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Background. The mode of combining mobile terminals and mobile digital music has gradually entered a bottleneck period while
promoting the development of the mobile terminal industry. Proposing personalized solutions for specific groups of people
including subhealthy people has become the current direction for the further long-term development of this mode.
Understanding the influencing factors that affect subhealthy people’s selection of mobile digital music is an urgent problem that
needs to be solved in the development of personalized solutions. Objective. This article analyzes the influencing factors of the
purchase intent to buy mobile digital music for subhealthy people and provides suggestions for mobile terminal vendors on how
to design personalized solutions for this group of people. Methods. In order to achieve the above goals, this article constructs an
influencing factor model based on the theory of perceived value, collects data by means of questionnaires, and uses the method
of structural equations to verify the proposed model. Results. The results show that perceived quality, perceived price, social
value, and emotional value all have a significant effect on users’ purchase intention. Meanwhile, the conditional value and
epistemic value have a negative moderating effect on the relationship between the social value and subhealthy people’s digital
music purchase intention but strengthen the positive relationship between the emotional value and subhealthy people’s digital
music purchase intention. Conclusions. The analysis shows that mobile terminal vendors should have their own unique attitudes
and feelings when designing personalized mobile digital music solutions for subhealthy people, clarify their position, find
strategies to improve the experience of subhealthy people, and win the reputation of subhealthy people. Let subhealthy people
have a sense of belongingness.

1. Introduction

Since the advent of the first Walkman in the late 1970s,
mobile music terminals have become an indispensable prod-
uct in people’s lives, especially, after Apple Inc. launched the
iPod and iTunes store, a combination of mobile terminals
and mobile digital music. The market has undergone a classic
transformation of creative destruction, but with the advent of
the digital age, this model is gradually facing development
bottlenecks, and the personalized crowd customization
model has increasingly become the mainstream of current
development. Subhealthy people account for 85% of the
global population, and music therapy is widely regarded as
the most acceptable and effective method for this group of
people. It is a matter of course that it has become a custom-

ized group of personalized solutions that is widely concerned
by mobile terminal vendors. The analysis of the influencing
factors affecting the purchase intention of mobile digital
music for this group of people is not only conducive to
enriching the theoretical research in the field of information
system management but also conducive to mobile terminal
vendors to formulate appropriate personalized customized
solutions on this basis.

The Yi Guan Research Center defines mobile digital music
as the general term for users to obtain music and music-
related services by using SMS and other access methods
throughmobile terminal devices like smartphones. At present,
although scholars have carried out research on consumers’
mobile digital music purchase intentions from the per-
spectives of consumer characteristics, personal personality
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characteristics, network-related factors, and cultural-related
factors, the overall theoretical results are still scarce, espe-
cially for subhealthy people. Research on specific popula-
tions is still limited. Mobile terminal vendors also need
more reference materials to continuously inspire diversified
and innovative thinking, so that the industry can develop
more prosperously.

Perceived value theory was first proposed by Zeithaml,
and it is widely used in related research on perceived value
and purchase intention. A large number of studies have
shown that perceived value can better predict consumer pur-
chase intentions than satisfaction or quality. Perceived value
is defined here as the overall subjective evaluation of the util-
ity of mobile digital music after weighing the benefits that the
subhealthy people can perceive and the cost it pays for it.

We build on these studies by developing and testing a
model that proposes how the different dimensions of per-
ceived value interact to influence subhealthy people’s digital
music purchase intention. Specifically, we first examine the
effects of four dimensions of perceived value (i.e., perceived
price, perceived quality, social value, and emotional value)
on subhealthy people’s digital music purchase intention;
then, we evaluate the moderating effects of conditional value
and epistemic value on the relationship between above four
perceived value dimensions and subhealthy people’s digital
music purchase intention.

We test our model using primary data collected from
subhealthy people in four Chinese hospitals. Empirical
results show that the perceived quality, emotional value,
and social value have positive effects on subhealthy people’s
digital music purchase intention. Meanwhile, perceived price
is negatively related to subhealthy people’s digital music pur-
chase intention. Furthermore, both relationships between
four perceived value dimensions and subhealthy people’s
digital music purchase intention were moderated by the con-
ditional value and epistemic value.

