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Abstract - Music piracy is becoming worse each year. This problem already becomes social phenomena. People’s decide to 
consume illegal music could be influence by social norm. They would consider their behavior depends on what people 
around them or society do or think of it. The problem is, music piracy already widespread. Majority of people did this illegal 
act. Hence, people start thinking that the prevalence of this behavior as the norm. In fact, this act is immoral and 
unacceptable. Therefore, campaign that could educate them is important. But, types of normative message that contain in the 
campaign could give different effect on people. Rather than reducing the number of illegal consumer, that normative 
message could make the situation even worse. Therefore, knowing the appropriate type of normative message that would be 
suitable for music piracy campaign is needed. Understanding the effect by implementing this in real world could not be the 
right choice because if giving the wrong type of normative message, the situation could not be turned back to how it was 
before. Because of that, simulation is appropriate for this problem. This research provides a model and simulation for 
understanding different effect of normative message for music piracy. At the end of this research, not only theoretical 
implication, practical implication that would suitable to be applied in music piracy is provided. 
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I. INTRODUCTION 
 
National Collective Management Institute (LKMN) 
in Indonesia stated that legal music products were 
about 77.552.008 unit while illegal music products 
were about 22.0688.225 unit in 1996 and this number 
keeps getting worse every year. Consequently, 
Indonesia named as one of the countries with high 
piracy levels in 2005. 
 
This study models people decision toward unlawful 
behavior, music content piracy in particular, using 
agent-based modeling and simulation (ABMS). The 
classification of actors in the model constructed in 
this study are legal consumer, illegal consumer, and 
neutral consumer. The decision toward piracy among 
the actors is a manifestation of the social norm which 
attributes are social pressure, peer pressure, social 
approval, and perceived prevalence of piracy. The 
influencing attributes fluctuates depending on the 
majority of surrounding behavior called social 
network. There are two main interventions 
undertaken in the model, campaign and peer 
influence, which leads to scenarios in the simulation: 
positively-framed descriptive norm message, 
negatively-framed descriptive norm message, 
positively-framed injunctive norm with benefits 
message, and negatively-framed injunctive norm with 
costs message. Using NetLogo, the model is 
simulated in 30 runs with 10.000 iteration for each 
run. The initial number of agent was set 100 
proportion of 95:5 for illegal consumer.The 
assumption of proportion is based on the data stated 
that 95% sales of music industry are pirated. 
The finding of this study is that negatively-framed 
descriptive norm message has a worse reversed effect 
toward music piracy.  The study discovers that 

selecting the context-based campaign is the key 
process to reduce the level of intention toward music 
piracy as unlawful behavior by increasing the 
compliance awareness. The context of Indonesia 
reveals that that majority of people has actively 
engaged in music piracy as unlawful behavior, so that 
people think that this illegal act is common behavior. 
Therefore, providing the information about how 
widespread and big this problem is could make 
people do the illegal consumption behavior instead. 
The positively-framed descriptive norm message 
scenario works best to reduce music piracy numbers 
as it focuses on supporting positive behavior and 
subject to the right perception on this phenomenon. 
Music piracy is not merely economical, but rather 
social phenomenon due to the underlying motivation 
of the actors which has shifted toward community 
sharing. Thus, contributes theoretically that 
understanding how social norm configures the 
behavior of decision-making process is essential to 
breakdown the phenomenon of unlawful behavior in 
music industry. In practice, this study proposes that 
reward-based and context-based strategy is the most 
relevant strategy for stakeholders in music industry. 
Furthermore, this study provides an opportunity that 
findings may generalize well beyond music piracy 
context. As an emerging body of work that 
systematically constructs the backstage of law and 
social affect decision-making process, it is interesting 
to see how the model is implemented in other 
decision-behavior related situation. 
 
