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Abstract 


The purpose of this study was to study the effect of music genres on pro social behavior. To examine this effect in a controlled setting a dictator game was played by subjects. A dictator game has been important in economics, since it shows that people are not rational. The study made a link between music and charity donation. If it is was possible to show that a music genre stimulates pro social behavior, this music can be used to stimulate donation. 

Rentfrow and Gosling (2003) identified four dimensions of music. They characterized each dimension in terms of a variety of different music attributes. The four dimensions of music are: Reflective and Complex, Intense and Rebellious, Upbeat and Conventional, and Energetic and Rhythmic.
These four music genres were along with other demographic variables tested in a dictator game.  

The subjects received an endowment of € 10 and could give any part away to an anonymous recipient. The subjects gave on 47% of their total endowment of € 10,- to the other person. 

The results of non-parametric tests revealed a significant difference in giving behavior between the treatment group 'Reflective and Complex' music and the control group 'No Music'. It also showed  a significant difference in giving behavior between male and female subjects. Female subjects acted more pro social. Moreover it revealed a significant difference in mean giving behavior between subjects who listened to their favourite music genre and subjects who didn't listen to their favourite music genre. 

These three results can be implemented in the marketing strategies of charities to induce pro social behavior. It would be recommending for charities to launch a marketing campaign for woman, to insert an option to play music on the website of a charity and it would be recommending to collect money after a concert or festival. 
Table of Content 

Introduction 









3

Chapter 1 Literature review 







4


1.1 Music and behavior 






4



1.1.1 Composition of music 





4



1.1.2 Effect of music on mood 





4



1.1.3 Music and buying behavior 




5



1.1.4 Music and helping behavior 




5



1.1.5 General music attributes 





6



1.1.6 Music genre






7



1.1.7 Music in advertisements





8 



1.2 Dictator game 







9


1.2.1 Dictator game: Are dictators willing to give?


9



1.2.2 Incentives







9



1.2.3 Multiple games 






10



1.2.4 Social control 






10



1.2.5 Framing 







11



1.2.6 Demographics 






12

Chapter 2 Theoretical framework 






13


2.1 Music in marketing 







13


2.2 Central and Peripheral Route





14

Chapter 3 Experimental design I 






15


3.1 Research design 







15



3.1.1 Treatment and control group
 



15



3.1.2 Independent variable 





15



3.1.3 Hypotheses 






16


3.2 Procedure








17 



3.2.1 Instructions 






18


3.3 Subjects  








18



3.3.1 Power calculations 





19

Chapter 4 Experimental design II 






21


4.1 Research design 







21



4.1.1 Treatment and control group
 



21



4.1.2 Field setting 






21



4.1.3 Independent variable 





21



4.1.4 Hypotheses 






22


4.2 Procedure








22 

4.3 Subjects  








23


4.3.1 Power calculations 





23
Chapter 5 Data Analysis 







25


5.1 Causal Model 







25


5.2 Descriptive statistics 






26


5.3 Difference in giving behavior between all treatment groups 


27


5.4 Difference in giving behavior between two treatment groups 

27


5.5 Other effects on giving behavior
 




29



5.5.1 Effect of favourite music on giving behavior 


29



5.5.2 Effect of music and gender on giving behavior 


30



5.5.3 Effect of music and gender on giving behavior 


30



5.5.4 Effect of social status on giving behavior 



31 


5.5.5 Non-significant effects on giving behavior 



31


5.6 Assumptions for a parametric test





32

Chapter 6 Discussion 








33


6.1 Interpretation results 






33


6.2 Review experimental design



 

34 

Conclusion 









37

Marketing implications 








38

Future research 








40

Acknowledgement 








41

References 









42

Appendices 









45


Appendix A: Music attributes of each music-preference dimension

45


Appendix B: Songs treatment groups 





46


Appendix C: Instructions Dictator Experimental Design I 


50


Appendix D: Instructions Recipient Experimental Design I 


51


Appendix E: Demographic Questionnaire 




52


Appendix F: Instructions Experimental Design II 



54

Introduction
Music is everywhere. People are confronted with music when they are at home or on the go. When people go to the supermarket to shop for their groceries music is played in the background. The fact that background music affects shoppers is known. Studies have shown that using background music affects the behavior of supermarket shoppers. A field experiment, by Adrian North 1997, tested how mood-inducing music affected wine sales in a British supermarket. When French music was played, customers bought more French wines, whereas German music increased the sales of German wine.

This study will show that music also affects the social behavior of people. During this study this influence of music will be tested in a dictator game setting. The study will make a link between music and charity donation. If it is possible to show that a music genre stimulates pro social behavior, this music can be used to stimulate donation. Charities can use the appeal of music to support pro social behavior in an advertisement for charities. The purpose of this study is to study the effect of music genres on pro social behavior. 

To examine this effect in a controlled setting a dictator game will be played by subjects in a lab experiment. A dictator game has been important in economics, since it shows that people are not rational (Engel 2011).

The research question in this study is: 
Does music have an effect on pro social behavior in a dictator game?

The following chapters will find an answer to this question. The first chapter will explore and describe the existing literature and theories around the topics music, behavior, mood and advertisements.  This chapter will also explain the rules and habits of the dictator game. The second chapter will discuss the theoretical framework of the means-end chain and the elaboration likelihood model. Next are chapter three and four, which will discuss two experimental designs with a difference in available sources. Both chapters will describe the research design, procedure and subjects. In the fifth chapter an analyses of the results of the played dictator game will be made. As a results of chapter five, chapter six discusses the results and reviews the experimental design. After that the conclusion makes a short overview of the results. Subsequently a marketing implication will be made. The founded results described in the conclusion are implemented in marketing strategies for charities to induce pro social behavior.
Chapter 1 Literature review 


This chapter will explore and describe the existing literature and theories around the topics music, behavior, mood and charities.  
1.1 Music and behavior


Previous studies have indicated that music can bring manipulations to the mood of people. This paragraph will describe different aspects of music. The paragraph will start with the effects of the composition of music. It will then make a link between mood and music, music and buying behavior and music and helping behavior. At the end of the paragraph the different sorts of music and music in advertisements will be discussed. 

1.1.1 Composition of music 

Music can be listened in many different forms. The changeable components of music, in for example advertisements, can be divided into time, pitch, structure and volume. 

All other things begin equal, fast music is considered to be more happy or pleasant than slow music (Bruner 1990). Hevner (1937), found that slow tempo tends to evoke tranquil or sentimental sorts of descriptions. Fast tempo music elicited responses relating to exhilarating or joyous sorts of feelings. 

Another aspect of music that can be changed is the pitch of music. Music with high pitch is perceived as more exiting or happy than low pitched music, which is perceived as sad. In general, consonant harmonies can be described as playful, happy, or serene. Dissonant harmonies seem to be perceived as more agitating, threatening or sad (Bruner 1990). 

Another changeable aspect of music is the structure. This means the ‘’color’’ of the music, the musical instrument that has been played. Studies focusing on the orchestration show that brass instruments carry the melody in songs characterized as triumphant or grotesque. Woodwind instruments expressed awkward or mournful feelings. Melodies played on a piano were perceived as brilliant or tranquil and string sounds were associated as glad (Gundlach 1935). Volume is another textural element of music. Gundlach (1935) found that the loudest music versions were described as triumphant or animated, whereas soft music were described as delicate or tranquil. In conclusion, music can be listened to in many forms and induce many feelings. 

1.1.2 Effect of music on mood

Regarding to the interpretation of a commercial, music can have a big influence. The study by Vinovich (1975), as cited in Bruner (1990), showed a communicative relationship between the information shown in a video of a television ‘drama’ and its musical score.  Vinovich asked 100 subjects, 20 per video, to write their interpretations of two short films. Each film had five different versions regarding to music. There were four versions with music and one without music. The results revealed that different musical moods produce different interpretations of the same video. Vinovich conclusion was that the subjects tend to create a predictable cognitive interpretation of the television drama. Subjects build their interpretation using their own experience. 

Seidman (1981) reviewed the contributions of music to media productions using movies and educational films. He concluded that cognitive and affective understanding of stimuli can be influenced. This evidence is further supported by Alpert and Alpert (1989). They found that happy music produced happier moods in subjects, but sad music produced the highest purchase intentions. These studies concluded that structure and expressiveness of background music can evoke different moods and purchase intentions towards advertised products. 

1.1.3 Music and buying behavior

Businesses play music to put buyers in a mood that would help their sales. In a field experiment, Adrian North (1997), tested how mood-inducing music affected wine sales in a British supermarket. By investigating the purchasing of German and French wines, they have found that music influences the product choice of wine. When French music was played, customers bought more French wines, whereas German music increased the sales of German wine.

So, the fact that music can also affect shopping behavior is known. Studies have shown that background music affects the behavior of supermarket shoppers. One study by Smith and Curnow (1966), as cited in Milliman (1982), revealed that the loudness of music can also have an effect on the shopping behavior in supermarkets. When the store played loud music the consumers spent less time in the supermarkets than when the store played soft music. A study by Milliman (1982) found that the tempo of music effected the time spent in the stores. Slow music with 72 beats per minute and fast music with 94 beats per minute were studied. This study found that when the music was fast, the shoppers spent less time in the stores than when the music was slow. Another interesting aspect of this study by Milliman (1982) is that this area was investigated while the consumers were not aware of the influence of the music. The results were for the consumer unconsciously gathered.  

1.1.4 Music and helping behavior

Charities show pictures as a stimulus of human deprivation to appeal to a donor’s sense of guilt to reach their pockets. Music can also be used as a stimulus to stimulate helping behavior. One study revealed that uplifting music led to participants offering to help more on a high-cost task than annoying music (North et. al 2004). The data in this study indicated that there is an association between the music played and the high-cost task (relative to a low-cost task) participants were prepared to distribute. Participants were prepared to put more effort when they were confronted with uplifting music (relative to aggressive, annoying music). This finding is consistent with studies concerning mood and altruism and indicates that music can influence helping behavior in naturalistic, music-listening situations. The data collected in Capra (2004) show that good-mood subjects are more altruistic or helpful. Good-mood choices are closer to rational choices and further from the benchmark than bad-mood choices. This study played a dictator game, which revealed more helpful choices when subjects are in a good-mood. 


Fried and Berkowitz (1979) proved that relaxed music promoted greater levels of altruism than aversive music or even no music. Eighty students, half men and half woman, were distributed evenly among 4 different treatment groups. Three groups heard a seven-minute long musical selection, either soothing, stimulating or aversive in nature, while the remaining group were not exposed to any music and sat still. Results showed that the soothing and stimulating music created somewhat different positive moods. While the aversive music created negative feelings and caused a negative mood. In conclusion, those who heard the soft music were significantly more prepared to be helpful after the treatment than the students who heard aversive or no music. 
So, music has proven to be of influence on both buying and helping behavior. 

