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Abstract

The starting point of this research was social media. Social media is based on communities and these are not new in the world, so this research needed to focus on communities. Communities can be based and categorised on a lot of different aspects, but music preference is a perfect common subject to group consumers into communities. The qualitative study showed that a shared music preference amongst consumers can lead to a specific pattern of consumer behavior. 
The consumer behaviour within this research was called purchase behavior because the intension was to let companies know if consumers with particular music preferences were potential customers for them. Because the foundation of this research is about social media, the purchase behaviour marketing topic needed a word-of-mouth variable called market mavenism. Market Mavenism is about how willing somebody is to tell others about products or services he has bought, so it is very interesting for companies to know if a particular community is very market maven or not. The second item of the purchase behavior is based on the idea that if a customer is a potential customer of the company, this customer at least need to like the brand. So this purchase behavior variable needed to be added with a brand liking variable named brand preference. Together with the market mavenism it is called the common pattern of purchase behavior, CPPB. 

The results of the questionnaire were different than expected. The power of the relationship between the shared music preferences and the CPPB were low. The outcome of these CPPB are not very specific, but it is useable for companies, managers and marketers. It was possible to make a CPPB for communities based on a shared music preference. Companies can look if there product or company personality fit with a specific CPPB. If this personality fit with a particular CPPB they know what kind of music there potential target customers listen to. If companies and managers know the music type of their target customers they can advertise on concert, radio and TV shows or channels, websites or social music communities with a higher benefit.    
Keywords: Music Preferences, Consumer Behaviour, Common Pattern of Purchase Behaviour, Word-of-Mouth, Brand Preferences, Brand Personality Market Mavens, Consumer Characteristics, the Big-Five Personality Traits, Micro-Marketing, Social Media, Communities. 
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1 Introduction
The traditional media, such as newspaper and TV, are losing market share and volume on the advertising market. The increasing ad clutter in traditional advertising media has had negative effects on both the media and the ad content (Dahlén and Edenius 2007). People are recording their favorite TV-shows on hard disks to avoid the TV commercials. Newspapers are losing sales volume year after year, because more people are reading news on the internet. These trends partly explain the sales decrease in advertisement for the traditional media, because fewer people can be reached through these “traditional channels”. The ability to target one’s marketing and communication efforts has long been accepted as the key to marketing efficiency and competitive advantage (Sivadas 1998). This process of identifying and reaching the “right” audience” has become more complex and has grown in importance. The multi-billion dollar advertising business
 needs to develop new ways to reach the consumers again. The online advertising expenditures grow seven times faster than offline advertising (traditional channels), according to a forecast by ZenithOptimedia Group Limited. These figures confirm that traditional media is getting behind on the online media, so companies are investing more money in online advertising, but they also need to invest in knowledge about this online advertising “world”.

People nowadays are spending more time on the internet, especially on social media networks and communities. The explosion in popularity of social network sites represents one of the fastest uptakes of a communication technology since the web was developed in the early 1990s (Stefanone et al. 2010). Two of the top-10 most popular websites are social network sites (Facebook and MySpace). So these social media networks and communities not only become more important for the advertising business but also for marketing and marketers in general. Internet advertising differs from traditional media advertising in many ways. The most salient characteristics are: (1) unlimited delivery of information beyond time and space, (2) unlimited amounts and sources of information, and (3) the ability to target specific groups or individuals (Yoon and Kim 2001). The ability to target specific groups or individual has created new opportunities for advertisers and marketers to target and reach consumers more precisely. This precise reaching and targeting consumers is called micro-marketing (Schlossberg 1992). So a good tool for micro marketing is the internet, but especially the social networks and communities are a good tool for reaching and targeting consumers. Social networks and communities are not new in the world. For many decades all around the world people want to belong to different communities. Because social media ,and the internet in general, is getting more influence and a more centralized position in the society, it is important to better understand the “normal” physical communities who are in this society for many decades now. To understand these communities this research will look for particular consumer behavior, a common pattern of purchase behavior (CPPB) amongst the members of a community. 
To find a common pattern of purchase behaviour in communities, this research will focus on music communities. The first reason for choosing music communities is that, social media communities do not differ from “normal” communities. Communities always have been and will be around us, but the setting of the community can change (physical to online social media). The second reason is that almost everybody listens to music and that everybody has a music preference, so everybody can be placed in a music community based on their preferences. The third reason is that music is at the centre of many social activities, such as live concerts or music on parties like weddings, music is essential in films and TV-series, so music has a centralized position in the world. The music domain is a multi-billion dollar business where many companies put big investments in. Because of these three characteristics it is relevant to do research about a common pattern of purchase behaviour in music preference based communities. 
Social media is media designed to be disseminated through social interaction, created using highly accessible and scalable publishing techniques. Social media uses Internet and web-based technologies to transform broadcast media monologues (one too many) into social media dialogues (many to many). The focus in this research is on social media communication sites, containing social networks and social communities. Social networks and communities are known to evolve around a common subject of interest, most of these social media sites are based on an identity-driven category. These interests can be psychological, political, socio-economic and demographic. So the two most important things people want to do in social networks are: creating a network and find people with common interests. From this kind of shared interests, members (or a group of members) of a social media network or community can have a common or shared pattern of purchase behavior, this research will be based on this characteristic. 
Micro marketing is a marketing phenomenon for identifying and reaching of very narrow segments of consumers on the basis of interests and preferences. Through this study there can be added a new level to the micro marketing phenomenon. Consumer can possibly be reached in very narrow segments because of their preferences, but with the results of the CPPB, there is also information about these segments. The consumers in these segments can be labeled with a particular CPPB. So with this new level of micro marketing, people cannot only be identified or reached more easily, but there is also information about their behavior. The consumers in these narrow segments can for example also be labeled as a potential consumer for particular products or perhaps as a market maven based on their CPPB. So the results of this study can also give micro-marketing a new dimension. 