II. LITERATURE REVIEW 
 
Social norm, or perceived social consensus, state that 
it is common for people to rationalize their behavior 
based on their expectation of others’ behavior [1]. 
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social norm has been used for predicting intention 
behavior. Putte et al. [2] use three kinds of social 
norm (injunctive norm, subjective norm, and 
descriptive norm) to predict people’s intention for 
smoking behavior. Social norm does not always have 
direct effect on behavior intention. It may sometimes 
need mediator to have effect on behavior intention.  
Consumption value theory has been used to study 
factors influencing people for their intention to 
consume something. This theory helps practitioners, 
policy maker, and academic researchers in 
understanding what motivates people to choose 
something [3]. Lin & Huang [4] study to determine 
factors influencing people to use green products. 
From their research, the significant factor that 
influence people into buying green products are 
conditional value, epistemic value, and emotional 
value. Sheth et al. [3] use consumption value theory 
to determine factors influencing people for several 
cases. They applied it to buying decision (smoke or 
not smoke), brand decision (Marlboro or Virginia 
Slim), and product decision (filtered or non-filtered 
cigarette). However for music consumption, 
conditional value does not taken into consideration 
[5].  It is found that consumption value is 
significantly related to people’s intention to consume 
a certain music product, especially social value and 
epistemic value. 
 
In case of consumption value in music, moral proved 
to be one of the factors that influence people to 
consume illegal digital product or not [6]. If people 
have high level of morality, they might not decide to 
consume illegal product [7,8]. Therefore, moral could 
become something that could prevent people deciding 
to consume illegal music product. It could be defined 
as social value since moral attitude constitute rule that 
inform motivation of anticipated self-administered 
reward or punishment. Music affinity is the need for a 
person for music. The more they need it in daily live, 
the more they tend to use illegal music [9]. 
In digital piracy, peers can be the risk factor 
influences someone to consume the illegal product 
too. It could happen because peers are usually have 
behavioral similarity because of the process of 
selection (affiliation) and socialization (learning) 
[10]. Hinduja& Ingram [11] studied about the effect 
of peer influence in music piracy. They classified the 
peers into online peers and offline peers. Online peers 
are someone’s friends that they know through 
internet. While offline peers are someone’s friends 
that they know from real life. It could be from school, 
work, neighborhood, etc. their research found out that 
peers definitely could give influence to someone into 
engaging in music piracy. And their result showed 
that offline peers give stronger influence on 
someone’s music consumption behavior. 
 
Normative message contains of two things. First is 
the recommended behavior and second is the 

consequence that would they got from the outcome of 
performing the behavior (gain frame) or the cost of 
performing the behavior (loss frame) [12-14]. 
Positive normative message or the gain frame 
message is focus on telling people on the gain they 
will receive if they are doing a certain behavior while 
negative normative message or the loss frame 
message is focus on telling people on the cost or the 
risk if they perform a certain behavior. Therefore, the 
evaluation information can be different between the 
kinds of message. Shen and Kollar[12] defined 
evaluation information as magnitude of perceived 
utility associated with the consequence (confirming 
or not confirming) presented in the message. Gain 
frame message will be positive to utility while loss 
frame message will be negative. 
 