1.1.5 General Music Attributes  

Yalch and Spangenberg (1988) conducted research that builds on the Milliman (1982) study. They compared the effects of foreground music and background music as well as a no-music treatment in a department store setting. Foreground music was described as music with vocals and background music was described as instrumental music with no vocals. Younger shoppers (under 25) reported spending more time shopping when background music was played, while older shoppers, perceived they spent more time in the store when foreground music was played. The musical conditions had significant effects on arousal but not on pleasure or dominance (Yalch and Spangenberg 1988). 
So, customers preferred foreground music to background music across age groups. Younger customers reported increased time spent in the store with background music, while older shoppers reacted this way to foreground music. When on purpose shopping, shoppers made fewer impulse purchases with foreground music (Yalch and Spangenberg 1990). 
Overall, the effects of the type of music in this study played were negligible. However, music effects vary by the type of shopper and by department. For example, younger males like foreground music, while older females liked background music (Yalch and Spangenberg 1993).

Areni and Kim (1993) studied the differing effects of classical and Top 40 music on wine shoppers. Classical music resulted in significantly higher sales than Top 40 music. Classical music would suggest an increase in the amount of wine bought, but actually increased  the range of wine sold. The ''classical music led them to buy more expensive items.'' 

The study by Gulas and Schewe (1994), as cited in Turley and Milliman (2000), explained age-linked music effects on shopping behavior. Baby boomers reacted stronger by purchasing more in classic rock conditions than older consumers did when hearing big band music. However, 66% of the sample could not recall the music that played while they shopped. 

Findings of a controlled field study by Herrington (1996) examined the effects of background music on shopping behavior in a supermarket. They found that musical preference influenced both the amount of time and money shoppers spent in the service environment, although musical tempo and volume had no observable effects. A supermarket with a large Indian population needs a different music arrangement than European population. Also the age profile is an important criteria to increase sales. Shoppers respond best to popular songs that were hits  when they were between 18 and 23 years old. This study emphasizes that those criteria have a positive influence on the amount of time and money shoppers spend in service environments. 
Based upon all these articles about music in stores, it appears that the music played in a store can have a significant impact on a variety of behaviour including sales, arousal, perceptions of and actual time spent in the environment and in-store traffic flow. However, the impact of music can be influenced by music tempo (Milliman 1982), music volume (Smith and Curnow 1966), music preference (Herrington 1996) and by the use of background or foreground music (Yalch and Spangenberg 1990, 1993; Areni and Kim, 1993; Turley and Milliman 2000).

1.1.6 Music genre
Rentfrow and Gosling (2003) identified four dimensions of music preferences that generalized across time, populations, methods and geographic region. They characterized each dimension in terms of a variety of different music attributes. The four dimensions of music according to Rentfrow and Gosling (2003) are: Reflective and Complex, Intense and Rebellious, Upbeat and Conventional, and Energetic and Rhythmic, which are shown in Table 1. Each dimension,  gathered as a factor, represents different music genres. Reflective and Complex fits the strongest with the music genres blues, jazz, classical and folk music. Intense and Rebellious represents the music genres rock, alternative and heavy metal. Upbeat and Conventional was defined by the music genres country, religious and pop music. Energetic and Rhythmic was formed by the music genres rap/hip-hop, soul/funk and electronic/dance music. 


	Music-preferred Dimension
	Music genre

	Reflective and Complex

	Blues, Jazz, Classical, Folk

	Dimension of genres that seem to facilitate introspection and are structurally complex

	Intense and Rebellious
	Rock, Alternative, Heavy Metal

	Dimension of genres that are full of energy and emphasize themes of rebellion

	Upbeat and Conventional
	Country, Religious, Pop

	Dimension of genres that emphasize positive emotions and are structurally simple

	Energetic and Rhythmic
	Rap/Hip-Hop, Soul/Funk, Electronic/Dance

	Dimension of genres that are lively and often emphasize the rhythm


Table 1: Music-preferred Dimensions (Renfrow and Gosling, 2003)

When these dimensions were formed, Rentfrow and Gosling (2003) systematically examined the three attribute categories of the four music-preference dimensions. They examined the general attributes, which are fast, slow, acoustic, electric and voice. They examined the lyrical attributes, such as complexity (simple, clever), positive affect (cheerful, happy), negative affect (sad, angry) and energy level (relaxed, energetic). And they examined the musical attributes, which were also complexity, positive effect,  negative effect and energy level. The results are shown in appendix A. 
For example, the Reflective and Complex music dimension was slower in tempo than the other dimensions, used mostly acoustical instruments, and had little singing. 

Overall, the Reflective and Complex dimensions shows both positive and negative emotions and is complex in structure. The Intense and Rebellious dimension shows a moderate complex structure and intense negative emotions. The Upbeat and Conventional dimension displays positive emotions, moderate energy level and a simple musical structure. The Energetic and Rhythmic dimension shows both positive and negative emotions, a moderate energy level and had more rhythm.

When the music attributes across dimensions where examined, Rentfrow and Gosling (2003) tried to characterize the music-preferred dimensions. Which personality characteristics can be linked to a specific dimension? The music dimension Reflective and Complex is positively correlated to openness, self-perceived intelligent and verbal. The dimension is negative correlated to social dominance and athletic. People who prefer to listen to the music dimension Reflective and Complex are inventive, have active imaginations, value aesthetic experiences, consider themselves to be intelligent and tolerant of others. 
The dimension Intense and Rebellious is positively correlated to openness, athletic, self-perceived intelligent and verbal strong. People who prefer to listen to the music dimension Intense and Rebellious are curious about different things, enjoy taking risks, are physically active and consider themselves intelligent. 
The dimension Upbeat and Conventional is positively correlated to extraversion, agreeableness, conscientiousness, self-perceived physical attractiveness and athletic. The dimension is negatively correlated to openness, social dominance and verbal ability. People who prefer to listen to the music dimension Upbeat and Conventional are cheerful, socially outgoing, reliable, enjoy helping others and see themselves as physical attractive.
The correlates of the dimension Energetic and Rhythmic reveal positive correlates with extraversion, agreeableness, blirtatiousness (express feelings and thoughts as soon as they come to mind), self-perceived attractiveness and athletic. They reveal negative correlates with social dominance. People who prefer to listen to the music dimension Energetic and Rhythmic can be described as talkative, full of energy, are forgiving and see themselves as physically attractive.

1.1.7 Music in advertisements 

The study from Kellaris, Cox and Cox (1993) studied the relationship between two properties of background music that can interactively influence ad processing. The first property is the music’s attention-gaining value. This means aspects such as speed, loudness, surprising effects and interestingness. Slow, soft music should have a lower attention-gaining value, whereas fast, loud music should have a higher level of attention-gaining value. The second property that interacted with attention-gaining was the music-message congruency. Music-message congruency referred to the congruency of meanings communicated nonverbally  by music and verbally by the ad. The study examined the effect of attention-gaining and music-message congruency on brand and ad recall and recognition, relative to low attention-gaining and incongruent music-message. 
The results showed that a high music’s attention-gaining value, in combination with a high music-message congruency, can have a significant positive effect on brand recall, relative to a low music-message congruency. Another result was that when background music is both attention-gaining and message-incongruent, it will pull listeners away from the message, thereby harming message recall. The findings in this study suggest that advertisers should consider the use of music in relation to their communicative goals. In cases where brand awareness and knowledge are primary objectives, the selection of music should be very consistent with the message to prevent consumers’ reception of message and brand. If an advertiser uses music, it should be pretested for its ability to generate attention and the desired thoughts and feelings. 
1.2 Dictator game 


This paragraph starts with a detailed description of a dictator game. Then aspects of a dictator game, incentives, social control, framing and demographics are discussed. 

1.2.1 Dictator game: Are dictators willing to give?

A dictator game is an experiment. In this experiment, the participants are labelled as a ‘dictator’ or as a ‘recipient’. The dictator receives money from the experimenter and is free to give a fraction to the recipient in another room. The dictator receives, in most cases, an endowment of € 10 and can give part away to an anonymous recipient. Dictators may give any fraction between 0% and 100% of their endowments. The role of the recipient is entirely passive. 

This game has been important in economics, since it shows that people are not rational. When assuming that a dictator would think rational, a dictator would give nothing of his endowment (in a standard dictator game) to the recipient. But really, dictators give on average 28.35% of their endowments. As figure 1 shows, made from 616 treatments, the distributions of means of endowments is left skewed. Dictators are more likely to give a little of their endowment than nothing (Engel 2011). 
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Figure 1: Distribution of mean giving per treatment (Engel, 2011)
1.2.2 Incentives

The standard stakes in a dictator game are € 10. Engel (2011) did a meta-regression of data from 158 different treatments with manipulated stakes. This regression showed that higher stakes reduce the willingness to give. If there is more to gain, dictators keep more, not only in absolute, but also in relative terms. 
1.2.3 Multiple games
The standard dictator game is a one shot study. There is a possibility to repeat a dictator game. Engel (2011) also studied the data of studies with multiple tests. This showed that multiple tests have a negative effect on giving behavior. 
1.2.4 Social control 

In dictator games it is possible to change the social control. An example of changing the social control is to show the recipient to the dictator before the dictator gets the chance to divide an endowment. If dictators are identified, this has three effects on the results of a dictator game. These effects are studied by Engel (2011) and shown in figure 2. The first effect is that a dictator is less likely to give nothing. The second effect is that the mode shifts from 0 to 5. And the third effect is that a dictator is less likely to give more than half of the endowment. 
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Figure 2: Effect of dictator identification based on individual data (Engel, 2011)

A possible option to change this social control is to use a double blind protocol. A single blind protocol is a testing procedure in which the administrators do not tell the subjects if they are being given a test treatment or a control treatment in order to avoid bias in the results. 
A double blind protocol is an experimental procedure in which neither the subjects of the experiment nor the persons administering of the experiment know each other and the use of the experiment. Double blind procedure means that removing the anonymity leads to increased contributions from the 'dictator' to the 'recipient' in a dictator game. Hoffman et al. (1996) find that in experimental dictator games offers are lowered as the social distance between the experimental subjects and the experimental leader increases.  A common given explanation for these findings is the identification of the subject to seek for social approval.

To support this finding an example of a double blind procedure in the study from Soetevent (2005) is discussed. Soetevent (2005) studied the role of anonymity in giving in a field experiment performed in 30 Dutch churches. For a period of 29 weeks he examined the collection of offering money in 'closed' collection bags or open collection baskets. When the church used baskets, the person next to him could see his or her contribution to the basket. With 'closed' collection bags this was not possible. The churches held two offering rounds. The first round had an internal cause (for the churches' own purposes) and the second round had an external cause (for example, charities). The results of the study showed that the offerings with an external cause increased by 10% when open baskets were used. So, non-anonymous collecting methods have a positive effect on contributions to external causes, whereas no effect is found for contributions to internal causes. Note, this effect peters out over time. According to Soetevent (2005) this result can be explained by the presence of social incentives. The external cause can give the subject an opportunity to expose unselfish behavior. 
The study by Soetevent (2005) showed that a double blind procedure doesn´t have a direct significant effect on the giving behavior of subjects. Engel (2011)  supports this and has shown that the choice between a single blind and double blind experimental design only matters in more complicated design.

Experimenters can also manipulate the degree of social distance. Participants in different studies varied from total strangers to close friends. Recent studies have showed the effects of social distance (Brañas-Garza et al. 2010; Goeree et al. 2010). Brañas-Garza et al. (2010) suggests that social distance and social integration are complementary determinants of altruistic behavior. A meta-regression of multiple studies, by Engel (2011), showed that dictators overall give the less, the higher the social distance between themselves and the recipient. 
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1.2.5 Framing

If dictators handle coins or notes, they give substantially more. If dictators handle real money, participants are less likely to give nothing. It is even more likely they give everything relative to a standard dictator game (Engel 2011). 