Our research extends extant literature about perceived
value and mobile digital music selection by systematically
examining the main effects and the interaction effects of dif-
ferent dimensions of perceived value on subhealthy people’s
digital music purchase intention. Firstly, we apply perceived
value theory to the adoption of digital music, and this extends
the scope of perceived value theory. Secondly, we comple-
ment the perceived value theory by testing the interaction
effects of different dimensions of perceived value on sub-
healthy people’s digital music purchase intention.

This article is divided into four parts. The first part is a
review of related research domestically and internationally.
The second part proposes the basic assumptions and
influencing factor models of the research. The third part uses
the structural equation method to verify the proposed model.
Based on the empirical results, the fourth part provides spe-
cific suggestions for mobile terminal vendors to develop per-
sonalized solutions for subhealthy people.

2. Related Work

Mobile digital music technology and mobile terminal tech-
nology have changed the production, storage, and dissemina-

tion of the music industry value chain, giving birth to a
variety of business models. As the music content is no longer
monopolized by the record company, a search engine, music
studio, original individuals, music websites, and so on may
become a music provider. Digital music, digital albums,
online concerts, and other music products enrich the indus-
try day by day. Currently, consumers, including subhealthy
people, have access to mobile digital music by three ways: free
ad, mobile terminal store, and pay per single songs or albums.

2.1. Literature Review on Consumer Behavior of Digital
Music. With mobile wireless music as an example, Souza
and Baldanza confirmed the moderating role of customer
experience on customer perception and purchase intention,
and the results show that the wireless music experience can
significantly enhance the positive impact of perceived useful-
ness and perceived ease of use on perceived value and atti-
tudes of use and the positive impact among perceived value,
the attitudes of use, and purchase intention [1].

Lin et al. studied the downloading behavior of digital
music in Taiwanese college students and found that aware-
ness of digital music copyright would positively affect the
paid download behavior but had no significant effect on per-
ceived usefulness; perceived ease of use had positive effects on
perceived usefulness and downloading behavior; perceived
usefulness positively affected use intention [2].

Kim et al. based on the “perceived value-intention”
model studied the purchase intention of online consumers
in Taiwan and found that perceived value had a significant
effect on purchase intention for online music, and the effect
of perceived usefulness and perceived entertainment was
more than that of perceived price [3].

Shaw and Sergueeva added the advantages of virtual
products, inferior variables (convenience and perceived risk),
and digital music characteristics (price, diversity, audition,
and entertainment) into the rational behavioral model and
held the ground that subjective norms, perceived risk, diver-
sity, price, and perceived entertainment significantly affect
consumer buying behavior [4].

In summary, scholars have conducted a preliminary
exploration of the behavior of digital music consumers, and
the main research content is divided into two aspects:
influencing factors on the purchase intention of consumers
from the physical music products to virtual digital music
products and the factors driving consumers from free music
to paid music in the case of the prevalence of pirated music.
In respect of theory, the majority of studies have used the the-
ory of consumer behavior as a research foundation.

In order to find out the driving factors that subhealthy
people choose to purchase mobile digital music from mobile
terminal and the influencing factor from free to payment, the
research mainly takes the difference between mobile digital
music and digital music for modeling.

2.2. Relevant Study on Perceived Value Theory. According to
the “value-intention” model, perceived value is a stable
component to predict consumers’ purchase intention. A
large number of empirical results also show that the more
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consumers perceive the benefits of goods, the stronger their
purchase intention [5–7].

With regard to the notion of perceived value, Itani et al.
firstly portrayed the perceived value as a trade-off between
consumer perception of perceived quality (intrinsic and
extrinsic) and perceived price (money, time, energy, and
search) from the perspective of economics [8]. Then, Sheth
et al., Woodruff et al., and Holbrook et al. believed that the
customer value can be divided into a product attribute layer,
result layer, and target layer from the marketing, psychology,
and social psychology, as the value judgment of consumers
interacts in a specific context based on individual prefer-
ences. So the formation of perceived value not only is attrib-
uted to product or service but also is affected by emotional
factors and situational factors [9]. Therefore, the measure-
ment of perceived value needs to be carried out frommultiple
dimensions [10]. In addition to the functionality, material,
and economics, objective rationality also includes the sym-
bol, pleasure, and aesthetic and other emotional content [11].