The loss framed message for music piracy will be 
about the cost or the risk of consuming illegal music 
product and the factual data about the number of 
illegal music product that keeps increasing each year. 
But for gain framed data, because the number of 
illegal music consumer that is really high, the gain 
framed for this campaign will be persuasive message 
to purchase legal music product. 
Persuasive message framing can be presented in some 
ways. The gain-framed message can be constructed as 
obtaining reward, avoiding punishment, or the 
combination of both. The loss-framed message can be 
constructed as foregoing punishment, suffering from 
punishment, or the combination of both. Even if the 
type of message framing is the same, the effect of it 
may be different if it is constructed differently. 
Strength to persuade of getting reward will be 
stronger than avoiding punishment in gain-framed 
message. For loss-framed message, strength to 
persuade of suffering punishment is stronger than 
foregoing punishment. 
Gallagher et al. [15] study the relation between 
perceived risk and the effectiveness of gain-framed 
message and loss-framed message and applied it on 
women for breast cancer campaign. He found that 
loss-framed message would be more effective than 
gain-framed message of the people are having high 
level of perceived risk. But if people have low level 
of perceived risk, both loss-framed message and gain-
framed message will have similar strength to 
persuade the message receiver.  
Besides Gallagher et al. [15], several researchers had 
studied about the effect of message framing in health 
area, some of them are Cesario et al. [16]. In health 
area, the types of behavior divided into two; Health-
affirming behavior and illness-detection behavior. For 
health-affirming behavior, the perceived risk is low 
because there is little chance to get negative impact 
from the act (i.e. sunscreen use). Meanwhile, illness-
detection behavior has high perceived risk because 
performing the action may result in a really negative 
result (i.e. mammography). But they divide message-
framing types a little different than other researches. 
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Rather than gain/loss frame, they use pleasure/pain 
frame. Quite similar with what Shen and Kollar[12] 
stated in their paper, Cesario et al. [16] defined 
pleasure-framed message as getting positive outcome 
or avoiding negative outcome and pain-framed 
message as getting negative outcome or absence of 
positive outcome. Usually illness-detection behavior 
is better with preventive focus message while health-
affirming behavior is better with promotion focus 
message. But Cesario et al. [16] found something 
different with health-affirming behavior. For them, it 
is less consistent that it needs to be promotion focus 
message. This result could be shown because in 
health area, when doing promotion focus message, it 
often still contains illness-detection concerns. 
Music piracy seems to be a case with low risk. There 
might be law that regulating about music piracy, but 
it is hard to catch every single person who did it since 
it is already become a widespread behavior. 
Moreover, the cost of what they do (consuming 
illegal music product) is not directly affected them, 
thus, the outcome of consuming it would not be a 
threat for them. Because of that, the strength of loss-
framed message and gain-framed message to 
persuade people in case for music piracy will be 
similar. If we look at the case in health behavior, 
music piracy should be similar with health-affirming 
behavior because of its low risk. However, different 
from health message, in the case for music piracy, 
promotion message does not contain any negative 
outcome. It is because when doing promotion 
message, they could only promote people to purchase 
legal music products. 
The effect of normative message in music piracy 
already been studied by Moon et al. [14] using 
statistics. They design the positive framed message as 
encouragement to use legal music product (i.e. legal 
online music download) and negative framed 
message as the cost or the risk in downloading illegal 
music product and about how this illegal act not 
socially acceptable in society. The finding is 
promotion strategy is a more effective than 
prevention strategy for reducing music piracy. 
Positively framed descriptive message and negatively 
framed injunctive message found to be the most 
effective too, but the result is not significant. It was 
more favorable for respondents and has lower 
psychological reactance. 
 
III. AGENT-BASED MODELLING AND 
SIMULATION 
 
Agent based modeling and simulation (ABMS) is a 
methodology for modeling and simulation that based 
on bottom-up approach. ABMS is appropriate for 
modeling a complex adaptive situation with 
purposive agents. The methodology provides the 
platform to understanding of a phenomenon through 

