emotion”, which is either “joy” or “surprise,” may occur when customers view the prices as fair and therefore may contribute to a sense of gratification (Yoo & Kim, 2014). We suggest the following hypothesis based on the discussion in this study: 
[bookmark: _Hlk14007690]
H1a. Price has a positive effect on positive emotion.
H1b. Price has a negative effect on negative emotion.

Content quality towards emotion
According to Westbrook and Oliver (1991), emotion (instead of satisfaction) is usually judged by comparing the level of product performance, product quality, and any other objective standards set by the consumer with other products. Zhu et al. (2012) argued that the satisfaction feeling arises from emotional evaluation after product consumption. In response to this viewpoint, this study further proposes:

H2a. Content quality has a positive effect on positive emotion.
H2b. Content quality has a negative effect on negative emotions.

Functionality towards emotion
Research suggests that the look and feel play an important role in a purchase decision. For instance, according to the study conducted by Chitturi et al. (2007), when given an option to choose between a product with a more aesthetically appearance and a product with functionality advantages, consumers tend to choose the former with a better look and feels. The finding suggests that although a sense of guilt may occur, a consumer will choose a product that has an aesthetical appeal over the one that offers more functionality. To reduce the negative emotion of guilt, companies are advised highly to focus on the product design and seek to add more features of functionality to give the advantage of a better look and feel to their products. Chitturi et al. (2007) also found that consumers’ emotions at the time of purchase play a critical role in consumers’ decision whether to buy a product with either a good design or a product with the best functions. Therefore, the present study proposes the following hypotheses:

H3a. Functionality has a positive effect on positive emotions.
H3b. Functionality has a negative effect on negative emotions.

Convenience towards emotion
Consumers concerned about time efficiency will feel mentally pressured when the time needed to get the benefits of product consumption is high (Jennings et al., 2017). As such, it may, in turn, lead to a negative perception of the convenience of product consumption, thereby resulting in negative emotion (Hui & Tse, 1996; Morimura et al., 2014). Nah et al. (2011) argued that positive perceptions of technology-related products are achieved when consumers can spend less time and physical and emotional attention in using them. Therefore, this study proposes:

H4a. Convenience has a positive effect on positive emotion.
H4b. Convenience has a negative effect on negative emotions.

Design towards emotion
Several studies on user interface effects on user behavior suggested that emotion plays an important role in influencing user behavior towards a Website, based on its design (Deng & Poole, 2010; Hassenzahl & Tractinsky, 2006). This is in line with Bloch’s finding (1995), whereby he suggested that product design may trigger consumer emotional response to the aesthetical aspect of the product. Based on the study findings, the present study proposes:

H5a. The design has a positive effect on positive emotions.
H5b. The design has a negative effect on negative emotions.

Emotion towards consumer satisfaction
The influence of emotion on consumer satisfaction and behavioral intention happened either before, during, or after consumption (Barsky & Nash, 2002; Wong et al., (2020); Reynoso, 2010). This is in line with Zhu et al., (2012) argument, suggesting that consumer satisfaction is the result of the consumer evaluation based on the emotion either during or after the product consumption. This process is widely known and studied in contemporary literature of marketing and consumer behavior. Therefore, the present study proposes:

H6a. Consumer satisfaction has a positive effect on purchase intention.
H6b. Consumer satisfaction emotion has a negative effect on purchase intention.

Emotion towards purchase intention
In the Mehrabian-Russell (M-R) model, they posited that consumers’ behavioral response to the stimulus, such as purchase intention, is influenced by consumer emotion (Ha & Lennon, 2010; Wu et al., 2008). Several research studies have shown that emotion influences consumer “behavioral response” (Jang & Namkung, 2009; Kim & Lennon, 2013; Kim et al., 2013; Namkung & Jang, 2010; Yoo & Kim, 2014). As such, the present study proposes:

H7a. Consumer positive emotion has a positive effect on purchase intention.
H7b. Consumer negative emotion has a negative effect on purchase intention.