According to Engel (2011) many experimenters have checked how generosity increases if it is made clear that the recipient is deserving. With deserving he means like a charity which deserves the money more than a standard recipient with empty pockets. He asked dictator’s whether they were happy to make a donation to a charity. This has a clear, strong, significant effect. If a recipient, according to a dictator, is deserving, only half as many dictators keep everything. Also more dictators give everything instead of all the possible other options. See Figure 3 for a visual image of the distribution. 
Figure 3: Giving to a deserving recipient (Engel, 2011)

1.2.6 Demographics

In most studies, students are used as participants. On average, non-students give more. Students are more likely to give nothing, they are less likely to choose equal split and less likely to give everything. Experimental economists have often been criticized for generating artificial findings with a subject pool that don’t fit with the reality of economic relations (Levitt and List 2007). At least in dictator games, the opposite turns out to be true. Student experiments underestimate the deviation from the textbook prediction (Engel 2011). 

Eckel and Grossman (1998) tested gender effects in dictator games. It turned out that women give significantly more. They found that woman, on average, donated twice as much as men to the recipient. But women do not only give more in dictator games, they also get more as recipients. 

A third significant demographic effect studied in dictator games is culture. Anthropologists have used the dictator game as a technology for quantifying the sociability of developing or indigenous cultures (Henrich and Boyd 2005). This study coded three different pools, Western, developing countries and indigenous societies. The results revealed that the more a society is aboriginal, the more dictators are willing to share. If one treats the two non-Western pools as categorical variables, seemingly the difference between Western and developing countries disappears, while the difference between Western and developing countries and indigenous societies is all the stronger. 

Age also has a strong significant effect on giving behavior in a dictator game. If one codes children as 0, students as 1, middle-aged as 2 and elderly as 3, there is a significant effect. The behavior of children is not significantly different from the behavior of students, while there is a significant difference with the remaining age classes. Children are unlikely to give more than half of the endowment, and many give less. This explains why there is no difference in means, compared to students. Yet children are less likely to give nothing. Giving nothing is even rarer in participants of middle age, and it never happens in the elderly age class. For people of middle age, the equal split is the mode, while for the elderly this is giving everything (Engels 2011).  

This paragraph starts with a detailed description of a dictator game. Then aspects of a dictator game, incentives, social control, framing and demographics are discussed. 
Chapter 2 Theoretical framework 


This chapter will explain the existing marketing theories which are the basics of this study. The means-end chain and the elaboration likelihood model by Petty and Cacioppo (1983) will be discussed.
2.1 Music in marketing 


A theoretical approach a marketing creative can use to design an advertisement is a means-end chain, shown in figure 4. This approach suggests that an advertisement should contain a message or means that leads the consumer to a desired end state. The end state includes a personal values like for example freedom, happiness, inner peace or social acceptance. The purpose of the means-end chain is to start a process in which viewing the ad leads the consumer to believe that using the product will help him or her reach one of these personal values (Clow & Baak 2009). 
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Figure 4: Means-end chain (Clow & Baak, 2009)
One section of the means-end chain are the appeals. There are seven advertising approaches, fear, humor, sex, music, rationality, emotions and scarcity, which can be used. Advertisers usually select one of the seven appeals to develop the advertisement. 

Music is an important advertising appeal. Music helps capture the listener’s attention. It is easily linked to emotions, memories and other experiences. Music can be intrusive, which means it will gain the attention of someone who was previously not listening. Music can be the stimulus that ties a jingle to a product. Music can be used to recall the emotions linked to a product. 
But music can also be used to increase the persuasiveness of an argument. A charity for example, can use music to recall a desired emotion and stimulate to donate. 


2.2 Central and Peripheral Route
The influence of music on persuasiveness is greatest under conditions of peripheral route processing and low cognitive involvement (Bruner 1990). This proposition is also supported by the elaboration likelihood model (ELM) by Petty and Cacioppo (1983). 

The goal of advertising is to influence the behavior of people. This can be done by convincing people to change their attitude towards a product. There are different approaches to attitude change. These different approaches can be summarized in two routes. These two routes are the central route and the peripheral route. Attitudes change because of associations with positive or negative cues, or just a simple decision rule. But before the ELM can be followed the person should have positively answered two steps. First, is the person motivated to process information (e.g. personally involved or relevance) and second, is he able to process the information. 
Central route

The central route occurs when a person is both motivated and able to think about the message of the advertisement. Depending upon favourable or unfavourable thoughts, either persuasion, resistance, or boomerang (shift in opposite direction) may occur. When the ELM is high, the central route should be followed. Properties of the central route are the ability to considerate information and learn, resulting in an overall evaluative reaction. The quality of arguments is important, but the numbers of arguments don’t matter. Attitudes induced through this route tend to be relatively permanent and predictive of subsequent behavior. 

Peripheral route
A peripheral route will be followed when a person is not motivated or not able to think about the message of the advertisement. With this route more arguments have a greater impact on persuasion. The peripheral route is seen as an effective advertising strategy. The person is easier to influence. This route tends to be relatively temporary and not highly predictive. 

Because the central route is more difficult, it is sometimes more effective to follow the peripheral route, although the chance is temporary so the advertiser should keep advertising. Once the person bought the product one, it is more involved and thus can be influenced by the central route. 

The music’s role is this model is likely to be greatest under conditions of high affective involvement and low cognitive involvement (Bruner 1990). Through the peripheral route music can be a useful cue to change the person’s attitude and persuade to buy a product.

Chapter 3 Experimental design I


In this section an experimental design will be discussed when having the opportunity to use all possible sources to test possible effects of music genres measured on giving behavior in a dictator game setting. Experimental design 2 is an experimental design in which not all sources are available. This second experimental design will be discussed in the next chapter.

3.1 Research Design 

This section will discuss the research design of testing the effect of music genres on giving behavior when playing the dictator game. The treatment and control group, the independent variable and the corresponding hypotheses will be discussed. 

3.1.1 Treatment and control group


The dictator game in this experiment will be played in a 'Between-Subject' design. This means that a subject can participate only once in a control group or in a treatment group. The dictator game will be played in 5 different sessions with 5 different treatment groups. The results of the five groups will be compared to draw a conclusion.

An advantage of this design is that there is no 'learning effect' possible. The subjects won't know the difference between the conditions in a control group or a treatment group. The disadvantage of this design is that a greater sample of subjects is needed. 

The observations will be done in a one-shot experimental design. This means that the experiment consists of a single period. The advantages of this design is that there are no strategic spills, it is easy to perform and short in time management. 

The studies by Soetevent (2005) and Engel (2011) have shown that a double blind procedure doesn´t have a direct significant effect. The choice between a single blind and double blind experimental design only matters in more complicated design. For the design of this experiment a single blind procedure will be followed. This means a testing procedure in which the administrators do not tell the subjects if they are being given a test treatment or a control treatment in order to avoid bias in the results. The choice for single blind, instead of double blind, is also made to increase the variance between the treatment groups.


3.1.2 Independent variable 

The entire procedure of a dictator game will be played multiple times. There will be multiple sessions and cells. The differences in the treatments conditions is the music that will be played. The effects of different music genres as well as a no-music treatment setting will be compared. 

The research by Rentfrow and Gosling (2003), described in paragraph 1.1.6, showed four different music-preferred dimensions. The dimensions can be distinguished by their levels of complexity, emotional value and energy level. The results of the study highlighted the variables that link a person to their choice of music. The different music-preferred dimensions revealed different responses and personal characteristics. For this study the four different dimensions and the correlating music genres will be used to test the subjects social behavior in the lab. The four dimensions are Reflective and Complex, Intense and Rebellious, Upbeat and Conventional, and Energetic and Rhythmic. 

The first treatment group (T1) will be listening to songs in the waiting room from the music dimension Reflective and Complex. This contains the music genres blues and jazz. This dimension of genres seems to facilitate introspection and is structurally complex. 


The second treatment group (T2) will be listening to music from the music dimension Intense and Rebellious. This is defined by the music genres rock, alternative and heavy metal. Music from this dimension is full of energy and emphasize themes of rebellion.


The third treatment group (T3) will be exposed to music from the dimension Upbeat and Conventional. This music dimension emphasizes positive emotions and is structurally simple. The music genres for this dimension are country, religious and pop music. 


The fourth treatment group (T4) will be exposed to music from the dimension Energetic and Rhythmic. The music for this dimension was defined by the music genres rap/hip-hop, soul/funk, and electronic/dance music and represents lively and rhythmic emotions. 

All the numbers that will be played in the four different treatment groups are included in appendix B.  The songs will be played in shuffle mode to randomize the order of songs that will be played.
The fifth treatment group (T5) will be exposed to no music. This will be the control group. 


3.1.3 Hypotheses

The dependent variable (Y) in this design is the outcome of the dictator game.  
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This is the fraction of the pie one subject gives to the recipient. This fraction will be an independent observation. The results of the dependent variable in the treatment group will be compared with the results of the control group. The independent variable (X) is the music that will be played. And [image: image7.png]


 is the within study error.  
So, the results of a standard dictator game will be compared with the results of adding the independent variable, music, in a cetris paribus condition. This means that only the variable music will be changed four times, all the other variables are fixed. 
The treatment groups will be compared by testing the median of a treatment group in comparison to the other medians of the other treatment groups. To test the results the Kruskal-Wallis test will be used. The Kruskal-Wallis test is preferred above the Jonkheere test because there is no ordering of the treatments possible upfront. Beneath are the H0 and H1 hypotheses. 

H0 : σ1 = σ2 = σ3 = σ4 = σ5,

H1 : σi ≠ σj for some groups i and j,


where σi is the median of group i.
                                                          
3.2 Procedure

The game that will be played in the experiment is the earlier described dictator game. In this game, the subjects are labelled as a ‘dictator’ or as a ‘recipient’. The dictator receives money from the experimenter and is free to give a fraction to the recipient in another room. To play this dictator game the subjects will be divided into two groups. Group 1 being the 'dictators' and Group 2 being the 'recipients'. 

The dictator game will be played in 5 cells, a set of sessions, with 5 different treatment groups. 

When the subjects of a session arrive at the lab they will get their show-up fee and be divided in to the two groups. Group 1 will be told to go and wait in waiting room 1. Group 2 will be told to go and wait in waiting room 2. The distribution of the subjects into group 1 or 2 will be random. Each subject that arrives gets to draw a paper from a big bowl. The subject has to open the paper right away. On the paper will be written 'group 1' of 'group 2' which will tell the subject if it is allocated in group 1 of group 2. 

There will be sound boxes in waiting room 1 and waiting room 2 which will play music. The subjects that are supposed to wait will be unconsciously exposed to music from their corresponding treatment group. Both waiting rooms are exposed to music to reduce the experimenter demand effects which are cues for subjects to find the difference between subjects in waiting room 1 and 2. 


When all the subjects of a session are present, the dictators and recipients will be called by a monitor to enter the 'experimental lab'. In waiting room 1, all the dictators will be called into room A and in waiting room 2, all the recipients will be called into room B. 