the behavior and its constituents including side-
effects [17]. Policy is not reversible once 
implemented [18]. Therefore, simulation in ABMS to 
forecast the outcome of a policy and accommodate it 
through interventions and strategies is a cost-effective 
task.  
Agents are autonomous in learning and interaction 
capacity. Each agent has unique characteristics and 
behavior which changes due to the capacity [19]. 
Norms is subject to the learning capacity of agents in 
the simulation. Due to interaction capacity, agents’ 
decision toward norm conformation is liquid rather 
than rigid [20]. In this simulation, agents not only 
learn from others, but they also adapt and change 
behavior depends on their decision. Figure X 
structured the decision-making process of the 
simulation based on Jeong and Khouja[21] which 
also discussed on music piracy from descriptive norm 
point of view as the social factor. This research added 
two interventions to the simulation: social adaptation 
and normative message types in a campaign. 
A. Agents, Roles, and Decision Processes 
Agents demographically constructed in the simulation 
are young adults, the age with highest tolerant to peer 
influence, participating in a community. There are 
three roles attributed to agents: legal consumer, 
illegal consumer, and neutral agent. Illegal consumer 
committed to illegal music consumption behavior 
from downloading, unauthorized file sharing, to 
pirated CD purchasing. They have the ability to 
influence others into consuming illegal music 
products by increasing others’ illegal consumption 
value and decreasing legal consumption value. Legal 
consumer stayed on authorized consumption behavior 
and they also can influence others by increasing their 
morality development. Their persuasion power varied 
due to the social capacity. Third, neutral agent did not 
consume either legal or illegal music products due to 
minimum conviction toward such action’s benefit. 
Jeong&Khouja[21] categorized this agent as the do-
nothing people. Those agents were connected in a 
social network. They came to the community one by 
one. New people that come to the community have 
connection to the popular people based on the ties. 
However, there is a possibility that new people make 
friends to those with few connections [22]. Agents in 
the simulation only interact with people in their 
connection. 
Some assumptions are made in the simulation. First, 
the objective of consumers is to maximize their 
utility. Second, the simulation consists of people in a 
community. Third, the agents in the community are 
all new to the community. Last, agents’ reaction 
toward unethical act in the simulation: keep silent or 
persuade to change it. In this simulation, agents walk 
randomly and meet other agents with either same or 
different type. Interactions happen during the meeting 
where peer influence takes charge.
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Fig. 1Research frameworks adapted from Jeong&Khouja [21]. 

 
B. The Simulation 
 

 
Fig. 2Simulation flowchart 

 
The process of the simulation stages is illustrated in 
the flowchart (Fig. 1). As the setup, agents’ value 
evaluation toward three different roles is identified in 
the first place: legal consumer, illegal consumer, or 
neutral consumer. Network analysis is constructed to 
depict the relationship among agents in the simulation 
based on agents’ social capabilities. The networking 
process is adopted from model library in NetLogo 
software called language change [23]. 
The next stage of the simulation is the social stage 
where agents socialized their consumption behavior. 
Legal consumer agents are able to influence their 

networks by increasing the cumulative legal 
consumption value and decreasing the illegal ones. 
This mechanism is applied to illegal consumer agents 
as well. Neutral agents, on the other hand, are unable 
to participate in the intervention of networks’ value as 
they do not engage in any consumption behavior. 
Through the interaction in their network, agents can 
learn other’s consumption behaviors which has a 
considerable effect toward agents’ social pressure. 
Each agent receives different level of social pressure 
due to the divergent network agents involve in and 
the members it contains. When agents acknowledge 
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the high involvement level of illegal consumption 
behavior exists in the network, the level of social 
pressure exposed to agents is high as well. Thus, the 
level of social pressure to involve in legal 
consumption behavior declines.  
Consumption behavior is also affected by campaigns, 
as an addition to peers influence in the network. The 
type of massage enclosed in the campaign generates 
diverse impact to the agents in the simulation. When 
agents are exposed to a positive-injunctive-norm-
with-benefits message, they learn the benefits of 
consuming legal product and that the action also has 
supporters. The message influences agents’ legal 
consumption value. In contrast, agents learn the 
aftermath of illegal consumption behavior when they 
are provoked by negative-injunctive-norm-with-costs 
message. Agents’ learn that people actually against 
the acts as it leads to consequences. The message 
intensifies agents’ illegal consumption value. 
Following the type of message applied in the 
simulation, agents also receive the positive-
descriptive-norm message where they pick up the 
existence of legal consumption behavior from its 
supporters. The message decreases agents’ social 
pressure to engage in illegal consumption behavior. 
Lastly, agents may probably gain the negative-
descriptive-norm message where illegal consumption 
behavior exists. The message increases agents’ social 
pressure to engage in illegal consumption behavior. 
Iterations occur throughout the simulation starting 
with agents’ value evaluation, weight calculation 
from agents’ memory in prior iterations, and the 
process repeats itself from the start. In a nutshell, the 
simulation incorporates six different aspect from 
macro perspective: agents’ behavior identification, 
social stage in agents’ network, campaign strategy 
assignment, behavior shift identification, graph 
construction, and looping to the first stage. In 
addition, using micro perspective, the simulation 
process consists of: network interaction, consumption 
behavior identification, adaptation stage, social 
pressure measurement, other’s behavior repercussion, 
campaign exposure, norm conformation, and looping 
to the first stage. 
 