Consumer satisfaction towards purchase intention
According to Lemon and Verhoef (2016), consumers’ purchase intention is highly influenced by consumer satisfaction with a specific product. The relationship between consumer satisfaction and purchase intention has been verified in previous studies in several industries, such as in Healthcare (Taylor & Baker, 1994), m-commerce (Malik, 2012), mobile app (Hsu & Lin, 2016), and e-commerce (Zhang et al., 2015). Accordingly, the present study proposes: 

H8. Consumer satisfaction has a positive effect on purchase intention.

METHODOLOGY
Sampling Plans 
This study uses an online survey questionnaire provided by Google form. The questionnaire items, less the control variable, are designed using a 5-point Likert Scale ranging from 1 (strongly disagree) to 5 (strongly agree). The target population of the present study is the online community of Indonesian audio enthusiasts in social media known as the Audio Kere Hore (AKH) group, with members counts of about sixty-six thousand people in the group as of 2019. Questionnaire items are adopted from several previous pieces of literature like Price (Adopted with modification from Oyedele & Simpson, 2018), Content quality (Adopted with modification from Yang & Lee, 2018), Functionality (Adopted with modification from Park et al., 2018; Yang & Lee, 2018), Convenience (Adopted with modification from Oyedele & Simpson, 2018), Design (Adopted with modification from Li & Yeh, 2010), Emotion (Adopted with modification from Jang & Namkung, 2009), Consumer satisfaction (Adopted with modification from Gan & Wang, 2017), Purchase intention (Adopted with modification from Wagner et al., 2014). For the back-translation, the questionnaire items were translated to Indonesian from the English version since the target respondents of this study are Indonesian and translated back to English to make sure the questionnaire items did not lose their original meaning.
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Statistical Results 
Most of the respondents are male. They make up some 99.3% of the total number of respondents, aged between 18-24 years old (56.1%). The data also show that most of the respondents are students (31.3%) and full-time employees (31.1%) and have been using the music streaming services for 1 to 3 years (28.8%). The result of standardized factor loading of most items met the criteria and is satisfactory, where the standardized factor loading of all items ranges from 0.634 to 0.911. Overall, the result of the CFA produces a good model fit where all the indicators meet the criteria ((341) = 953.436, /df =2.796, p<0.001, GFI = 0.937, AGFI = 0.920, NFI = 0.937, CFI = 0.958, RMSEA = 0.042). Results meet the criteria except for /df (6.166). According to Hair et al. (2014), such as in this case, the CMIN/df cannot be used to measure model fit in a study with a sample size larger than 750. 

Pilot Study
Before doing the actual survey, a pilot test was conducted on a sample of 50 respondents. The purpose of the pilot test was to make sure that participants understand the meaning of the questionnaire items since the target participants are Indonesian and the questionnaire items were translated from English to Indonesian. The pilot test was conducted by gathering 50 Indonesian participants outside the target population of this study. Most of the participants in the pilot test were students, office workers, and friends of authors from undergraduate schools. The reliability test was conducted for this pilot test to anticipate and minimize errors in the data analysis of the actual survey. Some items were deleted for not meeting the criteria of the reliability test, such as low Cronbach’s alpha value.

RESULTS
According to Hair et al. (2014), the ideal number of standardized factor loading should be greater than 0.70, but the value of 0.50 is still accepted. As shown in Table 1, the result of standardized factor loading of most of the items met the criteria and such as is satisfactory where the standardized factor loading of all items range from 0.634 to 0.911. CQ1 and F1 were deleted because both items standardized factor loading does not meet the criteria. It also indicates that these two items did not reflect its construct. The result of Construct Reliability (CR) is satisfactory where the results of all items are higher than 0.70, which meets the criteria proposed by Hair et al. (2014). It indicates that internal consistency exists among all items. 

Hypothesis 1.
The hypothesis is supported with β = 0.276***, t-value = 7.318, and p-value = 0.000. It indicates that price has a positive relationship with positive emotion. Positive emotion will occur when consumers perceive the price of products or services as reasonable. In contrast, hypothesis 1b with β is equal to 0.069, t value is equal to 1.852, and the p-value is equal to 0.064, is not supported. It indicates that price has no influence on consumer’s negative emotions.