Based on the above research on the concept of perceived
value, Sweeney and Soutar developed a perceived value mea-
surement scale [12] which includes 19 measures. On this
basis, Pura developed a perceptual value model for studying
mobile services by adding conditional value (time sufficiency,
location proximity, equipment conditions, etc.) and episte-
mic value (curiosity and novelty) [13–15].

Based on the theory of consumers’ perceived value, this
paper divides the perceived value into profits and losses and
then divides the two dimensions into external factors and
related contents.

At present, there are few researches applying perceived
value theory to study the driving factors of digital content
(digital music, digital video, and digital news) on consump-
tion intention. Therefore, this paper uses perceptual value
as an independent variable to study the influencing factors
of mobile digital music on subhealthy people’s purchase
intention. In the current market environment, exploring the
driving factor of subhealthy people buying mobile digital
music is the exploration of the application of perceived value
theory in new fields.

3. Conceptual Model and Hypotheses

In this paper, our research context is digital music purchase
intention. So we redefine each dimension of perceived value
in Table 1.

3.1. Main Effect

3.1.1. Perceived Price. A negative correlation between per-
ceived price and purchase intention has been proposed by
many empirical studies. In the study of factors affecting con-
sumer adoption of mobile banking, Luarn and Lin confirmed
that the perceived economic costs will have a significant neg-
ative influence on user adoption [16]. Kuo and Yen con-
firmed the negative impact of perceived economic costs on
purchase intention in its study of the factors influencing the
use of 3G mobile value-added services by consumers [17].
Yingquan, in his study of paid online learning, also con-
firmed the negative correlation between perceived price and
purchase intention.

In a study of why consumers are generally low on the
purchase intention in digital music, Punj noted that the free
ad-supported model gave most consumers a “$0” reference
price, i.e., “free psychology.” When digital music has a
charge, a sense of loss was produced from a rational psycho-
logical point of view [18].

Based on the above analysis, this paper proposes the
following hypothesis:

H1: perceived price has a negative impact on subhealthy
people’s digital music purchase intention.

3.1.2. Perceived Quality. Perceived quality is the most funda-
mental source of perceived value in practical value and is
regarded as an antecedent variable of perceived value. Kim
et al., in their study of consumer willingness to adopt mobile
networks, proposed perceptual quality and perceived useful-
ness and such concepts. Perceived usefulness is an external
manifestation of the perceived quality of product, and its
research also confirms the positive impact of perceived qual-
ity on adoption [19].

In summary, product quality is consumer awareness and
evaluation of product gains; in addition to products and
services themselves, it is also based on the shopping environ-
ment and the experience process. For digital music, the per-
ceptive quality measurement includes the objective quality
of music content, richness and availability of music libraries,
and consumer experience on music sites, and software shall
also be included.

Based on the above analysis, this paper proposes the fol-
lowing hypothesis:

H2: perceived quality has a positive effect on subhealthy
people’s digital music purchase intention.

Table 1: Definition of Operability of each dimension variable of the perceived value.

Variable Definition

Perceived price The perceived price of money to digital music

Social value
The extent to which consumers believe that their purchase of digital music can improve self-concept and get the

certainty of others

Emotional value The extent to which consumers believe that the consumption of digital music pleases them andmakes them positive

Perceived quality The extent to which the quality of product or service is perceived by the consumer

Conditional value The extent to which consumers believe that in the time and space conditions, digital music can convey the value

Epistemic value
The extent to which consumers believe that they can experience the sense of innovation or knowledge from

the consumption
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3.1.3. Social Value and Purchase Intention. Social value
explores social impact from the individual to obtain social
appreciation. Music is a personalized hedonic product, and
its consumption is more reflected as a self-expression; in con-
sideration of weak music copyright awareness and free enjoy-
ment, paid music is a way of expressing individuality, status,
and self-image in social situations [20], and in this way, con-
sumers obtain social appreciation.