IV. RESULT AND ANALYSIS 
 
Using Netlogo, the effect of micro-level for macro-
level pattern could be observed which is appropriate 
for agent-based modeling and simulation. The 
simulation was run 30 times with 10,000 iterations 
for each run. As the exact number of online music 
piracy is non-existing in the context of Indonesia, 
some adjustments had to be brought up. The initial 
number of illegal music consumer, legal music 
consumer, and neutral people are calculated by the 
percentage of it. About 95% of music sales are 
pirated, so it is assumed that 95% of people 
consumed music illegally. The initial number of agent 
was set 100 which divided into two major categories: 

95 illegal consumers and 5 legal consumers in this 
simulation.  
 

 
 
Six scenarios were tested in this simulation 
highlighting six different expected effects: (1) 
positively-framed injunctive norm with benefits 
message; (2) negatively-framed injunctive norm with 
costs message; (3) positively-framed descriptive 
norm message, (4) negatively-framed descriptive 
message, (5) combination of (1) and (3), and (6) 
combination of (2) and (4). These scenarios were 
based on social norm approach campaign which 
consists of both injunctive norm and descriptive norm 
in the dimension. Moon et al. [14] differentiated their 
scenario by negatively-framed social norm message 
and positively-framed social norm message. The 
social norm message is also categorized into 
descriptive norm message and injunctive norm 
message. It is important to add the benefits of legal 
consumption behavior and the consequences of illegal 
consumption behavior. Thus, in this research, the 
messages were divided into positively-framed 
descriptive norm message, negatively-framed 
descriptive norm message, positively-framed 
injunctive norm with benefits message, and 
negatively-framed injunctive norm with costs 
message. 
B. Scenario 1: Positively-Framed Injunctive Norm 
with Benefits Message 
The message inserted in this scenario depicted 
injunctive norm message for buying the legal 
products with the benefits from buying the legal 
products. The message persuaded people into legal 
product by stating that major people in this world 
support the legal products. After doing 30 runs and 
10.000 iterations, the average value or the results is 
showed in Fig 3. It is clear that persuasion through 
word is not an effective strategy. Illegal music 
consumers outnumbered the legal ones in this 
scenario. Peer influence is rather authoritative in this 
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context. When majority of people around an agent are 
illegal music consumers, the reason of consuming 
legal music products is eclipsed with the socially 
acceptable perception of illegal acts, even underrated 
the campaign. In this scenario, higher negative 
reaction toward the strategy is emerged [14]. 
 

 
 
C. Scenario 2: Negatively-Framed Injunctive Norm 
with Costs Message 
The message inserted in this scenario contains 
injunctive norm for not consuming illegal products 
with the costs of consuming it. This type of message 
has persuasive effect stating that consuming illegal 
products is immoral and unacceptable in society. 
After doing 30 runs and 10.000 iterations, the average 
value or the results is showed in Fig 4. 
 
Music piracy is way widespread that the image is 
somehow leaning toward an acceptable act. 
Therefore, confronting it as a socially unacceptable 
one emerged a positive impact. However, as the risk 
of performing illegal act is low, the impact is low as 
well. In Fig.4, it is described that even though the 
strategy can reduce illegal music consumers, it may 
not increase the legal music consumers. The result is 
aftermath when the strength of normative message 
and peer influence were set as equal. When the 
strength of negatively-framed injunctive normative 
message with costs is higher than the strength from 
peer influence, it could reduce illegal music consumer 
significantly and even increase the number of legal 
music consumers (Fig.5). The increase is a-step-by-
step event. Agents cannot instantly shift their role as a 
legal music consumer from illegal ones, but they can 
be in the neutral state. Cost and social rejection 
avoidance are two major reason behind this shifting 
of trait. The increasing numbers of neutral agents and 
the decreasing numbers of illegal consumer can 
possibly set the illegal ones as minority. 
Consequently, due to the peer influences, those 
neutral agents started to comply and transform into 
legal music consumers. 