When the dictators enter room A, they will be asked by the experimenter to each take a seat in a chair at a table. The room will be filled with separated tables with at each table one chair. Next, the experimenter will read the instructions out loud. These instructions will be described later in this chapter. When the dictator has heard the instructions, it gets a big envelope with in it, the instructions on a paper, an endowment of € 10 in coins of 1 euro and a small envelope. Engel (2011) notified that if dictators handle coins or notes, they give substantially more. When coins are used, subjects are perhaps more likely to show pro social behavior. 
When the dictator received the big envelope, he or she will be asked to make a decision. The dictator can give any part away to the anonymous recipient in the other waiting room. A dictator may give any fraction between 0% and 100% of their endowments. The endowment that the dictator is willing to give to the recipient will be put in a small envelope. The dictator will close the small envelope after he made his decision. 
After all the dictators closed the small envelopes they will receive a questionnaire. The dictators are asked to fill in the questionnaire an fold it along with the small envelop in to the big envelope. The questionnaire is handed after all the dictators closed the small envelopes to prevent the subjects to change their choice of endowment. The content of this questionnaire will be discussed later in this chapter. 

The monitor in room A will collect the big envelopes when all subjects in room A closed the big envelopes. He will take all the envelopes to room C. 

In room C there will be one monitor which will open all the big and small envelopes and note all of the decisions. He records all the amounts of endowments per envelope. He also takes the questionnaires and records them with the endowments. The questionnaires are taken out of the envelopes. After the monitor noted the decisions he will take all the small envelopes. 
He will walk to this room B where he will randomly give each of the recipients a small envelope.


In waiting room 2, all recipients will be called into room B. The role of the recipient in the experiment is entirely passive. The recipient will also be read the instructions out loud. These instructions will also be described later in this chapter. The recipient will be asked to wait until the monitor enters the room and gives a random envelope with endowment from a random dictator. When the recipient got his endowment he or she is allowed to leave the experiment.

3.2.1 Instructions

The instructions that will be read out loud and given on paper to the subjects in room A, which are labelled as the dictators, are shown in appendix C. The instructions that will be read out loud and given on paper to the subjects in room B, which are labelled as the recipients, are shown in appendix D.
The instructions will explain how the dictator game will be played. The instructions don't mention anything about the music that has been played in the waiting room to guard a possible treatment effect.  


3.3 Subjects

The participants that will be used to conduct the experiment are students. There will be male and female students since earlier studies (Eckel and Grossman 1998) showed that there is a difference between the behavior of male and female. The subjects will get a show-up fee of € 5 to compensate for their time spent in the lab.  
To test for demographic effects in the treatment groups a demographic questionnaire is added in the experiment. The dictators are asked to fill in the demographic questionnaire. This questionnaire can be found in appendix E. 
The questionnaire also included one question about their favourite music genre. This question is included to test for possible stronger treatment effects when the subject in a treatment group listened to their favourite music genre. 

3.3.1 Power calculations


To know how many subjects the experiment needs to be sufficient, a power calculation has to be done. It is important to find the optimal sample size because too many subjects leads to high insufficient costs, and too few subjects leads to too small 'power' of the results. 


The smaller the variance of the independent variable, the greater the significance of the test. There are three ways to minimize the variance. Two ways can be used in this experiment. The first way is to increase the sample size (N). So, increase the amount of subjects used in the experiment. The other way to minimize the variance is to reduce the error. Error can be reduced by basic randomization of the experiment. As earlier described using randomization when the subjects arrive at the experimental lab, the error is already a bit reduced.  The third way to minimize the variance is to increase the treatment level variance. But this is only possible when you expect a linear relation, which is not the case in this experiment. 

Sample size N is computed as a function of 

· the required power level (1-β), 

· the pre-specified significance level α, and

· the population effect size to be detected with probability
A priori analyses provides an efficient method of controlling statistical power before a study is actually conducted and is recommended whenever resources such as time and money required for data collection are critical. 

The alpha (α) is often set at 0.05 or 5%. Statistical analysis is then carried out in order to calculate the probability that the difference or effect was purely due to chance. The hypothesis is only rejected if the probability (p-value) is equal or less than the alpha level.  
Statistical power (1-β) is conventionally set at 0.80 or 80%. This means that there is a 20% chance of accepting H0, when it is actually false, this is called a Type II error. The importance of statistical power is that a study can ethically be accepted if it has a high statistical power. The power is in general a function of the possible distributions, often determined by a parameter, under the alternative hypothesis. As the power increases, the chances of a Type II error occurring decrease. The probability of a Type II error occurring is referred to as the false negative rate (β). Therefore power is equal to 1 − β, which is also known as the sensitivity.


Cohen (1988) proposed standard effect sizes described as 'small', 'medium' and 'large.' For smaller effect sizes a larger sample is needed. Cohen (1988) set the standard effect sizes as 0.10 (small), 0.25 (medium) and 0.40 (large). 


The formula in figure 5 can determine the effect size (f) when there is a difference between many means in groups. It assumes that there are equal sample sizes. The formula can determine the effect size based on eta squared ([image: image8.png]


 ²). Eta squared is the proportion of the total variance that is attributed to an effect. It indicates the percentage of the differences in the dependent variable explained by (differences in) independent variable. This lies between 0 and 1. Eta squared is set as a rule by Cohen (1988) to 0.01 for a small effect, 0.06 for a medium effect and 0.14 for a large effect. 
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Figure 5: Effect size for difference between many means (Cohen, 1988)

The effect size for this study is set at 'small' 0.10 to keep the highest statistical power. The number of treatment groups in the experiment is 5.


Those four parameters (α = 0.05; β = 0.8; effect size = 0.10; number of treatment groups = 5) were a priori inserted in the software of 'G Power' to do a ´F tests; ANOVA: Fixed effects, omnibus, one-way, A Priori´. The result showed that the total sample size has to be 1200 subjects. Divided in to five groups this means 240 subjects per treatment. 

Another way to test the effects of the different treatments is to do a t-test. This test can only be done to calculate the difference between two treatment groups. The test is unpaired because different subjects are measured. The test has to be two-tailed because the subjects can give more of less of the portion to the recipients in the different treatment groups. So, the H1 hypotheses can be higher or lower than the H0 hypotheses. Cohen (1998) determined standard effect sizes for a difference between two means as 'small = 0.20', 'medium = 0.50' and 'large = 0.80.' This study has set the effect size at 0.20 to keep the highest statistical power.
The alpha (α) is again set at 0.05 or 5% and the statistical power (1-β) is again conventionally set at 0.80 or 80%. The allocations ratio N2/N1 is set at 1. This means that both sample sizes are equal. 

These five parameters (Two-tailed; α = 0.05; β = 0.8; effect size = 0.20; N2/N1 = 1) were a priori inserted in the software of 'G Power' to do a ´t-tests; Means: Difference between two independent means (two groups), A Priori´. The result showed that the total sample size has to be 788 subjects. Divided in to two groups this means 394 subjects per treatment.

To conclude with an average amount of subjects per treatment sum up the subjects per treatment of the F-test and the subjects per treatment in the t-test and divide it by two. 
Which is (240 + 394) / 2 = 317 subjects per treatment. 

Chapter 4 Experimental design II


There is no money to carry out the experiment described in experimental design 1. There is an opportunity to do an online survey. The following experimental design is an approximation of the earlier experimental design. The disadvantages of the method will be described later in the study. 


4.1 Research Design 

This section will discuss the research design of testing the effect of music on giving behavior when playing a hypothetical dictator game through an online questionnaire instead of in a research lab. The treatment and control group, the independent variable, the corresponding hypotheses and the field setting will be discussed.

4.1.1 Treatment and control group

The treatment group and control group in experimental design 2 will be the same as the treatment and control group in experimental design 1. The dictator game will be played in a 'Between-Subject' design. A subject can participate only once in a control group or a treatment group. The dictator game will be played in 5 different sessions with 5 different treatment groups. The results of the five groups will be compared to draw a conclusion.

4.1.2 Field Setting 

The field setting in this experimental design will be different than the field setting in experimental design 1. The experiment won't be done in a lab because it is not available for use. The experiment will be done online through an online questionnaire
. So, the field of research will be the internet. 

4.1.3 Independent variable 

The entire procedure of a dictator game will be played multiple times. The differences in the treatments conditions is the music that will be played in advance of the dictator game. This study will compare the effects of different music genres as well as a no-music treatment setting. 

The research by Rentfrow and Gosling (2003), described in paragraph 1.1.6, showed four different music-preferred dimensions. The results of the study highlighted the variables that link a person to their music of choice. The different music-preferred dimensions revealed different responses and personal characteristics. For this study the four different dimensions and the correlating music genres will be used to test the subjects behavior. The dimensions are Reflective and Complex, Intense and Rebellious, Upbeat and Conventional, and Energetic and Rhythmic. 
There is only room for one song in this online questionnaire and that is why there has been made a choice of one song per music dimension from all the songs in appendix B. 
Rentfrow and Gosling (2003) formed four music dimensions from each three or more music genres. Each dimension had one highest  factor loading with one genre. The song that will be played is chosen from this highest factor loading music genre to represent the music dimension. 

The first treatment group (T1) will be listening to music in the waiting room from the music dimension Reflective and Complex. This contains the music genres blues and jazz. The music genre blues will represent the music dimension Reflective and Complex. The song that will be played is 'Ray Charles - Ray’s Blues.' 








The second treatment group (T2) will also be exposed to music from the music dimension Intense and Rebellious. This is defined by the music genres rock, alternative and heavy metal. The music genre rock will represent the music dimension Intense and Rebellious. The song that will be played is 'Rolling Stones - Brown Sugar.'


The third treatment group (T3) will be exposed to music from the dimension Upbeat and Conventional in the waiting room. The music genres for this dimension are country, religious and pop  music. The music genre pop will represent the music dimension Upbeat and Conventional. The song that will be played is 'Madonna - Material Girl.'


The fourth treatment group (T4) will be exposed to music from the dimension Energetic and Rhythmic in the waiting room. The music for this dimension was defined by the music genres rap/hip-hop, soul/funk, and electronic/dance music. The music genre rap/hip-hop will represent the music dimension Energetic and Rhythmic. The song that will be played is 'De La Soul - All Good.'

The fifth treatment group (T5) will be exposed to no music in the questionnaire. They won't see any music screen. This will be the control group. 


4.1.4 Hypotheses 

The hypotheses in experimental design 2 will be the same as in experimental design 1.

H0 : σ1 = σ2 = σ3 = σ4 = σ5,

H1 : σi ≠ σj for some groups i and j,


where σi is the median of group i.
4.2 Procedure

The game that will be played in the experiment is the earlier described dictator game. In this game, the subjects are labelled as a ‘dictator’. Because of lack of time and money and the hypothetical state of the questionnaire the subjects can only participate as a 'dictator' in this dictator game. The role of a 'recipient' is left out of the experiment. The subjects in the questionnaire receives hypothetical money from the experimenter and is free to give a fraction to a hypothetical recipient. 


To play this dictator game the subjects will be divided into five groups. The dictator game will be played in 5 cells with 5 different online treatment groups. The difference in the treatment groups is the same as in experimental design 1, which are the five different music genres as the independent variable. 


When the subject of a treatment group enters the online questionnaire it will see an introduction text. This text in written out in appendix F. It will be told welcome and asked to enter the next screen.