To sum up, this paper proposes the following hypothesis:
H3: social value has a positive effect on subhealthy peo-

ple’s digital music purchase intention.

3.1.4. Emotional Value. Emotional value is derived from the
pleasure, enjoyment, and interesting experience that con-
sumers obtain from the product or the service. The impulsive
consumption behavior by emotion dominating the purchase
shows the influence of emotional value on the purchase
intention [21].

Cai and Xu’s researches confirmed that the aesthetic
qualities and layout of the site design played an important
role in enhancing the consumer’s shopping experience,
influencing consumer perception of shopping and perceived
value in the shopping process [22]. Childers et al. [23], Chen
et al. [24], Van der Heijden [25] and other scholars found
that, in the Internet environment, the emotional value of
the purchase will have a positive effect, especially in the
enjoyment of the Internet for the purpose of product and
service consumption; the emotional value of the purchase-
driven role is more significant.

Digital music content service also happens to be a highly
enjoyable product wherein consumers get the spirit of relax-
ation, pleasure, and emotional pursuit, rather than out of
rational practical needs.

Based on the above analysis, this paper proposes the fol-
lowing hypothesis:

H4: emotional value has a positive effect on subhealthy
people’s digital music purchase intention.

3.2. Moderating Effect

3.2.1. Conditional Value. The positive influence of consump-
tion context on individual behavior decision is defined by
Sheth et al. as conditional value, which depends on the shop-
ping environment and shopping conditions.

Pura (2005) divides perceived price dimensions into
context-dependent and content-related categories, where
conditional values are environment-dependent variables that
describe the context in which consumers are buying and their
current situation and state of mind. Sheth et al. in the defini-
tion of perceived value pointed out that under different
circumstances of choice, the perceived value and its relation-
ship with the purchase intention are different. For example,
the Christmas tree as a symbol of Christmas, compared with
weekdays, is of very high value in Christmas.

Therefore, decision-making environments influence the
decision-making by interfering with or enhancing the
context-dependent perceived value and the path of
decision-making behavior. The influence of perceived value
on purchase intention is dependent on the specific environ-

ment. In analyzing the relationship between the consump-
tion of digital music and the influence of perceived value
and decision-making behavior on the decision-making path,
it is necessary to consider the role of conditional value. For
example, when consumers want to get a specific song and
cannot find a free download path, due to the urgency of
demand, its perception of price and risk will be relegated to
the second place.

Since previous studies have shown that conditional value
will not affect the perceived price and consumers’ digital
music purchase intention, as well as the perceived quality
and consumers’ digital music purchase intention, this time
it is not included in this research.

Based on the above analysis, this paper proposes the fol-
lowing hypothesis:

H5a: conditional value strengthens the negative relation-
ship between the social value and subhealthy people’s digital
music purchase intention.

H5b: conditional value weakens the positive relationship
between the emotional value and subhealthy people’s digital
music purchase intention.

3.2.2. Epistemic Value. Epistemic value refers to the value
of novelty and satisfaction of trying new things and
learning new ways of doing things. In the case of digital
music consumption, epistemic value includes the curios-
ity of consumers for paid music services and satisfaction
by testing the new paid services. The curiosity of new
products, innovation, and the pursuit of diversity are
the most important triggers of consumer purchase moti-
vation [26].

Duman and Matilla’s research shows that when con-
sumers are seeking hedonic value, the pursuit of novelty is
more motivating than purchasing behavior for the purpose
of seeking practical value [27]. In the same period, the results
of domestic scholars show that consumer innovation has a
significant moderating effect on the negative impact of func-
tional risk on a persistent information search.

Digital music is usually used as a kind of hedonic relaxa-
tion product, and it is in the stage of transition from new
things to daily necessities in our country. Because the pursuit
of novelty is a one-time process and does not have repetitive
characteristics, this paper holds that epistemic value moder-
ates the relationship between perceived price, perceived risk,
and purchase intention through higher pursuit of novelty or
new knowledge [28, 29].