Hypothesis 2.
Hypothesis 2a is supported where β is equal to 0.310***, the t-value is equal to 8.031, and the p-value is equal to 0.000. It indicates that content quality has a positive relationship with positive emotion. Consumers will feel satisfied as a result of the emotional evaluation of product quality after the consumption process. Hypothesis 2b with β is equal to -0.004, t value is equal to -0.107, and the p-value is equal to 0.915, is not supported and indicates that content quality has no influence on negative emotion.

Hypothesis 3.
Both hypothesis 3a (β = 0.295***, t-value = 6.914, and p-value = 0.000) and hypothesis 3b (β = 0.295***, t-value = 6.914, and p-value = 0.000) are supported. It indicates that functionality has influence on both positive emotion and negative emotion. Companies are expected to provide more functionality of its product to reduce the negative emotion and increase the positive emotion.

Hypothesis 4.
Hypothesis 4a is supported where β is equal to 0.296***, t value is equal to 8.256, and the p-value is equal to 0.000. It indicates that convenience influences positive emotions. Contrary to the previous hypothesis, the hypothesis 4b (β = 0.041, t-value = 1.153, and p-value = 0.249) is not supported. It indicates that convenience does not influence negative emotions.

Hypothesis 5.
The hypothesis 5a is supported where β is equal to 0.401***, t value is equal to 10.357, and the p-value is equal to 0.000, and the hypothesis 5b with β is equal to -0.025, t value is equal to -0.687, and the p-value is equal to 0.492, is not supported. It indicates that the user interface influences user emotion to determine user behavior. This study also suggests that design has a positive influence on positive emotion but no influence on negative emotion.

Hypothesis 6.
The hypothesis 6a is supported where β is equal to 0.710***, t value is equal to 14.571, and p-value is equal to 0.000, and the hypothesis 6b (β = -0.035, t-value = -0.610, and p-value = 0.542) is not supported. It indicates that the satisfaction feeling is the result of emotional evaluation during the consumption process. The result of this finding also shows that consumer satisfaction is affected by positive emotion, and positive emotion has no influence on purchase intention.

Hypothesis 7.
Both hypotheses 7a (β = 0.051, t-value = 1.634, and p-value = 0.102) and 7b (β = -0.005, t-value = -0.160, and p-value = 0.873) are not supported. It indicates that negative emotion has no influence on either consumer satisfaction or purchase intention.

Hypothesis 8.
Hypothesis 8 with β is equal to 0.662***, t value is equal to 11.172, and the p-value is equal to 0.000 is supported. It indicates that consumer who feels satisfied tend to have higher intention to pay for the subscription fee of music streaming. Table 1 explains the descriptive statistical analysis and the validity testing using SEM.

Table 1  Descriptive Statistical Analysis of All Variables and Reliability Check
	variable
	questionnaire items
N= 1,007
	item
	mean
	STD deviation
	loading
≥0.70
	CR
≥0.70
	AVE
≥0.50

	Price
	I feel that the subscription cost of music streaming services is not expensive compared to alternative services such as buying CDs or digital files from Internet.
	P1
	3.89
	1.011
	0.747
	0.780
	0.542

	
	I feel that using music streaming services offer significant cost savings compared to alternative services such as buying CDs or digital files from Internet.
	P2
	3.92
	1.004
	0.765
	
	

	
	I feel that using music streaming services is cost effective compared to buying CDs or digital files from Internet.
	P3
	3.90
	1.063
	0.695
	
	

	Content Quality
	Music streaming services provide up-to-date music.
	CQ1
	4.43
	0.876
	Deleted
	0.744
	0.595

	
	The audio quality of the songs provided by music streaming service providers is good.
	CQ2
	3.86
	0.926
	0.686
	
	

	
	The audio quality of the songs provided by music streaming service providers suits my preference.
	CQ3
	3.93
	0.882
	0.848
	
	