In the second screen the subject is asked to listen to the song. In this screen there will be a YouTube video present which the subject can play. After they listened to the song the subject will continue to the next screen by pressing the 'next' button at the bottom of internet page.  


When a subject enters the third screen is will see the instructions of the dictator game which are written in appendix F.  When the subject has read the instructions it fills in his or her decision how much of the € 10 they are willing to give to a hypothetical recipient and presses the button 'next' to enter the next screen. 

The subject enters the fourth screen and will be asked to fill in a questionnaire.  The questions in this questionnaire are also in appendix F. There is one question added in the questionnaire to check if the subjects watched the whole music video. Because if they didn't watch the whole video, the treatment effect could be less visible. After the subject filled in the questionnaire it is asked to press the button 'next' to enter the last screen.


When the subject enters the fifth and last screen he or she is thanked for his participation and allowed to leave the questionnaire.


4.3 Subjects

The participants that will be used to conduct the questionnaire are the same subjects as in experimental design 1. 
4.3.1 Power calculations

The alpha (α) is this experimental design is also set at 0.05 or 5%. Statistical power (1-β) is also set at the conventionally 0.80 or 80%. This means that there is a 20% chance of accepting H0, when it is actually false. 

Cohen (1998) proposed standard effect sizes described as 'small', 'medium' and 'large.' For smaller effect sizes a larger sample is needed. . Cohen (1988) set the standard effect sizes as 0.10 (small), 0.25 (medium) and 0.40 (large). The budget for this experimental design is set at € 0,-. The effect size is therefore set at 'large' 0.40 to keep the costs of the experiment as low as possible. The number of treatment groups in the experiment is 5. 



Those four parameters (α = 0.05; β = 0.8; effect size = 0.40; number of treatment groups = 5) were a priori inserted in the software of 'G Power' to do a ´F tests; ANOVA: Fixed effects, omnibus, one-way, A Priori´. The result showed that the total sample size has to be 80 subjects. Divided in to five groups this means 16 subjects per treatment. 


Another way to test the effects of the different treatments is to use a t-test. This test can only be done to calculate the difference between two treatment groups. The test is unpaired because different subjects are measured. The test has to be two-tailed because the subjects can give more of less of the portion to the recipients in the different treatment groups. So, the H1 hypotheses can be higher of lower than the H0 hypotheses. Cohen (1998) determined standard effect sizes for a difference between two means as 'small = 0.20', 'medium = 0.50' and 'large = 0.80.' This study has set the effect size at 0.80 to keep the statistical power but reduce the amount of subjects because of the low budget.
The alpha (α) is again set at 0.05 or 5% and the statistical power (1-β) is again conventionally set at 0.80 or 80%. The allocations ratio N2/N1 is set at 1. This means that both sample sizes are equal. 

These five parameters (Two-tailed; α = 0.05; β = 0.8; effect size = 0.80; N2/N1 =1) were a priori inserted in the software of 'G Power' to do a ´t tests; Means: Difference between two independent means (two groups), A Priori´. The result showed that the total sample size has to be 52 subjects. Divided in to two groups this means 26 subjects per treatment.

To conclude with a average amount of subjects per treatment sum up the subjects per treatment of the F-test and the subjects per treatment in the t-test and divide it by two. 
Which is (16 + 26) / 2 = 21 subjects per treatment.

Chapter 5 Data analysis


This chapter will explore and analyse the results of the played dictator game. The analysis of data will be done by using different tests. But first the causal model will be discussed. Next the data will be explored by descriptive statistics. After that the hypotheses will be tested by using several parametric and non-parametric tests. 

5.1 Causal Model 

This paragraph shows the possible effects which will be tested in the next paragraphs. The causal model shows the possible positive or negative interactions between the dependent and independent variable. 
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Figure 6: Causal Model

Figure 6 shows the causal model. The four  X variables ''treatment group, gender, age and social status'' will be tested for affect on the Y variable ''giving behavior in a dictator game setting.'' Furthermore, there could be possible interaction effects. 

Variable types

(X) Treatment Group-> categorical variable

(X) Gender -> binary variable

(X) Age  -> categorical variable
(X) Social status -> categorical variable 

(Y) Giving Behavior in a dictator game-> interval variable

5.2 Descriptive statistics

Table 2 shows the statistics of the dependent variable 'giving behavior in a dictator game.' The dictator in the dictator game received an endowment of € 10 and gave part away to an anonymous recipient. Dictators could give any fraction between 0% and 100% of their endowments. This table reveals the mean of the fraction that the subjects in the different treatment groups are willing to give to the other person in a dictator game setting. The table also shows the standard deviation and the minimum and maximum value of the different treatment groups. 
	
	Mean 
	Standard Deviation
	Minimum
	Maximum

	Reflective and Complex
	 € 5.26
	1.738
	1
	6

	Intense and Rebellious
	€ 4.43
	2.212
	1
	6

	Upbeat and Conventional 
	€ 4.87
	2.492
	1
	11

	Energetic and Rhythmic
	€ 4.96
	2.286
	1
	11

	No Music
	€ 4.00
	2.236
	1
	6


Table 2: Descriptive Statistics (SPSS)
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The subjects gave on average € 4.70 to the other person. This is 47% of the total endowment of € 10,-. 

In the treatment group Reflective and Complex are, on average, most willing to give money to the other person in a dictator game. The subjects that listened to blues, jazz, classical and folk music gave on average € 5.26 to the other person in a dictator game. The subjects in the treatment group No Music are, on average, least willing to give money to the other person in a dictator game. The subjects of a standard dictator game with no music give on average € 4 to the other person in a dictator game. 
As shown in figure 7, most subjects gave € 5 to the other person. Twenty- two subjects gave nothing to the other 

    Figure 7: Giving behavior by treatment group (SPSS) 
person and two subjects gave 
€ 10 to the other person. 



5.3 Differences in giving behavior between all treatment groups

This paragraph will test the difference in giving behavior between different treatment groups. The different treatment groups listened to different songs from different music-dimensions. Previously in chapter 3 the following H0 and H1 hypothesis were stated:


H0 : σ1 = σ2 = σ3 = σ4 = σ5,

H1 : σi ≠ σj for some groups i and j,


where σi is the median of group i.

The Kruskal-Wallis test revealed no difference between the giving behavior of  the treatment groups.  
The treatment groups were compared by testing the median of a treatment group in comparison to the other medians of the other treatment groups. 
The most important value from the Kruskal-Wallis test is the significance value, which is 0.239. The significance value is higher than 0.05 so the H0 hypothesis can't be rejected. Based on the data from this study, there is no significant effect from the music genres on the giving behavior in a dictator game.


The results of a One-way ANOVA test also revealed no significant effect on giving behavior in a dictator game setting. The choice for ANOVA instead of a regression is because the independent variables are categorical and not continuous. The significance value of One-Way ANOVA for the giving behavior by the treatment groups is 0.399, which is greater than 0.05. The significance value is higher than 0.05 so the H0 hypothesis can't be rejected.  In other words, the different music genres don't have a significant effect on the fraction the subjects are willing to give to other people in a dictator game setting. 

5.4 Differences in giving behavior between two treatment groups 

In this paragraph an independent t-test is done to measure the difference in giving behavior between two treatments. This test is used in situations where there are two experimental conditions and different subjects in each condition. The data revealed no significant difference in giving behavior between two treatment groups, accept for one comparison. 
The independent t-test between the 'No Music' and 'Reflective and Complex music' treatment showed a significant result. The giving behavior in a dictator game by subjects who listened to Reflective and Complex music is different than the giving behavior in a dictator game by the subjects who listened to no music.


The results from an Independent t-test contains two important values. The first value is the value from the Levene's Test which tells if the data is normally distributed. The second value is the significance value, which reveals if there is statistical effect between two treatment groups. 

If the Levene's Test for Equality of Variances, in table 3, shows a significant result, the hypothesis that the variances are significantly different and the assumption of homogeneity of variances has been violated. If the second value, the two-tailed significance value, is smaller than 0.05 the result is significant. If it is bigger than 0.05 there is no significant difference between the means of these two samples. 

Table 3 shows the results of all the different treatment groups compared to each other. Only the comparison between the 'No Music' and 'Reflective and Complex' music treatment shows a significant result. The giving behavior in a dictator game by subjects who listened to Reflective and Complex music is different than the giving behavior in a dictator game by the subjects who listened to no music.

	Sample 1
	Sample 2
	Levene's Test
	Sig. (2-tailed)

	Reflective and Complex 
	Intense and Rebellious 
	0.270
	0.166

	
	Upbeat and Conventional 
	0.049
	0.540

	
	Energetic and Rhythmic
	0.235
	0.614

	Intense and Rebellious
	Upbeat and Conventional
	0.882
	0.535

	
	Energetic and Rhythmic
	0.494
	0.436

	Upbeat and Conventional
	Energetic and Rhythmic
	0.477
	0.902

	No Music
	Reflective and Complex
	0.017
	0.039

	
	Intense and Rebellious
	0.869
	0.511

	
	Upbeat and Conventional
	0.983
	0.220

	
	Energetic and Rhythmic
	0.414
	0.158


Table 3: Independent Sample Tests (SPSS)

Type I error occurs when the research states that there is a genuine effect in the data when in fact, there isn't. Assuming that there is isn't an effect in the data, if the test is replicated 100 times, it is expected to reveal 5 occasions in which the data is statistic large enough to state that there is a genuine effect in the data while in fact, there isn't. Table 3 did 10 test. The chance of committing a type I error is large. This should be taken into account for any further conclusion. 


To test the found result between the 'No Music' and 'Reflective and Complex music' treatment a Mann-Whitney U Tests is done. This test compares the averages of two treatment groups in a non-parametric test. The following H0 and H1 hypothesis will be tested:

H0 : μ 1 = μ 2,

H1 : μ 1 ≠ μ 2

The results of the Mann-Whitney U test revealed a difference in giving behavior in a dictator game by subjects who listened to Reflective and Complex music and subjects who listened to no music. The test showed a significant value of 0.021, which is smaller than 0.05, so the H0 hypothesis can be rejected. Subjects who listened to Reflective and Complex music gave on average € 5.26 to the other person. Subjects that didn't listen to any music gave on average € 4.- to the other person. This shows that this music dimension gave subjects a different mean giving behavior of € 1.26 in comparison to no music.


5.5 Other effects on giving behavior

This paragraph tested for other effects on giving behavior in a dictator game. These other effects are the favourite music genre of the subjects, the gender of the subjects and the social status of the subjects. 