Since previous studies have shown that epistemic value
will not affect the perceived price and consumers’ digital
music purchase intention, as well as the perceived quality
and consumers’ digital music purchase intention, this time
it is not included in this research.

Based on the above analysis, this paper makes the follow-
ing hypothesis:

H6a: epistemic value strengthens the positive relationship
between the social price and subhealthy people’s digital
music purchase intention.

H6b: epistemic value weakens the positive relationship
between the emotional value and subhealthy people’s digital
music purchase intention.
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3.3. Research Models. Based on the above hypothesis, the
research model is built and shown in Figure 1.

4. Methodology

Questionnaires were distributed online, and 346 question-
naires were retrieved, of which 92 were filled out. We finally
got 254 valid respondents with a total valid recycling rate of
73.41%.

4.1. Reliability and Validity

4.1.1. Reliability Analysis. We used Cronbach’s α to analyze
the reliability of each construct in the research model, and
the results are shown in Table 2.

From Table 2, we can see that Cronbach’s alpha of all our
research constructs is greater than 0.7; these indicate that all
our constructs have good reliability.

4.1.2. Validity Analysis. All measurement scales of our
research constructs are based on extant top journal literature
and have been cited several times, which always show good
content validity.

We use AMOS to do confirmatory factor analysis to test
construct validity, and the results are shown in Table 3. The
results of first-order confirmatory factor analysis show that
the default model is well fitting the data (χ2 = 498:430,
DF = 209, CFI = 0:954, TLI = 0:945, and RMSEA = 0:074).
In addition, all the factor loadings of the seven constructs
were higher than 0.6, all of the average variance extracted
was greater than 0.5, and all of composite reliability was
greater than 0.7; these indicate that the main constructs
of this study have good convergent validity. In order to
test the discriminant validity, the correlation coefficient
between independent variables should be less than the
square root of the AVE value of two variables at the same
time [28]. As can be seen from Table 4, the max correla-
tion coefficient between these seven constructs is less than
the square root of their average variance extracted. There-
fore, all constructs in our research have good discriminant
validity. In summary, all seven constructs in this study
have good construct validity.

4.2. Empirical Model. The hypotheses involved in this study
are tested by the followingmodels. The variables in the model
are expressed as follows: Purchase_intention is a dependent
variable; Perceived_price, Perceived_quality, Social_value,
and Emotional_value are independent variables; Condi-
tional_value and Epistemic_value are independent variables;
control variables include gender, age, education level, and
income level; and ε is a random disturbance term.

Model 1: Purchase intention = β10 + β11Perceived price
+ β12Perceived quality + β13Social value + β14Emotional
value + control + ε1.

Model 2: Purchase intention = β20 + β21Perceived price
+ β22Perceived quality + β23Social value + β24Emotional
value + β25Conditional value + control + ε2.

Model 3: Purchase intention = β30 + β31Perceived price
+ β32Perceived quality + β33Social value + β34Emotional
value + β35Conditional value + β36Perceived price ×

Conditional value + β37Perceived quality × Conditional
value + β38Social value × Conditional value + β39Emotional
value × Conditional value + control + ε3.

Model 4: Purchase intention = β40 + β41Perceived price
+ β42Perceived quality + β43Social value + β44Emotional
value + β45Epistemic value + control + ε4.

Model 5: Purchase intention = β50 + β51Perceived price
+ β52Perceived quality + β53Social value + β54Emotional
value + β55Epistemic value + β56Perceived price × Epistemic
value + β57Perceived quality × Epistemic value + β58Social
value × Epistemic value + β59Emotional value × Epistemic
value + control + ε5.

Among all the models listed above, model 1 is used to test
hypotheses H1, H2, H3, and H4. Models 2 and 3 are used to
test hypotheses H5a, H5b, H5c, and H5d. Models 4 and 5 are
used to test hypotheses H6a, H6b, H6c, and H6d.

4.3. Hypothesis Test. The regression results of models 1-5 are
organized in Table 5.

4.3.1. Main Effect. In our study, hypothesis H1 suggests that
perceived price has a positive impact on subhealthy people’s
digital music purchase intention. As we can see from the
result of model 1 in Table 5, the regression coefficient of per-
ceived price is β11 = −0:052 (p > 0:10). Thus, H1 has not
received support.