 
 
Different result between Fig.4 and Fig.5 of this 
scenario was subject to low probability setting. The 
probability of illegal music act revelation is initially 
set to 0.5. However, when the probability is set to be 
lower to 0.2 and the strength of normative message 
and peer influence was set equal, the result showed 
similar pattern with the graph when probability to be 
known was 0.5 and strength of peer influence and 
normative message is the same value. This 
phenomenon translated as if agents were less bold 
about their consumption behavior, they were less 
influenced by peers. Illegal music consumers were 
exposed to higher influence by the campaign. They 
started to stop consuming illegal product and became 
neutral or legal consumer. The result of scenario (2) 
was reinforced by Cialdini[24] which stated that 
injunctive norm is disapproval of a certain 
undesirable behavior and decrease the number of 
people with the undesirable behavior. Paek and Hove 
[25] recommended the use of injunctive norm 
message campaign instead of descriptive norm 
message campaign because individual tend to 
conform to what perceived to be approved. 
 
D. Scenario 3: Positively-Framed Descriptive Norm 
Message 
The scenario was the extended version of Scenario 
(1) by focusing on declaring the existence of legal 
music products consumers. This message projected 
the good behavior to agents and persuade them to 
behave the same way as the projection. Fig.6 
illustrates the ineffective strategy of good behavior 
projection compared to the boundless effect of music 
piracy in Indonesia. Even the campaigns were 
executed, the number of illegal music consumer kept 
increasing. 
Even when persuasion was added or the probability to 
be red-handedly caught was set to be lower than the 
probability of agents to acknowledge the campaign, 
both of these situations could not decrease the 
number of illegal consumers (Fig. 7). But when both 
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situations were combined (probability to be 
discovered was set to be lower than the probability of 
people to acknowledge the campaign and persuasion 
was added), illegal consumers decreased. Peer 
influence and society perception on music piracy is 
one of the reason explaining the failure of positively-
framed descriptive norm. The minimum level of 
conviction toward the strategy cannot be achieved 
through scenario (3). Agents thought that the 
undesirable behavior is approved both morally and 
socially. Therefore, the deprivation potentially 
produced more negative message reaction [14]. That 
is why if people were less bold about their behavior 
and hesitant to expose their behavior to others and 
persuasion was there it could decrease the number of 
illegal consumers. Because people did not know 
about the actual behavior of others, they did not know 
that the illegal consumption is prevalence. That is 
why they could believe the content of this campaign. 
Moreover, with persuasion from legal consumer, they 
would mostly get influence from legal consumers. 
 

 
 
E. Scenario 4: Negatively-Framed Descriptive Norm 
Message 
This scenario inspected the effect of negatively-
framed descriptive norm message on consumption 
decision. The message focused on communicating the 
potential problems caused by illegal consumption. 
Telling people about the actual number of music 
piracy could end up backfired because people would 
feel less social pressure then decide to continue the 
act. Moreover, because it is already widespread, the 
probability that an agent had more illegal music 
consumer as their peers is high. Their peers could 
influence them into keep using the illegal music 
products. Therefore, even though the campaign was 
executed, the number of illegal music consumer 
would keep increasing. 
This result supported findings from Cialdini[24] that 
using descriptive norm that showed the information 

about how many people that engage in the bad act in 
the already widespread problem would only make the 
problem become bigger. Rather than decreasing the 
number of people who did the bad act, it would only 
increasing the number of people who did it. Thus, the 
campaign that initially was made to reduce the 
problem, would get the result that the problem 
becomes bigger instead. 
F. Scenario 5: Promotion Strategy 
The promotion strategy is a combination of 
positively-framed injunctive norm message with 
benefits and positively-framed descriptive norm 
message. When both strategies were implemented 
independently, the numbers of illegal music 
consumption is stable as prior to intervention. On the 
contrary, the numbers of music piracy was reduced 
and the numbers of legal music consumption elevated 
as the impact of the two strategies combination. This 
result is due to the encouraging message contained 
which strengthened the motivation toward legal 
music consumption.  