5.5.1 Effect of favourite music on giving behavior
[image: image18.jpg]Count

25

2

154

104

|

1 am
willing
to give
s
amount
of
money
to the
other
person
ina
dictator
game
seting

Woeuo
31 cuo
02cuo
[ Epv
04 curo
85 cuo
35 cuo
Dioeuo

Reflective and
Complex

tense and  Upbeat and ~ Eneretic and
Rebellous  Convertional  Rhthmic

Treatment Group

No music



The first effect is the significant difference in giving behavior in a dictator game between subjects who listened to their favourite music and subjects who didn't listen to their favourite music . The Mann-Whitney U test compared the two averages of two subjects groups on preferred music. Suppose person X and person Y were in treatment group 1. Both persons had to listen to blues music. The favourite music genre of person X is blues music. The favourite music of person Y is rock music. The Mann-Whitney U test revealed that person X, who listened to his favourite music, gave significantly more money in a dictator game than person Y, who didn't listen to his favourite music. 
The first subject group in this test are subjects who listened to their favourite music (40.9%). The second subject group are subjects who didn't listened to their favourite music (59.1%). 
The following H0 and H1 hypothesis were tested with the non-parametric Mann-Whitney U test:

H0 : μ 1 = μ 2,

H1 : μ 1 ≠ μ 2

The results from the Mann-Whitney U test revealed a significant value of 0.039, which is greater than 0.05, so the H0 hypothesis can be rejected. This means that there is a significant difference in giving behavior in a dictator game between subjects who listened to their favourite music and subjects who didn't listen to their favourite music. Subjects who listened to their favourite music gave on average € 5.21 to the other person. Subjects that didn't listen to their favourite music gave on average € 4.35 to the other person. This shows that favourite music genres gave subjects a different mean giving behavior of € 0.86. This can be seen in figure 8. 
Figure 8: Favourite Music

5.5.2 Effect of music and gender on giving behavior 

This paragraph will test an experimental design called factorial ANOVA. Factorial ANOVA can test the effect of more independent variables on one dependent variable. 

The first factorial ANOVA tested the effect of the treatment groups along with the gender on the giving behavior in the dictator game. The assumption of homogeneity of variance is violated. Levene's test gives a significance level of 0.01. The data is normally distributed. This assumption can be violated and this factorial ANOVA can be seen as a 'robust' test. For further conclusions this should be taken into account.
​​​​​​The results showed no significant effect (p > 0.05) of the independent variable 'treatment groups' on the dependent variable 'giving behavior' in a dictator game. But the independent variable 'gender' does have a significant effect (p < 0.05) on the dependent variable giving behavior in a dictator game. 

This factorial design was also tested by ANOVA with gender as a control variable. But ANCOVA revealed a smaller R Squared than the R Squared explained though a factorial ANOVA.
5.5.3 Effect of gender on giving behavior
Because of the significant effect found in section 5.6.2, there has also been done a test for the single effect of gender on the giving behavior in a dictator game. The assumption of homogeneity of variance is again violated. Levene's test gives a significance level of 0.00. The distribution of the data is not normally distributed. For further conclusions this should be taken into account.
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The results of the ANOVA showed that the independent variable 'gender' does have a significant effect (p < 0.05) on the dependent variable 'giving behavior' in a dictator game. This means that the gender of the subject influenced the amount of money given to the other person. Female subjects give more money to the other person than male subjects. Eckel and Grossman (1998) already tested gender effects in dictator games. It turned out that women give significantly more. This result is also reflected in this study.
This model shows that the gender of the subject influenced the amount of money given to the other person. Figure 9 shows this effect. The bar chart of the average giving behavior of the male (€ 4,15) and female 
(€ 5.10) subjects reveals the meaning of this main effect. It shows that male and female subjects have a different mean giving behavior of 
€ 0.95. 
Figure 9: Mean giving behavior by gender
5.5.4 Effect of social status on giving behavior 

This paragraph tested the effect of the independent social status of the subjects on the giving behavior in a dictator game. The subjects could be social (in a relation, living with another, married or divorced) or non-social (single). Of the total amount of subjects 37,4% is single. And 61.7% is with somebody in a relationship, living together or married. 


	
	Frequency
	Percent
	Social Percent

	Single
	43
	37.4 %
	37.4 %

	Relation
	24
	20.9 %
	

	Living with another
	42
	36.5 %
	

	Married
	5
	4.3 %
	61.7 %

	Widowed
	1
	0.9 %
	0.9 %

	Total
	115
	100 %
	100 %


Table 6: Social Status

Levene's test for homogeneity of showed a significance level of 0.596. The data is not normally distributed. 


The results of factorial ANOVA showed no significant effects of the independent variables 'social status' and 'treatment group' on the dependent variable 'giving behavior'. This means that there is no relation between the social status of the subject and the social behavior of giving money in a dictator game. 

5.5.5 Non-significant effects on giving behavior

Other possible effects on the giving behavior could have been the age of subjects, the primary language of the subjects and the highest level of education completed of the subjects. But all of these effect didn't show a significant effect on the giving behavior in a dictator game. 

Subjects were also asked if they watched the whole video in the online questionnaire. The data was filtered by the subjects who watched the whole video and tested if there was a significant effect by the independent variable music genres in the different treatment group on the dependent variable giving behavior. But this effect was also not significant.
5.6 Assumptions for a parametric test

ANOVA can be presented in terms of a linear model, but has to follow the assumptions about the probability distribution of the responses. All three assumption are violated. This has to be taken into account for any conclusions from a parametric test. 

Normal distribution
The first assumption is a normal distribution, the probability distribution of a variable that is known to have certain properties. It is perfectly symmetrical which means that it has a skew of zero. The assumption of normal distribution is important in research using general linear models. Before a parametric test can be done it is important to know if a variable is normally distributed. Results from the test of Kolmogorov-Smirnov and Shapiro-Wilk gave a significant values of 0.00. A significant result in this test reveals that the distribution of the question result is significantly different from a normal distribution. The data of the variables are not normally distributed.  This can also be seen in figure 10. 
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Figure 10: Normal Distribution (SPSS)

Homogeneity
The second assumption for ANOVA is the homogeneity of variance. This can be tested with Levene's test. The Levene's test can test if the variances of the different treatment groups are significantly different. Levene's test gives a significance level of 0.144. This means that the distribution of the data is not normally distributed.


Multicollinearity
The third assumption of ANOVA is the assumption of independence. This is a situation in which two or more variables are very close linearly related. If observations are perfectly correlated it is possible to find an incorrect significant result. If the VIF value in Multicollinearity test is above 5 there is a possible multicollinearity. If it is above 10, there is definitely multicollinearity. The values for this study are all below 5. There is no multicollinearity in the data. 

Chapter 6 Discussion


This chapter will discuss the founded results in the chapter data analysis. The first section will interpret and elaborate the results. The second section of this chapter will review the experimental design. 

6.1 Interpretation results

The purpose of this study was to examine the effect of music on social behavior. To examine this effect in a controlled setting a dictator game was played. 

The first interesting result found in the data is the significant difference between the 'No Music' and 'Reflective and Complex' music treatment. The giving behavior in a dictator game by subjects who listened to 'Reflective and Complex' music is significantly different than the giving behavior in a dictator game by the subjects who listened to no music. Subjects who listened to 'Reflective and Complex' music gave significantly more of their endowment. Subjects who listened to Reflective and Complex music gave on average € 5.26 to the other person. Subjects that didn't listen to any music gave on average € 4.- to the other person. This revealed a difference in giving behavior of € 1.26. 

The music from the 'Reflective and Complex' music dimension was formed by the music genres  blues, jazz, classical and folk music. This music dimensions seemed to facilitate self perception and is structurally complex . Subjects received this music as structurally complex. This could have made the subjects confused of their emotions. And confuse their giving social behavior. 
The music from the 'Reflective and Complex' music dimension is slower in tempo than the other dimensions. This musical tempo could have given different emotional responses. Slow music produced a low emotional energy level (relaxed) and fast music produced a high emotional energy level (enthusiastic, energetic, loud) (Rentfrow and Gosling, 2003). The difference in energy levels could have also been reflected in social behavior. The subjects who listened to 'Reflective and Complex' music were more relaxed and at ease than subjects in the control group. This could have provoked more pro social giving behavior. 
The music dimension 'Reflective and Complex' used more acoustical instruments and had less singing than other music dimensions. This difference could have also been of influence on the giving behavior. The difference shows that instrumental types, acoustic versus electric, can have an indirect influence on social behavior. In this study the data revealed that acoustic instruments and few singing induce more pro social behavior than no music. 

On personality characteristics, the Reflective and Complex dimension is negative correlated to social dominance. People who prefer to listen to this music dimension consider themselves to be intelligent and tolerant of others. Rentfrow and Gosling (2003) tested the Social Dominance Orientation Scale (Pratto, Sidanius, Stallworth and Malle 1994) for the four music dimensions. The Social Dominance Orientation (SDO) scale can be described as a scale to test the extent to which a person desires to be in a group with all equal relations towards each other or in group with hierarchical ordered relations. People who score negative on SDO are highly empathic and pro social with other people. People who score high on SDO value hierarchical relations and are less altruistic. The music dimension 'Reflective and Complex' scored most negative, of all music dimensions, on SDO. This result is also reflected in the data of this study. The subjects who listened to 'Reflective and Complex' music acted most pro social. 

The second founded effect is the significant difference in giving behavior in a dictator game between subjects who listened to their favourite music and subjects who didn't listen to their favourite music . The Mann-Whitney U test compared the two averages of two subjects groups on preferred music. Subjects who listened to their favourite music gave on average € 5.21 to the other person. Subjects that didn't listen to their favourite music gave on average € 4.35 to the other person. This shows that favourite music genres gave subjects a different mean giving behavior of € 0.86. A possible explanation for the different giving behavior could, according to the data in this study, be the emotional state of the subjects. Subjects who listened to their favourite music are perhaps in a happier emotional state than subjects who didn't listen to their favourite music. This happier state produced more happy feelings and gave rise to more altruism than the subjects with less happy feelings. 
The third interesting results from the dictator game was the significant effect found in the data of gender on the giving behavior in a dictator game. The dictator received an endowment of € 10 and gave part away to an anonymous recipient. The results revealed that the independent variable gender does have a significant effect on the dependent variable giving behavior in a dictator game. Female subjects gave more money to the other person than male subjects. Eckel and Grossman (1998) already tested gender effects in dictator games. It turned out that women give significantly more. This result was also reflected in this study. The average giving behavior of the male (€ 4,15) and female (€ 5.10) subjects in this study revealed this main effect. It showed that male and female subjects have a different mean giving behavior of € 0.95. 

6.2 Review experimental design 

In this section the experimental design will be reviewed. What could have been optimized for better results. 

The first remark is the difference between experimental design I and experimental design II. Experimental design II was an experimental design in which not all sources are available. It had two restrictions. 

The first limitations was that the research lab was not available for use. This meant that the study had to be done though an online questionnaire. The disadvantage of this questionnaire design instead of a research lab is the loss of internal and external validity. The internal validity means the lab's ability to identify facts and causal relationships that hold inside the lab. The internal validity in this study is less because the lack of control of the behavior of subjects. The subjects are not in a lab and could for example be listening to both the music in this study and the radio in the background. The effect of music is in this example is therefore less reliable. 
The external validity means the lab's ability to indentify facts and causal relationships that hold outside the lab. The external validity in a study can be harmed by several unrealistic features of a lab. At first the external validity can be less because of the nature of scrutiny. This means that the subjects know they are being observed. They act more social desirable. To reduce this error the reward of the study should be higher than the effort. This was the case in experimental design I but not in experimental design II. The privacy condition, not giving information about the subjects individual behavior to other people, can also reduce the error. The second feature that harms the external validity are the stakes of the game. Subjects act more social in the lab than in the real world because of the smaller stakes. This feature can be adapted in the lab during more experiments over a longer time period. The third feature that harms the external validity are the artificial outcomes. Subjects only have limited options in the experiment. Both second and third feature can be varied in the lab during more experiments over a longer time period. The songs in experimental design II were also unconsciously played in the waiting room which reduces the artificial outcomes. A fourth feature that harms the external validity of the study is the self-selection of the subjects. The respondents choose to participate in the study. To reduce this error the subjects got a show-up fee in experimental design I. In general, the limitation of not using the lab harmed the internal and external validity of the research design. 