Hypothesis H2 supposes that perceived quality is posi-
tively related to subhealthy people’s digital music purchase
intention. In model 1, the regression coefficient of perceived
quality is β12 = 0:153 (p < 0:01). Therefore, H2 has received
support.

Hypothesis H3 suggests that social value has a positive
effect on subhealthy people’s digital music purchase inten-
tion. In model 1, the regression coefficient of perceived qual-
ity is β13 = 0:320 (p < 0:01). Therefore, H3 is supported in
this study.

Hypothesis H4 supposes that emotional value is posi-
tively related to subhealthy people’s digital music purchase
intention. In model 1, the regression coefficient of perceived
quality is β14 = 0:447 (p < 0:01). Therefore, H4 has received
support.

4.3.2. Moderating Effect. In this paper, the two moderator
variables are conditional value and epistemic value. Both of

 Perceived
price

Perceived
quality

Social value

Purchase
intention

Emotional value

Conditional
value

Epistemic value

Figure 1: Conceptual model.
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Table 2: Reliability analysis results.

Perceived price Perceived quality Social value Emotional value Conditional value Epistemic value Purchase intention

Cronbach’s α 0.852 0.925 0.968 0.943 0.860 0.920 0.933

Table 3: Validity analysis results.

Perceived
price

Perceived
quality

Social
value

Emotional
value

Conditional
value

Epistemic
value

Purchase
intention

Average variance extracted 0.663 0.757 0.908 0.850 0.689 0.739 0.820

Composite reliability 0.854 0.926 0.967 0.945 0.868 0.919 0.932

Table 4: Analysis of discriminant validity.

Variable 1 2 3 4 5 6 7

1. Perceived price 1

2. Perceived quality -0.044 1

3. Social value -0.047 0.646 1

4. Emotional value -0.113 0.697 0.916 1

5. Conditional value -0.056 0.751 0.736 0.852 1

6. Epistemic value -0.085 0.859 0.776 0.837 0.802 1

7. Purchase intention -0.132 0.702 0.879 0.907 0.849 0.821 1

Table 5: The results of linear regression analysis in this study.

Model name Model 1 Model 2 Model 3 Model 4 Model 5

Gender 0.000 (0.105) -0.004 (0.100) 0.030 (0.101) -0.012 (0.104) -0.018 (0.104)

Age -0.085 (0.062) -0.074 (0.059) -0.064 (0.060) -0.111 (0.063) -0.099 (0.063)

Education 0.016 (0.058) 0.027 (0.056) 0.019 (0.055) 0.020 (0.058) 0.009 (0.057)

Income 0.055 (0.044) 0.047 (0.042) 0.028 (0.042) 0.070 (0.044) 0.052 (0.045)

Perceived price -0.052 (0.037) -0.065 (0.036) -0.063 (0.036) -0.050 (0.037) -0.049 (0.037)

Perceived quality 0.153∗∗ (0.041) 0.059 (0.043) 0.043 (0.043) 0.087 (0.050) 0.108∗ (0.051)

Social value 0.320∗∗ (0.061) 0.336∗∗ (0.057) 0.438∗∗ (0.066) 0.301∗∗ (0.061) 0.351∗∗ (0.063)

Emotional value 0.447∗∗ (0.066) 0.300∗∗ (0.070) 0.221∗∗ (0.074) 0.402∗∗ (0.069) 0.360∗∗ (0.069)

Conditional value 0.272∗∗ (0.054) 0.279∗∗ (0.055)

Perceived price × conditional value -0.016 (0.023)

Perceived quality × conditional value 0.017 (0.026)

Social value × conditional value -0.124∗∗ (0.041)

Emotional value × conditional value 0.108∗ (0.046)

Epistemic value 0.139∗ (0.061) 0.119 (0.061)

Perceived price × epistemic value -0.011 (0.020)

Perceived quality × epistemic value 0.023 (0.025)

Social value × epistemic value -0.113∗∗ (0.037)

Emotional value × epistemic value 0.090∗ (0.040)

N 254 254 254 254 254

F 103.78∗∗ 104.26∗∗ 75.21∗∗ 94.40∗∗ 67.87∗∗

Adjusted R2 0.765 0.784 0.773 0.769 0.775

Note: standard error of the regression coefficient in parentheses. ∗p < 0:05, ∗∗p < 0:01.
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them are continuous variables, so the cross-product direct
interaction method is adopted to test the interaction of mod-
erating variables.