Table 1  Descriptive Statistical Analysis of All Variables and Reliability Check (con.)
	Functionality
	The performance of features on music streaming services is stable.
	F1
	3.71
	0.927
	Deleted
	0.714
	0.555

	
	Using music streaming services is good and easy to access.
	F2
	4.42
	0.792
	0.725
	
	

	
	Music streaming services are compatible with my other devices, such as PC, tablet, smartphone, etc.
	F3
	4.54
	0.784
	0.765
	
	

	Convenience
	Music streaming services allow me to listen to whatever I want (Podcast, music, and radio) whenever I choose.
	C1
	4.16
	1.003
	0.757
	0.875
	0.583

	
	Music streaming services allow me to listen to whatever I want (Podcast, music, and radio) at a convenient time.
	C2
	4.29
	0.858
	0.798
	
	

	
	I value the ability of music streaming services to listen to whatever I want (Podcast, music, and radio) while away from home.
	C3
	4.21
	0.877
	0.750
	
	

	
	I like the ability to use music streaming services to listen to whatever I want (Podcast, music, and radio) on multiple devices (PC, tablet, smartphone, etc.).
	C4
	4.31
	0.844
	0.747
	
	

	
	I like the ability to use music streaming services to listen to whatever I want (Podcast, music, and radio) from anywhere.
	C5
	4.21
	0.915
	0.764
	
	

	Design
	The music streaming services’ user interface is attractive.
	D1
	3.97
	0.883
	0.806
	0.837
	0.632

	
	The music streaming service’s user interface is professionally designed.
	D2
	4.06
	0.838
	0.772
	
	

	
	The overall look and feel of the music streaming services’ user interface are visually appealing.
	D3
	3.95
	0.847
	0.806
	
	

	Positive Emotion
	Joy (joyful, pleased, romantic, welcoming)
	E1
	3.96
	0.806
	0.745
	0.886
	0.659

	
	Excitement (excited, thrilled, enthusiastic) 
	E2
	3.88
	0.789
	0.721
	
	

	
	Peacefulness (comfortable, relaxed, at rest)
	E3
	4.09
	0.875
	0.667
	
	





Table 1  Descriptive Statistical Analysis of All Variables and Reliability Check (con.)
	Negative Emotion
	Anger (angry, irritated)
	E5
	3.98
	1.050
	0.808
	
	

	
	Distress (frustrated, disappointed, upset, downheartedness)
	E6
	4.01
	1.103
	0.828
	
	

	
	Disgust (disgusted, displeased, bad)
	E7
	4.34
	0.957
	0.811
	
	

	
	Fear (scared, panicky, unsafe, tension)
	E8
	4.27
	1.002
	0.801
	
	

	Consumer Satisfaction
	I am satisfied with my decision to use music streaming services.
	CS1
	4.13
	0.820
	0.859
	0.851
	0.656

	
	My choice to use music streaming services is a wise one.
	CS2
	3.95
	0.846
	0.772
	
	

	
	My experience with using music streaming services is satisfactory.
	CS3
	4.13
	0.804
	0.796
	
	

	Purchase Intention
	I plan to pay for the premium version of music streaming services.
	PI1
	3.83
	1.095
	0.911
	0.872
	0.696

	
	I consider paying for the premium version of music streaming services.
	PI2
	3.67
	1.097
	Deleted
	
	

	
	I expect to pay for the premium version of music streaming services.
	PI3
	3.93
	1.028
	0.700
	
	

	
	I would pay for premium version of music streaming services.
	PI4
	3.77
	1.115
	0.877
	
	



According to Ryu (2014), as long as the CR of a constructed item is higher than 0.6, the AVE below 0.50 but higher than 0.40 can still be accepted. In this case, the CR of the Positive Emotion construct is 0.787, which meets the criteria. Overall, the result of the CFA produces a good model fit where all the indicators meet the criteria ((341) = 953.436, /df =2.796, p<0.001, GFI = 0.937, AGFI = 0.920, NFI = 0.937, CFI = 0.958, RMSEA = 0.042). The CFA and SEM methods had been used in previous studies where a similar theoretical framework as this study was applied, such as Jang and Namkung (2009), Lee and Yun (2015), Namkung and Jang (2010), and so on. As shown in Tables 3, most indices’ results meet the Fornell and Larcker criteria except for /df (6.166). According to Hair et al. (2014), such as in this case, the CMIN/df cannot be used as the measurement of model fit in a study with a sample size larger than 750. Therefore, we can safely assume that the model fit based on the SEM result is good and meets the criteria.