The problem statement for the present research is the following: 

 “To what extent can a common or shared music preference amongst community members predict purchase behavior?”

To answer this problem statement, the following research questions must be answered:

· Which characteristics of the common pattern of purchase behavior can be predicted through a shared music preference?

· Which characteristics of a shared music preference influence the common pattern of purchase behavior amongst community members?
· Which types of shared music preferences can predict the common pattern of purchase behavior amongst community members?

2 Theoretical Background and Conceptual Framework

The principles of this study are based on how to use social media for marketing activities. Social media is very new but also a very popular amongst consumers and marketers. Social media is very interesting for marketers because it is a new channel to reach consumers and it is getting very popular in the society. The reaching of consumers is one of the most important facets of the marketing field. The exponential rise in popularity of social networking websites and other social media networks such as Facebook, Twitter, LinkedIn, and individual blogs is due in large part to their viral nature (Steinman and Hawkins 2010). The viral quality of social media makes it an appealing way for businesses to market products and services, and marketers have long recognized and tapped the potential of social media networks. Many advertisers have conducted consumer promotions involving social media to generate attention to and participation in their promotions, thereby maximizing brand exposure. 

Therefore the CPPB in this study contains a Word-of-Mouth component to see if there are viral behavior differences between communities and a Brand Preference component to see what kind of communities are interested in what kind of companies or products. 
To identify the different communities that are needed in this research, the music preferences of consumers need to be identified. “At this very moment, in homes, offices, cars, restaurants, and clubs around the world, people are listening to music” (Rentfrow 2003). So all around the world, on a variety of places, people listen to music. Music has a very important role in everyday life for a lot of people. So music is very interesting research topic for a lot of marketers and other researchers. In this research music is the main research topic for identifying different kinds of communities. 

Research about music preferences are not new in the marketing field. Cattel was among the first to theorize about how music could contribute to understanding personality. He believed that preference for certain types of music reveal important information about unconscious aspects of a personality that is overlooked by most personality inventories (Cattel and Anderson 1953). This unconscious aspect of a personality can contain information about the CPPB what this research is seeking for.  
Additional evidence of linking music preferences and personality comes from research on social identity. North & Hargreaves (1999) found that people use music as a “badge” to communicate their values, attitudes and self reviews.   
Music is also a very common domain to use for studies about different marketing phenomena. Sivadas (1998) used music newsgroups on usenet for identifying new ways for targeting customers. One of the reasons why Sivadas choose for the music domain is because music constitutes a highly diverse and competitive multibillion dollar industry. In addition, music is an industry characterized by narrow segments. So music can be a good marketing tool for targeting and the segmentation of consumers.