(1) Moderating Effect of Conditional Value. Hypothesis H5a
proposes that conditional value weakens the positive rela-
tionship between the social value and subhealthy people’s
digital music purchase intention. As we can see from model
3 in Table 5, the regression coefficient of the interaction
term between the conditional value and social value is
β38 = −0:124 (p < 0:01). Thus, H5a has received support.

Hypothesis H5b suggests that conditional value strengths
the positive relationship between the emotional value and
subhealthy people’s digital music purchase intention. In
model 3, the regression coefficient of the interaction term
between the conditional value and emotional value is β39 =
0:108 (p < 0:05). Therefore, H5b is supported in our study.

As we can see from Figure 2, when the conditional value
is low, the relationship between the social value and sub-
healthy people’s digital music purchase intention is positive,
but when the conditional value is high, the relationship turns
to be negative. Thus, the conditional value significantly
weakens the relationship between the social value and sub-
healthy people’s digital music purchase intention.

In Figure 3, when the conditional value is low, the
relationship between the emotional value and subhealthy
people’s digital music purchase intention is positive but less;
when the conditional value is high, the relationship turns to
be more positive. Therefore, the conditional value signifi-
cantly strengthens the relationship between the emotional
value and subhealthy people’s digital music purchase
intention.

(2) Moderating Effect of Epistemic Value. Hypothesis H6a
suggests that the epistemic value weakens the positive rela-
tionship between the social value and subhealthy people’s
digital music purchase intention. As we can see from model
5 in Table 5, the regression coefficient of the interaction term
between the epistemic value and social value is β58 = −0:113
(p < 0:01). Therefore, H6a has received support.

Hypothesis H6b proposes that the epistemic value
strengthens the positive relationship between the emotional
value and subhealthy people’s digital music purchase inten-
tion. In model 5, the regression coefficient of the interaction
term between the epistemic value and emotional value is
β59 = 0:090 (p < 0:05). Therefore, H5b is supported in this
study.

As we can see from Figure 4, when the epistemic value is
low, the relationship between the social value and subhealthy
people’s digital music purchase intention is positive, but
when the epistemic value is high, such relationship turns to
be negative. Thus, the epistemic value substantially weakens
the relationship between the social value and subhealthy peo-
ple’s digital music purchase intention.

As shown in Figure 5, when the epistemic value is low,
the relationship between the emotional value and subhealthy
people’s digital music purchase intention is positive but
small; when the epistemic value is high, such positive rela-
tionship turns to be greater. Therefore, the epistemic value

significantly strengthens the relationship between the emo-
tional value and subhealthy people’s digital music purchase
intention.

In summary, the moderating effects proposed in hypoth-
eses H5a, H5b, H6a, and H6b all received support in our
study. Specifically, both the conditional value and epistemic
value moderate the relationship between the social value
and subhealthy people’s digital music purchase intention
and the relationship between the emotional value and sub-
healthy people’s digital music purchase intention.
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5. Discussion

5.1. Analysis Conclusion

(1) The effect of emotional value on purchase intention is
the strongest among the perceived value dimensions.
This result is consistent with the hedonic nature of
mobile digital music; perceived quality has a signifi-
cant positive effect on purchase intention, music
quality, music library resources, mobile terminal
design, and functional design, and other factors affect
the user purchase intention. The quality of purchase
intention also plays a significant positive effect. This
conclusion is consistent with the made existing
researches. Quality of digital music, music library
resources, and interactive design of the mobile termi-
nal and functional design are important factors
affecting the subhealthy people’s purchase intention