 
 
In the beginning, even though the campaign keeps 
promoting to buy legal music products and specifying 
benefits from buying the legal goods, there are still 
many people who consume illegal music products. 
Therefore, when the message specify that some 
people already bought legal music products, it may 
give them knowledge that there are some people 
buying legal music products. This information 
become useful because they may not know that there 
are people already bought legal music products. But 
with this information, even though the agent did not 
have any legal music consumer as their peers, it can 
increase social pressure for them to buy the legal 
products. 
When the probability to be discovered set to be low, 
even when the strength of social peer was higher than 
the campaign and persuasion was nonexistent, the 
number of illegal consumer could decrease 
significantly. This might happen because the 
probability of people to see the campaign was higher 
than the probability to be discovered. People got 
information about other people acceptance about 
consumption behavior mostly from campaign rather 
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than their peers. Therefore, there is a need to make 
people feel shameful to be discovered about their 
illegal consumption. 
Compared to other strategies, it seems that promotion 
strategy could give the most desirable outcome. This 
result supported some of already existing findings. 
Schultz et al. [26]found that normative message 
focusing on the desirable act would be more 
effective. It would decrease the number of people 
who did the undesirable act and keep the behavior of 
people that already did the desirable act. Similar 
result was shown from Cialdini[24]. For a campaign 
that intends to promote a desirable behavior (not to 
ban people from doing the undesirable behavior), 
combination of descriptive norm and injunctive norm 
would be the most effective. 
G. Scenario 6: Prevention Strategy 
The prevention strategy is a combination of 
negatively-framed injunctive norm with costs of 
performing the illegal acts and negatively-framed 
descriptive norm. In this strategy, even though people 
get the information about how prevalence this 
problem is, they get the information about how 
society disapprove this behavior. As stated in 
negatively-framed descriptive norm message section, 
strategy to expose the prevalence of music piracy 
would make this even worse. But in negatively-
framed injunctive norm, there is possibility for illegal 
consumer to change their behavior to not consuming 
illegal music anymore. 
The result was quite similar with the effect of 
negatively-framed injunctive norm with costs. This 
strategy of telling people to not consume illegal 
music products and the percentage of people doing it 
tries to prevent people into doing illegal music 
consuming. But because of that, even though it can 
reduce a number of illegal music consumers, it could 
not increase the number of legal music consumer. 
When persuasion was added into this situation, not 
only the number of illegal consumer could decrease, 
the number of legal consumer could also increase. 
Even though it could not increase immediately as 
some people prefer to be neutral people when they 
change from illegal consumer, the number of legal 
consumer would still able to increase. 
If the strength of social influence was higher than the 
strength of normative message and there was no 
persuasion, the number of illegal consumer could not 
decrease. This campaign strategy would not give any 
change to the society. But if persuasion was added 
into this situation, the number of illegal consumer 
might decrease, and the number of legal consumer 
might increase. This strategy is taking the advantage 
of the strength of peers’ social influence. Because 
people tend to take their peers’ opinion as 
consideration rather than from campaign (in this 
situation), this weakness could give benefit if it 
responded rightly. Relying on their legal consumer 
peers to persuade them would be beneficial in the 
long term. Therefore, music industry needs to give 

them something in return to encourage them in 
persuading their peers. 
 
DISCUSSION 
 
The fact that each person’s perceived norm could be 
different with each other and with the actual norm 
could be an important factor that could be changing 
to be beneficial for music industry. After testing 
several strategies with different kinds of situation, it 
came to a solution that promotion strategy would be 
suitable for a problem that already becomes 
widespread. This result was supported by many 
existing research. Schultz et al. [26] suggest that 
using normative message should be more focus on the 
prevalence of desirable conduct. In their research they 
try to combine positively-framed descriptive norm 
with positively-framed injunctive norm. Their result 
showed that not only the number of people who 
engage in undesirable act was decreasing, even 
people with already desirable act still behave in the 
same way. One unique condition in music piracy is 
that there will be three types of act; do the good thing, 
not doing anything, or doing the bad thing. When 
Cialdini[24] study about campaign that would be 
effective for promoting the good act, combining 
injunctive norm message and descriptive norm 
message would be the most suitable (promotion 
strategy). But when the campaign has a purpose to 
prevent bad act, injunctive norm would be suitable. 
Adding descriptive norm would only make the 
problem become worse because more people would 
do it. 
 