Table 2  Discriminant Validity through the Square Root of AVE
	
	CS
	P
	PQ
	F
	C
	D
	PE
	NE
	PI

	CS
	0.810
	
	
	
	
	
	
	
	

	P
	0.613
	0.736
	
	
	
	
	
	
	

	CQ
	0.541
	0.250
	0.771
	
	
	
	
	
	

	F
	0.630
	0.429
	0.421
	0.745
	
	
	
	
	

	C
	0.618
	0.421
	0.484
	0.734
	0.763
	
	
	
	

	D
	0.510
	0.285
	0.411
	0.490
	0.398
	0.795
	
	
	

	PE
	0.665
	0.388
	0.519
	0.610
	0.558
	0.578
	0.693
	
	

	NE
	0.156
	0.146
	0.091
	0.262
	0.170
	0.085
	0.127
	0.812
	

	PI
	0.679
	0.590
	0.317
	0.403
	0.436
	0.312
	0.424
	0.098
	0.834



Table 3  Goodness-of-Fit of Model Measurement (SEM)
	Fit Index

	Chi-Square
	2232.151

	Degree of Freedom (d.f.)
	362

	Chi-Square / d.f.
	6.166

	GFI
	0.848

	AGFI
	0.817

	NFI
	0.851

	CFI
	0.872

	RMSEA
	0.072



CONCLUSION
Discussions
The objectives of this study are to understand consumer behavior in the music streaming industry. This study was designed based on the theory of stimulus-organism-response proposed by Mehrabian and Russell (1974) to explain how the consumer perceives music streaming attributes and their effect on consumption emotion and how it influences consumer satisfaction and purchase intention. This study shows that all the product attributes have a positive influence on positive emotion, which leads to consumer satisfaction and purchase intention. Among all the product attributes, consumers of music streaming services in Indonesia perceived “design” as the most favorite attribute of music streaming services. This finding can also be evidenced by the case study of Spotify, which is currently the biggest music streaming company in the industry. According to the case study, even though Spotify is not the first company to apply the “freemium” business model in the music streaming industry, it can dominate the market due to the advantage of its user interface. The user interface of Spotify is perceived as simpler and faster compared to its competitors.
 Namkung and Jang (2010) explained that positive emotion could be a better predictor of behavioral intention than negative emotions. In contrast, this study found that most product attributes of music streaming can only be predicted by positive emotion, except for the functionality variable that can be predicted by both positive and negative emotions. This anomaly contradicts previous studies and can be considered a new finding in music literature. Therefore, the significance of the “functionality variable” should be recognized. Since most of the product attributes applied in this study could not be predicted by negative emotion, Namkung and Jang (2010) explained that positive emotion could be a better indicator to predict consumer behavior than negative emotion, especially in the service industry context. Namkung and Jang (2010) further explained that the measurement of emotion developed in psychology studies could be useful in the same field but will face some problems when it is applied in other fields, such as in consumer behavior studies. They also mentioned that negative emotion measurement could be useful if it is applied in a study where service failure often happened. Since positive emotion plays an important role in affecting consumer satisfaction, music streaming media companies are advised to maintain and improve all factors that will trigger the positive emotion of consumers, especially during the consumption process. Finally, this study also shows that purchase intention can only be predicted by consumer satisfaction, not consumption emotion. It indicates that consumer purchase intention cannot be predicted directly by consumption emotion but must be mediated by consumer satisfaction. It can also be explained that when consumers experience a positive emotion during the consumption process, they will feel satisfied with the service and will more likely want to pay for the subscription fee. 
 