So it is clear that music preference can say something about a person’s personality and possibly can also say something about the purchase behavior of consumers. It is also comprehensible that music contains several characteristics that can be used perfectly for a marketing research.  
Definitions

A review of the sociology literature reveals at least three core components of a community, as well as the critical notion of imagined community. The first and most important element of community is what Gusfield (1978) refers to as consciousness of kind. Consciousness of kind is the intrinsic connection that members feel toward one another, and the collective sense of difference from others not in the community. This is why communities can have patterns of a common or shared purchase behaviour. The second indicator of community is the presence of shared rituals and traditions. Rituals and traditions perpetuate the community's shared history, culture, and consciousness. Within different music types people have their own rituals and traditions. Visit for example the concerts of the different music types, you do not need to be a dance expert to see that all music types have different dance styles. The third marker of community is a sense of moral responsibility, which is a felt sense of duty or obligation to the community as a whole, and to its individual members. The first element of “consciousness of kind” will be the first step stone this research will be build on. (Muniz, Albert M. and Thomas C. O’Guinn 2001)
Conceptual Framework
The research questions can be hypothesized in the following conceptual framework:
Figure 1: Conceptual Framework









The conceptual framework of this research (figure 1) shows five different variables and relationships. The variables personality traits en consumer characteristics both have an effect on the shared music preference within a community. The variables shared music preference and consumer characteristics have an effect on the CPPB. This CPPB consist from two marketing components: Market Mavenism and Brand preference. The fived variable is community proneness, this variable has a moderating effect on the relationship between the CPPB and the shared music preference variable.
2.1 The Consumer 

This study is based on better understanding consumers who have something in common. In this study the research is about when people have the same music preference they also behave the same in their consumer behavior. To identify different kinds of community based groups we need to know a couple of aspects about the consumers. Consumers will be measured through a questionnaire on different personal facets. 

2.1.1 Community Proneness

The community proneness variable of this research is about looking what kind of community users the respondents are and how high their community proneness is. The community proneness will be measured in a real-life scale and a scale based on how many social media websites subscriptions the respondents have. Community proneness has a third factor in this research, to see how much time the respondents spend on social media. Social media is the foundation of this research, so it can be interesting to measure how active the respondents are on social media networks and communities. The purpose of this research topic is to see how the respondent’s attitude and behavior towards communities are and use that information to better understand the behavior of the different community groups within this research. 

2.1.2 Personality traits

The music preference of consumers is the main research topic in this study. Music preference may reveal important information about unconscious aspects of someone’s personality, so this research contains a personality trait variable. This variable has been added to really see what kind of personality trait has consistency with the different types of communities. These communities are based on their music preferences. To assess personality at a broad level this research uses the “Big Five” factors in personality trait ratings (John & Srivastava 1999). The “Big Five” are the big five personality domains that can distinguish different types of people. 
The Big Five structure comprises the following factions:

(I) 
Extraversion (talkative, assertive, energetic)

(II) 
Agreeableness (good-natured, cooperative, trustful)

(III)
Conscientiousness (orderly, responsible, dependable)

(IV) 
Emotional Stability (calm, not neurotic, not easily upset)

(V) 
Culture (intellectual, polished, independent-minded)
To really define the personality domains of the respondents through the “Big Five” it is necessary to ask a wide variety of personality questions in a lot of different personality aspects, like the 240-item NEO Personality Inventory (Costa and McCrae’s 1992). To know the personality trait of a person it is not possible to ask him straightforward how a personality trait reflects him or her. But you need to ask many questions about the multiple narrow components that comprise this particular personality trait. Because this research main topic is not about the “Big Five” personality traits of the respondents, the brief TIPI measurement of Gosling, Rentfrow and Swann (2003) will be used. This measurement is specifically development for researches where the personality traits are not the primary topic of interest. Gosling, Rentfrow and Swann understood that the existing measurements of personality traits were too long for researchers where the primary topic was not about the personality traits of their respondents. So the measurement that will be used in this research is the TIPI of Gosling et al (2003). This measurement of Gosling represents both poles of each personality trait (Goldberg 1992) dimension. The poles of Extraversions are: “Extraverted and enthusiastic” and “Reserved and quiet”, the poles of Agreeableness are: “Critical and quarrelsome” and “Sympathetic and warm”, the poles of Conscientiousness are: “Dependable and self-disciplined” and “Disorganized and careless”, the poles of Emotional Stability are: “Anxious and easily upset” and “Calm and emotionally stable” and the poles of Openness to experiences (in the Big-Five of John & Srivastava named as “Culture”) are: “Open to new experiences and complex” and “Conventional and uncreative”. Each of these poles is an item in the scale. The purpose of this scale is to get five groups out of the respondents, and each group represents one personality trait of the Big-Five. The measurement of Gosling can be used for several things: 1) convergence with widely used Big-Five measures in self, observer, and peer reports, 2) test-retest reliability, 3) patterns of predicted external correlates and 4) convergence between self and observer ratings. In this research the convergence with the widely used Big-Five measurement is the most important factor. 