Most of situations, if promotion strategy was 
implemented, not only the number of illegal 
consumer could decrease, the number of legal 
consumer could also increase. There would be 
situation that even promotion strategy alone could not 
decrease the number of illegal consumer with big 
decrement. But when there is persuasion, promotion 
strategy could decrease the number of illegal 
consumer and increase the number of legal consumer.  
In some situations, when the campaign solely could 
not decrease the number of illegal consumer or could 
not decrease it with big decrement, the addition of 
persuasion could give better results. Persuasion could 
be important. Moreover, when people trust their peers 
rather than campaign, persuasion would give different 
and better result. If persuasion of legal consumer to 
others could make the number of illegal consumer 
decrease, it is important to make some policy that 
could encourage legal consumer to persuade others to 
buy legal products too. It may be giving some 
benefits for them if they could persuade others to buy 
legal product too. Moreover, if people tend to care 
more about the opinion of their peers about what they 
should do, then their peers are the one that peers to 
educate too. Educating peers to not endorse illegal 
consumption or making them endorse legal 
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consumption would be important [27]. Hence, 
making policy that could encourage their peers to 
endorse legal consumption and did not endorse illegal 
consumption could be one of strategy to reduce 
illegal consumer. 
 
Comparing situations where probability to be 
discovered were lower than probability of campaign 
to be seen and where probability to be discovered was 
equal to probability of campaign to be seen, it could 
be seen that when probability to be discovered was 
set to be low, it was easier to reduce the number of 
illegal consumer. It might be because when people 
were less exposed to others’ illegal consumption 
behavior, they get less influence from their peers. 
When the illegal consumers were ashamed of their act 
and hide themselves, then their peers would not know 
about their behavior. Thus, their peers would not get 
influence from them. When this situation occurs, 
then, people would get information about others’ 
consumption behavior from campaign. Then it was a 
good thing if those illegal consumers could feel 
ashamed of their act. Hence, having a campaign that 
contains thing that could make extreme personal 
embarrassment might be a good idea. This suggestion 
had also suggested by Sheehan et al. [28]. Other than 
that, music industry could make an image about 
people who purchase illegal music product as good or 
cool since people are care about others’ opinion, 
especially their peers [29]. 
Making people acknowledge the campaign is 
important too. Having people see the campaign make 
the influence from their peers would be balance by 
influence from campaign. If their peers were illegal 
consumers, then they would have the tendency to be 
illegal consumers too. Hence, they need to frequently 
see the campaign that could be a reminder what kind 
of behavior is the right thing. Therefore, where the 
campaign will be exposed, when the campaign will 
be exposed, and how the campaign will be exposed is 
important to be considered. Having the right kind of 
campaign (consist of the most suitable type of 
normative message) effectively shown could be one 
of the important factors to reduce music piracy. 
When exposing social norm approach campaign, be 
careful to choose the right kind of campaign. Not 
every kind of campaign could give better result in 
society. On the contrary, it might make the problem 
become worse. Knowing that majority of people 
already engage in illegal behavior could make people 
think that this illegal act is common behavior. 
However, illegal consumption behavior definitely is a 
morally wrong behavior. Therefore, providing the 
information about how widespread and big this 
problem is could make people do the illegal 
consumption behavior instead. Negatively-framed 
descriptive norm message campaign would be a bad 
idea to reduce music piracy. Hence, rather than 
focusing on negative behavior (illegal consumption 
behavior), it is better to focus on supporting positive 

behavior (legal consumption behavior) or giving the 
right perception about illegal consumption behavior. 
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