The second limitation for experimental design II was the budget. There was no money to carry out the experiment described in experimental design I. This meant that the questionnaire had to be hypothetical. The disadvantage of a hypothetical questionnaire is the reliability of the data.  Previous research has shown the significant difference between a hypothetical questionnaire and a real questionnaire. The response rates in the research by Cummings et al. (1997) appeared to be different depending on whether or not his referendum was hypothetical or real. Subjects were more likely to vote yes, instead of no, in the hypothetical setting than in the real setting. 

Another general remark on this experimental design are the songs that are used to test for effects. The songs that were used are from the study by Rentrow and Gosling (2003). Rentfrow and Gosling (2003) systematically examined and characterized each dimension in terms of a variety of different music attributes. They formed four different music-preference dimensions. The music-preferred dimensions were different on multiple fronts. The four music dimensions in this study were chosen to increase the variance between the treatment groups. This revealed the founded results. 
Another remark on the songs that were chosen in this study are the amount of songs. Experimental design II only used one song in the questionnaire. The subject could have been listening to his favourite songs which could have induced more pro social behavior. Experimental design I used multiple songs and would have been more reliable. 

Future research can determine the effect of different attributes of music. For example the tempo of music. The reflective and complex music dimensions showed slower tempo than music from the intense and rebellious dimension. This musical tempo gave different emotional responses. Slow music produced a low emotional energy level and fast music produced a high level. Another example of difference in attributes of a song is the effect of instrumental music with no singing. Instrumental music comparison could reveal different results. Another example of song choice that could be arranged is the effect of each timeframe of songs. In this study the songs had different time lengths which could have been of indirect influence. A more comparable song choice could be studied in the future. 
Further remark is the mean giving behavior of subjects in this study. The research by Engel (2011) calculated the mean giving behavior of 616 treatments. Dictators, according to his study, gave on average 28.35% of their endowment to the other person. But the subjects in this study gave on average 47% of their endowment. The subjects in the dictator game gave on average € 4.70 of the € 10 to the other person. The mean giving behavior of subjects is higher in this study than other studies. A possible explanation for this result is socially desirable behavior of friends. Friends avoid the portrait of being described as a selfish person. The friends could have therefore given more socially approved answers. 



Conclusion 


The purpose of this study was to test the effect of music on pro social behavior. If it is possible to show that music stimulates altruistic behavior, this music can be used to stimulate for example donation. Charities can use the appeal of music to support pro social behavior in an advertisement for charities. 

The data is this study revealed three significant results. The first results was the difference in altruistic behavior between two treatment groups. Subjects that listened to 'Reflective and Complex' music gave significantly different than subjects who didn´t listen to any music. A possible explanation for this results in the emotional state of subjects who listened to ´Reflective and Complex´ music. These subjects were more relaxed and at ease than other subjects . This could have provoked more pro social giving behavior.
The second result is the significant difference in giving behavior in a dictator game between subjects who listened to their favourite music genre and subjects who didn't listen to their favourite music genre . A possible explanation for this results is the happier emotional state produced by their favourite music. Subjects with more happy feelings gave rise to more altruism than the subjects with less happy feelings.

The third result found in the data was the significant effect of gender on the giving behavior in a dictator game. Female subjects acted more pro social and gave more money to the other person than male subjects. 

This study proved a good grasp for using the appeal of music in social advertisement. The next chapter will discuss the results further into detail regarding marketing strategies.

Marketing implications


The three founded results described in the conclusion can be implemented in the marketing strategies for example charities to induce pro social behavior. 

The main goal of a charity is to raise money for other people. Charities try to stimulate pro social behavior. Music can be used to recall a desired emotion and stimulate to donate. To do this the peripheral route is most easy to influence and provoke giving behavior. 

This study has again proven that mood plays a role in the elaboration likelihood model (ELM) by Petty and Cacioppo (1983). People can be send through the peripheral or central route. If a person follows the peripheral route, music has proven to be of influence on the decision to donate money.  Music can still be of influence when people follow the central route, less on mood, but more through arguments that they think are relevant to the decision. 

'Reflective and Complex' music has proven to increase social giving behavior. A recommendation for the marketing strategy of a charity would be to use this music dimension in their advertising campaigns. People tend to be more relaxed when they listen to blues, jazz, classical or folk music. 

Another recommendation would be to reserve marketing budget for advertisement on radio stations that play blues, jazz, classical or folk music. For example Jazz FM. 

Further recommendation for the marketing strategy of a charity would be to be aware of the difference in giving behavior between men and woman. At this moment charities tend to have a gender indifferent marketing campaign. With the results of this study it would be interesting to launch a marketing campaign targeted on woman. This would, according to this study, increase the amount of donation. 

As a result of this study it is also recommending for a charity to do a research on the favourite music genres of their target group. When a charity is aware of the favourite music genres of their target group is could change the emotional state of their target group. People tend to feel more happy when they listen to their favourite music. Since, this study has proven that favourite music increases social giving behavior. 


But before these recommendations are implemented it would be prudent to have a focus group and test the effects on the target group. If an advertiser uses music, it should be pretested for its ability to generate attention and the desired thoughts and feelings. This would confirm the founded results and increase the theory for further application of music in marketing.


Next, this chapter will give two examples of implementation of the results. The first illustrative example is an example of implementation on the internet.  The website of the charity could give the page viewer the possibility to listen to its favourite music. This could be an online database with different music genres or a link to a favourite radio station.  This can also be implemented on social media. Figure 11 shows an example of the visual implementation on the website www.unicef.nl. 
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Figure 11: Website www.unicef.com 

Another example of using the appeal of music to induce social behavior is to collect money at a concert or festival. The idea is to collect money for a charity at the exit of the concert. This could be any concert or festival of any music genre.  

A charity can use the marketing experience of the concert to change the emotional state of the visitors. The visitors of the concert are in a happy emotional state because they listened to their favourite music during the concert. This study has shown that this happy emotional state induces pro social behavior. So, the visitors would like to do a donation after the concert to the charity. 
Future Research 


The results of this study can be used as a basis for future research. Alternative experimental designs may provide different results. The following aspects of this study could be of importance for future research. 

An important aspect of this study found the significant difference in mean giving behavior between 'Reflective and Complex' music and 'No Music.' The music dimension 'Reflective and Complex' was formed by the music genres blues, jazz, folk and classical music. Future research could determine if there is a significant difference for each music genre blues, jazz, folk or classical music on social behavior. 

Next aspect that could be studied in future research are the demographic aspects. This study mostly questioned student subjects. Are the founded results still significant if all ages are tested? Are students perhaps more social than working people under influence of music? 

Future research could also repeat this study with a bigger sample size or different field setting. 
It would be interesting to study if the results are still significant with more subjects? Or would the results still be significant in a research lab instead of an online hypothetical questionnaire? 

This study showed that emotion can strength giving behavior. But this study used few songs. The songs differed on tempo, voice and length. More comparable attribute songs could be studied in the future. 
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Appendices 

Appendix A: Music attributes of each of the music-preference dimensions
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Source: Rentfrow, Peter J. & Gosling, Samuel D. (2003). The Do Re Mi's of Everyday Life: The Structure and Personality Correlates of Music Preferences. Journal of Personality and Social Psychology, Vol. 84, No. 6, 1236-1256.
Appendix B: Songs treatment groups


This appendix shows the songs that will be played  in the waiting room before the dictator game in the different treatment groups. The songs are selected and researched by Rentfrow and Gosling (2003) in their research to determine four  separate music dimensions. The songs that are italic will also be used in experimental design 2.

Music Dimension 1: Reflective and Complex
Blues 
Nobody Loves Me But My Mother 


B. B. King

Spoonful 





Howling Wolf

Hideaway 





John Mayall and Blues Breakers

40 Days and 40 Nights 




Muddy Waters

Ray’s Blues 





Ray Charles

Train My Baby 





Robert Lockwood Jr.

In Step 






Stevie Ray Vaughan

Mama He Treats Your Daughter Mean

 
Susan Tedeschi

Already Gone 





Robert Cray

T-Bone Blues 





T-Bone Walker

Folk 
Precious Memories 




Bill Monroe

Blowing in the Wind 




Bob Dylan

For What It’s Worth 




Buffalo Springfield

Become You 





Indigo Girls

Fire and Rain 





James Taylor

Packin Truck 





Leadbelly

Ride 






Nick Drake

Sounds of Silence 




Simon and Garfunkel

House of the Rising Sun 



Joan Baez

Classical 
Six Suites for Cello: Suite 1 



Johann Sebastian Bach

Symphony No. 9, Op. 125: 4th movement

Ludwig van Beethoven
 (Presto–Allegro assai; “Ode to Joy”)





Gianni Schicci: O mio babbino caro 


Giacomo Puccini

The Tale of Tsar Sultan: Flight of the Bumblebee
Nikolai Andreyevich Rimsky-Korsakov

Clair de Lune 





Debussy

Marriage of Figaro, K. 492: Overture 


Wolfgang Amadeus Mozart

Madama Butterfly: Un bel di vedremo 


Giacomo Puccini

Ave Maria 





Franz Schubert

The Four Seasons: Spring 



Antonio Vivaldi

Die Walku¨re: Ride of the Valkyries 


Richard Wagner

Jazz 
What a Difference a Day Makes 


Billie Holiday

Time Out 





Dave Brubek

The Feeling of Jazz 




Duke Ellington

Stella by Starlight 




Herbie Hancock

Giant Steps 





John Coltrane

The Look of Love 




Diana Krall

All Blues Miles 





Davis

Afternoon 





Pat Metheny
Summer in the City 




Quincy Jones
The Girl from Ipanema 




Stan Getz

Music Dimension 2: Intense and Rebellious
Alternative 
Narcissus 





Alanis Morrisette

Song 2 






Blur

It’s the End of the World 



REM

Coming Down the Mountain 



Jane’s Addiction

Why Go 





Pearl Jam

Bullet With Butterfly Wings 



Smashing Pumpkins

Bleed American 




Jimmy Eat World

Verse Chorus Verse 




Nirvana

Linger 






Cranberries

Everlong





 Foo Fighters

Heavy metal
Fight Song 





Marilyn Manson

Points of Authority 




Linkin Park

Angel of Death 





Slayer

Symphony of Destruction 



Megadeath

Welcome to the Jungle 




Guns N’ Roses

Crazy Train 





Black Sabbath

Crawling in the Dark 




Hoobastank

Rollin Limp 





Bizkit

Too Bad 





Nickleback

War 






System of a Down

Rock 
Mary Jane’s Last Dance 



Tom Petty

Jump 






Van Halen

Jealous Again 





Black Crows

Voodoo Child 





Jimi Hendrix

Brown Sugar 





Rolling Stones

YYZ 






Rush

Money 






Pink Floyd

Living on the Edge 




Aerosmith

San Berdino 





Frank Zappa

Living Loving Maid (She’s Just a Woman)

Led Zeppelin 
Music Dimension 3: Upbeat and Conventional

Country 
A Better Man 





Clint Black
Please Come to Boston 




David Allen Coe

If the South Would Have Won 



Hank Williams Jr.