2.1.3 Music preference

To determine which music genres are arranged for this research, the Music-preference Dimension of Rentfrow & Gosling (2003) will be used. Rentfrow and Gosling specified 14 different types of music genres:

	1) Blues
	
	8)   Country

	2) Jazz
	
	9)   Sound tracks

	3) Classical
	
	10) Religious

	4) Folk
	
	11) Pop

	5) Rock
	
	12) Rap/Hip Hop

	6) Alternative
	
	13) Soul/Funk

	7) Heavy Metal
	
	14) Electronica/Dance 


These 14 different music genres reveal important information about unconscious aspects of a person’s personality. Rentfrow and Gosling divided the 14 different music types in four music-preference dimensions: Reflective and Complex, Intense and Rebellious, Upbeat and Conventional, and Energetic and Rhythmic. In the study of Rentfrow and Gosling: Blues, Jazz, Classical and Folk are Reflective and Complex; Rock, Alternative and Heavy Metal are Intense and Rebellious; Country, Sound Tracks, Religious and Pop are Upbeat and Conventional; Rap/Hip Hop, Soul/Funk and Electronica/Dance are Energetic and Rhythmic. In this research we also use these four kinds of dimensions, but the data need to give answers about which music types will be divided in which dimensions and if all music types can be divided in the dimensions.

2.1.4 Consumer Characteristics

Consumer characteristics have an important role in this research. The consumer characteristics will be measured of all respondents through the questionnaire. The consumer characteristics will confirm the results of the CPCB, results of the CPCB can only be caused by the CPCB instead of simple consumer characteristics results, if these are not being measured. So the consumer characteristics in this research are potential moderators and control variable for the music preferences and the CPCB. The consumer characteristics will also give some general information about the respondents who answered the questionnaire. Also the consistencies of the respondents need to be analyzed for valid scales and answers.  The following consumer characteristics will be controlled and accounted for this study: 

· Age

· Gender
· Education

· Income

· Household situation

The consumer characteristics are more control variables than real research topics. By including the consumer characteristics in this research, the results about common pattern of purchase behavior within music preference groups can only be based on the music preference of that community, and therefore cannot simple be based on consumer characteristics segmentation of these communities. The five characteristics that will be measured are the most common characteristics. It is not needed to get more characteristics of the respondents. Age and gender will be asked to see if the respondents reflect the normal population or maybe it differs from the reality. Education, income and household situation will be asked to see how sophisticated the respondents are. 

So in this research a person’s music preference, community proneness, personality traits and consumer characteristics will lead to specific knowledge about the personality aspects of the different consumers and their community groups. These community groups will be based on the same music preferences of consumers. 

2.2 Common Pattern of Purchase Behavior

The most important marketing variable in this research is the common pattern of purchase behavior (CPPB). A central tenet in most studies of consumer behaviour is that purchasing is motivated by the desire of atomistic consumers to acquire benefits provided by goods and services. The efficacy of this assumption depends, however, on the degree to which buyers are unencumbered by social relations (Frenzen and Davis 1990). In this world consumers are bounded by many social relations and their purchase behaviour is not only utility based. The social relations that consumers have influence their purchase behaviour. Consumer will not only buy the products and services that will provide the best performance or benefits, but they will also buy products and services because it can fulfil their personality-, social status- and psychological needs (Kim and Forsythe 2002). The purpose of this study is based on differences and resemblances of the purchase behavior within communities, these differences and resemblances are not based on the utility of the goods and services but on the social relations that purchase behavior can influence. It is already known that within communities people can have the same characteristic in a variety of topics, but it is not known if people within communities have the same or a different common pattern of purchase behavior (CPPB) based on their shared music preference.   

The CPPB consists of two main components:

· Word-of-Mouth (Market Mavenism) 
· Brand preferences (Brand Equity)
For this research, each of these two components needs to be measured through the questionnaire. 