Theoretical Implications
Contrary to the study (Namkung & Jang, 2010), this study found that the functionality attributes can be predicted by both positive and negative emotions. This finding is considered as a new finding in music literature since previous studies found that only positive emotion can be used to predict consumer behavior. Future studies are expected to investigate this unique phenomenon. Among product attributes proposed by this study, “design” is perceived as the most important attribute of music streaming services. Consumers of music streaming services perceived the user interface of music streaming APP as attractive, professional, and visually appealing. This finding hopefully can be used as a reference for future studies about the role of the user interface of music streaming services to influence consumer behavior. Finally, this study shows that the “consumption emotion” applied faces some difficulty in capturing the mind of consumers during the consumption process. This is proven by the finding of this study, showing that most negative emotions failed to predict consumer behavior. Future studies may apply a better set of emotions to capture the emotions of consumers during the consumption process.

Practical Implications
Due to the increasing trend of music streaming services in the industry, the results of this study could be beneficial to both industry and academics alike. For companies, the results of this study can be used as recommendations for service improvements, especially to those who want to penetrate the Southeast Asian market or to those who seek to develop their own business, specifically in Indonesia. Hopefully, this study can be used as a reference or review of music literature relating to the music streaming industry for academics. This study's finding could help companies understand how each stimulus, such as competitive prices, content quality, functionalities, conveniences, and design of the music streaming services, can trigger positive emotion in consumers who may result in consumer satisfaction and purchase intention. This study also suggests that companies improve their music streaming app user interface. It promotes the idea that the music streaming app design is the most important attribute of music streaming services. Companies are expected to develop an intuitive user interface, specifically for smartphones, since the convenience and the functionality are also part of the music streaming advantages where a lot of users can take advantage of using music services.

Limitations and Directions for Future Research
Firstly, there is the gender distribution of the sampling in the present study, where the participants are dominated by males (99.3%). This phenomenon caused the underrepresentation of females in the study. The best explanation for this phenomenon is that the present study took place in the audio enthusiast community of Indonesia. As Keightley (1996) explained, the trend of High-audio devices in the post-World War 2 era is dominated by males, and it is perceived as the hobby of masculinity. Furthermore, women are perceived as only interested in the aesthetical appeal aspect rather than in the technology of the High-audio devices (Jansson, 2011). Since men pay more attention to the technology aspect of high-audio devices and to the quality of the audio generated by those devices, the audio enthusiast community nowadays is being dominated by males. It is suggested that the future study target a broader and more general segment of consumers in the music streaming industry to avoid this kind of problem. 
Secondly, is that this study did not differentiate the brand of music streaming services. This study assumed that all music streaming service providers are the same in general features. In contrast, every music streaming service provider has its unique characteristics and market segmentation. A more specific brand of music streaming study might have a different result than those in this study. 
Thirdly is that the present study did not differentiate between free and premium users. Similar to the previous limitation, the present study generalized all the respondents as having similar music streaming consumption experiences. In fact, the services offered by music streaming service providers are differentiated between premium users and free users. A study of music streaming services specifically addresses the premium users, or the free users might have different results. 
Fourthly, this study finds that the most important attribute of music streaming services is design. Even though the findings of this study show that design is perceived as the most important attribute of music streaming services, this result cannot be generalized to all types of consumers. Each consumer has different preferences and different problems to face. For example, price is probably perceived as the most important attribute of music streaming services by students but not by entrepreneurs or full-time employees since the latter groups face fewer difficulties relating to monetary issues. Therefore, no product can satisfy all types of consumers with all dimensions, and each product has its own strength in one specific dimension or another to satisfy consumers. Future studies also suggested adding disposable income as the control variable to get a more detailed perspective on this issue. 
Finally, purchase intention was being used in this study to capture consumer behavior in the music streaming industry. Purchase intention is often applied in the literature to capture consumer behavior regarding purchase. In the context of this study, consumers probably plan to become premium users of music streaming services, but it does not mean they will do it immediately or in a shorter time.
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