Rusty Cage 





Johnny Cash

Ready to Run 





Dixie Chicks

Girls With Guitars 




The Judds

Whiskey River 





Willie Nelson

I’m Out of Here 




Shania Twain

If the World Had a Front Porch 



Alan Jackson

When Love Finds You 




Vince Gill 

Religious 

Amen 






Larnell Harris

Rock of Ages 





Praise Band

Where There is Faith 




4Him

Awesome God 





Rich Mullins

Lord I Lift Your Name on High 



DC Talk

Smell the Color 9 




Chris Rice

If We Ever 





Take 6

Come, Now Is the Time to Worship


WOW Worship

All Rise 






Babbie Mason

Your Love, Oh Lord 




Third Day

Pop 

I’m a Slave (4 U) 




Britney Spears

We Fit Together 




O-Town

Don’t Make Me Love You 



Christina Aguilera

Material Girl 





Madonna

Shake Your Body (Down to the Ground)


The Jacksons

Tell Me That I’m Dreaming 



Backstreet Boys

Independent Women Part 1 



Destiny’s Child

I’m Real (Remix) 




Jennifer Lopez featuring Ja Rule

Bye Bye Bye 





N’sync

My Love Grows Deeper (Everyday)


Nelly Furtado 

Music Dimension 4: Energetic and Rhythmic

Funk 

Superbad Part 1 




James Brown

Celebration





Kool and the Gang

That’s the Way (I Like It) 



KC and the Sunshine Band

Tear the Roof off the Sucker (Give Up the Funk)

George Clinton and Parliament

It’s Not the Crime 




Tower of Power

Dynamite 





Sly and the Family Stone

Pick Up the Pieces 




Average White Band

Shaft
 





Isaac Hayes

Ecstasy 






The Ohio Players

Sir Duke 





Stevie Wonder 

Hip-Hop 
All Good 





De La Soul

Public Enemy #1 




Public Enemy

Can I Kick It? 





A Tribe Called Quest

Don’t See Us 





The Roots

Hypnotize 





Notorious B.I.G.

Funky for You 





Common

Easy Street 





Eazy-E

She’s a Bitch 





Missy “Misdemeanor” Elliot

2 of Amerikaz Most Wanted 



Tupac Shakur (featuring Snoop Doggy Dogg)

The Next Episode 




Dr. Dre (featuring Nate Dogg, Snoop Dogg)

Soul 
Everything Is Everything 



Lauryn Hill

Can’t Get Enough of Your Love Babe


Barry White

If You Don’t Know Me By Now 



Marvin Gaye

Cry For You 





Jodeci

L-O-V-E (Love)




 
Al Green

Chain of Fools 





Aretha Franklin

Bag Lady 





Eryka Badu

Ain’t No Sunshine When She’s Gone


Bobby Blue Bland

Untitled (How Does it Feel) 



D’angelo

I’d Rather Be With You 




Bootsy Collins

Electronica 
Kalifornia 





Fatboy Slim

Ibiza Mix 





Paul Oakenfold

Violently Happy 




Bjork

Radiation Ruling the Nation 



Massive Attack

Trans-Europe Express 




Kraftwerk

Roll It Up 





The Crystal Method

Never Let Me Down Again 



Depeche Mode

Why Can’t It Stop 




Moby

Watercolors 





LTJ Bukem

What Does Your Soul Look Like



DJ Shadow 

Appendix C: Instructions Dictator Experimental Design I
Instructions

Dear Mr., Mrs. 

Welcome to this experiment. At first thank you for being here. 
Today we will be playing a game. In this game, there are people divided into two rooms. When you arrived you were asked to open a paper with a 1 or a 2 on it. This paper placed you in group 1 or group 2. You are a person 1 of group 1 in room A and there is a person 2 of group 2 in room B. 

After we read you the instructions out loud, you will get a big envelop with in the envelope € 10 in coins of € 1, the instructions on a paper and a small envelope. 
We ask you to give any part between € 0 en € 10 of the € 10 to one person 2 in room B. The part you are willing to give to person 2 you can put in the small envelope. The fraction of the € 10 that you don't give to person 2 you can keep yourself. Please close the small envelop by removing the sticker on the back. 

After all the people in this room closed the small envelop you will be handed a questionnaire. You are asked to fill in this questionnaire. 

When you completed the questionnaire, please put this questionnaire folded along with the small envelope in the big envelop. Please also close the big envelop by removing the sticker on the back.
The monitor will collect the big envelopes when all of you closed the big envelope. 
He will take all the envelopes to room C. 

In room C there will be one monitor which will open all the big and small envelopes and note all of your decisions. After the monitor noted your decisions he will take all the small envelopes. 

He will walk to room B where he will give the small envelop to a person 2 of group 2 in room B. 
Person 2 will get the part of € 10 that you have put in the small envelope. 

Thank you for listening. We will now distribute the small envelopes. 
Appendix D: Instructions Recipient Experimental Design I
Instructions

Dear Mr., Mrs. 

Welcome to this experiment. At first thank you for being here. 

Today we will be playing a game. In this game, there are people divided into two rooms. When you arrived you were asked to open a paper with a 1 or a 2 on it. This paper placed you in group 1 or group 2. There is a person 1 of group 1 in room A and you are a person 2 of group 2 in room B.

After we read you the instructions out loud, you will be told to wait in this room B. 

The person 1 of group 1 in room A will get a big envelop with in the envelope € 10 in coins of € 1, the instructions on a paper and a small envelope. 

We ask person 1 to give any part between € 0 en € 10 of the € 10 to you. The part they are willing to give to you will be put in a small envelope. The fraction of the € 10 that they don't give to you they can keep their self. 

After all the people in room A closed the small envelope they will be handed a questionnaire. When they completed the questionnaire they will put the small envelop with the questionnaire in the big envelope. 


The monitor in room A will collect the big envelopes when all people in room A closed the big envelopes. He will take all the envelopes to room C. 

In room C there will be one monitor which will open all the big and small envelopes and note all of the decisions. After the monitor noted the decisions he will take all the small envelopes. 

He will walk to this room B where he will give a small envelop to you. You can open the envelope and you will get the part of € 10 that person 1 have put in the small envelope in the other room. 

Thank you for listening. We will now wait until the monitor will enter the room.
Appendix E: Demographic Questionnaire

Questionnaire

What is your gender?
-Male
-Female 

What is your age?
- 15 or under
- 16 - 19 years

- 20 - 25 years
- 26 - 30 years
- 31 - 35 years
- 36 - 40 years
- 41 - 50 years
- 51 - 60 years
- 61 or older

What is your primary language?
- English

- Dutch

- Spanish

- Other ........

What is the highest level of education you have completed?

- Basic school

- High school 
- Some college

- Bachelor's degree

- Master's degree

- Doctoral degree

- Professional degree

- Other ........
What is your current marital status?

- Single

- Living with another 

- Married 

- Divorced 

- Widowed 

- Other


Do you listen to music?
- Yes
- No


What type of music do you like to listen the most?
- Alternative

- Blues

- Classical

- Country

- Dance/ Electronic
- Heavy Metal

- Hip-Hop/ Rap
- Jazz

- Pop
- Rock 

- Soul / Funk

- Other ....


Appendix F: Instructions Experimental Design II


Instruction text (first screen)

When the subject of a treatment group enters the online questionnaire it will see the following text in both Dutch and English.

 ''Beste Meneer, Mevrouw , 

Welkom bij deze vragenlijst. Alvast bedankt voor uw tijd en moeite om deze enquête in te vullen. Druk alstublieft op de knop 'start' om naar het volgende scherm te gaan.' 

'Dear Mr., Mrs. , 

Welcome to this online questionnaire. Thank you for participating. Please press the button 'start' to enter the next screen.'

Song (second screen)

'Luister alsjeblieft naar het volgende lied in deze YouTube video. Als het lied is afgelopen, ga dan terug naar deze enquête en druk dan alsjeblieft op de knop 'next' om naar het volgende scherm te gaan.' 

'Please listen to the song in this YouTube video. After the song is finished, go back to this questionnaire and please continue to the next screen by pressing the 'next' button at the bottom of the screen.' 


Explanation dictator game (third screen)

''We gaan nu een hypothetisch spel spelen. In dit spel zijn er twee personen. 

Jij bent persoon 1 en er is ook een persoon 2.  
Stel, ik geef je nu € 10. Jij mag bepalen hoeveel van die € 10 je geeft aan persoon 2. 
Dit kan elk bedrag tussen de € 0 en € 10 zijn. 
Ik vraag aan jou, hoeveel zou jij dan aan persoon 2 geven?
Vul onderin alsjeblieft je keuze in. ''

''We will now play a hypothetical game. In this game, there are two people. 
You are person 1 and there is also a person 2.  
Suppose, I handed you now € 10. You may decide how much of the € 10 you give away to person 2. 
This can be any fraction between € 0 en € 10. 
I ask you, how much are you willing to give to person 2?
Please note your decision beneath. ''

Ik geef zou zoveel geld aan persoon 2 geven / I am willing to give this amount of money to person 2:
- € 0






- € 1




 

- € 2 






- € 3




 

- € 4




 

- € 5





- € 6

- € 7

- € 8

- € 9
- € 10

Demographic questionnaire (fourth screen)

Heb je de hele video aan het begin van de vragenlijst bekeken? 
Did you watch the whole video at the beginning of the questionnaire?
- Ja / Yes

- Nee / No

What is je geslacht? 
What is your gender?
-Man / Male
-Vrouw / Female 

Wat is je leeftijd? 
What is your age?
-  < 15

- 15 - 19 

- 20 - 25 
- 26 - 30 
- 31 - 35 
- 36 - 40 
- 41 - 50 
- 51 - 60 
- > 60 

Wat is je moedertaal? 
What is your primary language?
- Nederlands / Dutch
- Engels / English

- Spaans / Spanish

- ........

Wat is je hoogst behaalde opleiding? 
What is the highest level of education you have completed?

- Basisschool / Basic school

- Hogeschool / High school 
- Een vervolgopleiding / Some college

- Bacheloropleiding / Bachelor's degree

- Masteropleiding / Master's degree

- Doctoraat / Doctoral degree

- ........

Wat is je relatiestatus? 
What is your current marital status?

- Alleenstaand / Single

- Samenwonend / Living with another 

- Getrouwd / Married 

- Gescheiden / Divorced 

- Weduwe / Widowed 

- Relatie / Relation

- ........


Luister je naar muziek? 
Do you listen to music?
- Ja / Yes

- Nee / No


Welk muziekgenre luister je het liefst naar? 
What type of music do you like to listen the most?
- Alternative

- Blues

- Classical

- Country

- Dance/ Electronic

- Heavy Metal

- Hip-Hop/ Rap

- Jazz

- Pop

- Rock 

- Soul / Funk

'Druk alstublieft op de knop 'verstuur' om de enquête te versturen.'

'Please press the button 'send' to send the questionnaire.''

Thanking (fifth screen)
'Bedankt voor het invullen van deze enquête. Je kunt hem nu afsluiten'

'Thank you for filling in this questionnaire. You can leave now.'  [image: image12][image: image13]









� Online questionnaire through a link on www.thesistools.com