2.2.1 Word-of-Mouth
Word-of-mouth (WoM) is seven times more effective than newspaper and magazine advertising, four times more effective than personal selling and twice more effective than radio advertising (Katz & Lazarsfeld 1955). These measurements are from 1955, this seems like it is outdated, but the importance of WoM cannot be underestimated. WoM is so important because personal information sources are viewed as more trustworthy to consumers (Murray 1991). WoM and social media have a huge overlap. Both subjects are based on telling somebody about something you experienced or have knowledge about. So WoM is a key component of the CPPB that needs to be measured in this research.  But for this research it is not necessary to do research about the whole WoM area. The component of WoM that is needed in this research, is about identifying the kind of people who are willing to share information with others about products, shops and other facets of markets. This part of WoM is also called Market Mavenism. 

Market mavens are very important and valuable for marketers. Together with Innovators and Opinion Leaders these groups are the three distinct types of influential consumers. The big difference between market mavens and the innovators and opinion leaders is that innovators and opinion leaders have influence in a specific product category, market mavens have information about the market place in general. So these market mavens are very interesting for companies who are active in more product categories (e.g. retailers). (Clark and Goldsmith 2005)

Market Mavens are individuals who have information about many kinds of products, places to shop, and other facets of markets, and initiate discussions with other consumers and responds to requests from consumers for market information (Feick and Price 1987). Market mavens have a huge influence on their environment, because consumers believe market mavens are influential in their purchasing decisions. Market mavens are a junction between opinion leaders, early purchasers and general marketplace influencers. Because of this influence Market Mavens have, and because normally Market Mavens are early purchasers, they are very interesting for marketers. Market mavens can be used for acquisition and transmission of market information and therefore Market mavens are extremely interesting for targeting marketing communications about new products (Feick and Price 1987). So knowing who market mavens are can be very advantageous for companies in the advertising business. If for example this research finds that the majority of rock listeners are market mavens, companies can introduce new products on rock concerts with more success than on pop concerts, and this can lead to more sales or easier access to obtaining information about the product. 

The market mavenism of the respondents in this research will be measured through the questionnaire. There will be one market mavenism question, called the “Market Maven Scale Items” (Feick and Price 1987). The higher the score on this scale, the more market maven that person is. 

2.2.2 Brand preference

The second item of the CPPB is brand preference or brand liking. Brand liking can be seen as a part of brand equity. Brand equity consists of various consumer response variables (Aaker 1992). One of the consumer variables is brand preference. This brand preference item measures how much an individual evaluate a brand, in other words, how much an individual likes a brand (Agarwal and Rao 1996). So in this research we want to know the brand preference of the respondents, or the evaluation of the brands by the respondents. To find a good brand liking or brand preference scale is very difficult. First of all, there are very few brand preference scales. Most brand preference scales are integrated within brand equity scales, and those are too big for this research where brand preference is not the main topic. The second problem is that many brands that are used for a brand preference scale are most of the time about American companies. If the respondents are not familiar with the brand, they cannot give a good preference for a particular brand.   

 J.L. Aaker created in 1997 a brand personality scale. A brand personality relates to a consumer’s personality and thereby consumer preferences, so different brand personalities can reflect different consumer personalities. For this research the brand personality scale will be used to measure the brand preference of the respondents. The brand personality scale of Aaker was made for identifying all five brand personality dimensions of a brand by consumers with different personalities. 

The five brand personalities are:

· Sincerity
· Excitement

· Competence

· Sophistication

· Ruggedness
So all brands can be placed in these five brand personalities. For this study we do not want to know what the personalities of brands are, but we want to know what kind of personalities (respondents) choose, or give a high evaluation, of different kind of brands. One very important aspect of the scale is that it can be generalized for multiple brands. So if we change American companies to Dutch companies (or other well-known in The Netherlands), the scale is still valid and useable for this study. 

3 Hypotheses

The hypotheses for this study need to be measured through the questionnaire data. The outcome of the hypotheses will give solutions to the research questions and eventually lead to the conclusion of this study. The conceptual framework consists out of five relationships that will lead to the following hypotheses.
The formulated hypotheses from the conceptual framework are:

· H1: A shared music preference has a positive effect on a common pattern of purchase behavior.

The music preference variable in this research has a very important function. Music preference is an independent variable. Through music preferences information of the respondents, the respondents will be divided into different community groups. One of the research predictions is that the respondents within these community groups have the same CPPB. So a shared music preference can lead to specific community groups and if these community groups can be formed, the possibility that a CPPB exist will be higher.

· H2: Consumer characteristics do not have an effect on the common pattern of purchase behavior.