(2) Compared with the above significant conclusion, the
effect of perceived price and purchase intention is not
significant. The results are different from those of
most scholars before, and the reason may be as fol-
lows: first, the reason that subhealthy people are
reluctant to buy music is not caused by the absolute
high price but based on the psychology of resisting
pay for free product, or free music has met the
demand; second, consumers believe that the price of
mobile digital music is affordable compared to that
of digital music; and third, paid mobile digital music
is a virtual product of lower price, which does not
help much for the promotion of social prestige and
status, and no buying of mobile digital music can lead
to ridicule. Revelation to the mobile terminal vendor
is to improve consumer purchase intention which
shall focus not only on lower prices but also more
on improving quality strategies to enhance the user
experience

(3) Social value has a significant impact on purchase
intention. This article believes that the possible rea-
sons are as follows: first, paid mobile digital music
can show respect for others’ labor, which is helpful
to enhance social prestige and status and secondly,

at present, Chinese people are concerned about digi-
tal music The gradual improvement of copyright
knowledge does not mean that relevant laws are
becoming more and more perfect. This behavior
can be recognized by others

(4) Conditional value and epistemic value both have a
negative moderating effect on the relationship
between the social value and purchase intention.
When subhealthy people perceive that paid music
only produces a temporary sense of comfort in the
context of its time and space, this value perception
is not conducive to the formation of purchase inten-
tions. If mobile terminal vendors can enable mobile
digital music to bring more fresh experiences to sub-
healthy people and bring new knowledge or learning
value, subhealthy people will be less sensitive to per-
ceived loss. Mobile terminal vendors should create
conditional value and increase the urgency of paid
music, such as regularly launching prerelease ver-
sions of therapeutic music to increase the curiosity
and entertainment of paid music services

(5) Conditional value and epistemic value have a positive
moderating effect on the relationship between the
emotional value and purchase intention. Subhealthy
people can increase their satisfaction from music
under the appropriate time and space background,
which is conducive to the formation of purchase
intention. If the mobile terminal vendor considers
improving the details of the feelings of the subhealthy
people when designing a personalized solution, this
will help promote the purchase intention of the sub-
healthy people

5.2. Managerial Implication. Emotional value, social value,
and perceived quality have a significant impact on purchase
intention, and the mobile terminal vendor should be able to
create emotional pleasure and good experience for sub-
healthy people.

(1) The mobile terminal vendor shall have unique atti-
tude and feelings by clearing their own position, find-
ing a strategy to improve the user experience to win
reputation, and allowing users to feel a sense of
belongingness, and in this way, they will willingly
pay. The user interface shall be concise, clear, and
easy to use, enhance the visual and layout logic, in
line with the fragmentation characteristics of music
products in modern times, and create use atmo-
sphere. The use of comments is to enhance the user’s
emotional and adherence to content to improve lis-
tening experience; music library diversity and quality
shall be enhanced by long-term cooperative relation-
ship with record companies or musicians

(2) The perceived price is not a significant factor for the
purchase intention; that is, consumers believe that
the current pricing for digital music is not high, so
the price reduction is not a good way to improve
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Figure 5: The interaction effect between the epistemic value and
emotional value.
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purchase intention. However, the differentiation
pricing strategy shows characteristics, such as an
attempt to open up a pricing strategy and differential
pricing; a combination of multiple payment models
can improve user retention and loyalty and help
attract potential customers

5.3. Limitations and Future Research. However, due to the
objective conditions, there are some limitations and short-
comings in the study.

First of all, the geographical distribution of the question-
naire is relatively concentrated, and the respondents’ aca-
demic record is higher than the overall sample, ignoring the
possible impact of regional differences for an individual per-
ceived value.

Secondly, most of the respondents in this study are sub-
healthy people who have already had mobile digital music
purchase experience and cannot distinguish between prepur-
chase perception and postpurchase perception.

In the end, this paper does not explore the dimensions of
antecedent variable of the perceived value. It only studies the
influence of perceived quality on purchase intention and
lack of variables which impact perceived quality, such as
characteristics of the mobile terminal, smoothness of use,
cross-platform service capability, and perceived ease of use.
Therefore, the model is limited in practical application.
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