The CPPB is a dependent variable that needs to be measured on changes in other variables. The measurements in H1 predict a direct relationship between the CPPB and the different types of music preferences. To see if this connection is purely based on this relationship, there is a control variable, the consumer characteristic. Consumer characteristics variable is an independent variable. If differences within the consumer characteristics do not influence the CPPB, the changes of the CPPB need to belong to other variables. So the prediction is that the consumer characteristics do not influence the CPPB, the influence within the CPPB can therefore be assigned to other (marketing) variables. 
· H3: The effect that a shared music preference has on a common pattern of purchase behavior is stronger when consumers have a high community proneness.

Community proneness is the attitude of the respondents towards communities. Consumers that have high community proneness will likely have more society memberships and subscriptions on social media networks and communities. Community proneness is a moderating variable on the H1 relationship. If respondents, or community groups based on their music preference, have high community proneness it is likely that the results of the CPPB will be stronger.
· H4: Consumer characteristics have a positive effect on a shared music preference.

The consumer characteristics have a control function for the CPPB. But the consumer characteristics will also have a relationship with music preferences. It is common know that particular music types are related with an age category or with a level of sophistication. So the prediction for this research is that consumer characteristics have an influence on the shared music preference variable, but it is not strong enough to influence the CPPB directly. The consumer characteristics and the shared music variable are both independent variables.  

· H5: Consumers personality trait has a positive effect on a shared music preference.

The music taste of consumers can differ a lot. The personality of consumers can also differ a lot, but there are five major personality traits, the Big-Five personality traits. Each individual can be labeled with one of these five personality traits. It is likely that consumers with the same personality trait also have the same music taste, because music taste can be a kind of personality in itself. So the consumer personality traits will likely have a positive effect on the variable of a shared music preference, both variables are independent variables.  
4 Methodology

The purpose of this study is exploratory. This study is based on doing research about a new and unexplored marketing phenomenon, the influence of a shared music preference on the purchase behavior among community members. The five hypotheses that are formed in the conceptual framework need to be answered through quantitative data from a questionnaire. 
4.1 Data collecting 

All the data that is needed for the different kind of topics and about the respondents will come out of one questionnaire. The number of respondents depended on the response rate of the online survey, the minimal number of respondents thought to be necessary for this research was around 75. The questionnaire needed to be filled in online through thesistools.com. The questionnaire was send to friends on Facebook, Hyves and LinkedIn to approximately 500 potential respondents. This way of online collecting data has two major benefits over collecting the data on the street or through e-mail: 

1) Friends assumed to have a higher response rate than not known potential respondents. 

2) To reach the number of potential respondents through the normal ways of data collecting is much more time-consuming than collecting data through social media.
4.2 The questionnaire

The questionnaire consists out of 16 online questions. The respondents needed to click on a hyperlink and thereby were guided directly to the online questionnaire on www.thesistools.com. The questionnaire started with a welcome text where the respondents were asked to fill in the questionnaire to obtain valuable information for the research of a master thesis. The respondents only knew that the questionnaire was about music preferences. 

The questionnaire was divided into seven different topics: 

· Music
The questionnaire contains four music questions (1 – 4). The most important question is about the respondent’s music preferences, question 4. In this question people will be asked, in a 7-point likert scale, how much they like each music type, from not at all to very much. 

The objectives of the other three questions is about revealing more information about how much consumers like music and how much time they spend to listening to music and what they like about visiting music concerts.  
· Community Proneness

The community proneness part of the questionnaire contains three questions (5 – 8). This part of the questionnaire is about looking what kind of community users the respondents are, in real-life and on social media websites, and how their attitude towards communities are. The first two questions are about obtaining information of the respondents regarding their community proneness, in other words, how many memberships (on social media websites and in real-life) the respondents have. The third question objective is to look what kind of users the respondents are regarding the time they spend on social media. 

Question five and six are both multiple-choice questions with multiple answer possibilities. Question seven is a multiple-choice question with one answer possibility. 

· Brand Preferences

The brand preference scale (Aaker 1997) that is used in this questionnaire is only one question. The measurement of brand preferences for this study is very difficult. The scale of Aaker (1997) that is used will give results about the respondent’s preferences to particular brands (groups). Between the brands of Aaker was listed the “Virginia Slim Cigarettes”, this brand has been replaced by “Camel”. Camel is a much more attentive brand than Virginia Slim cigarettes. This brand preference question is together with the market mavens question the common pattern of purchase behavior (CPPB) of this study. The ca

The brand preference question in the questionnaire is on a 7-point scale from poor to excellent. Some of the companies in the measurement are not known in the Netherlands, so those are changed for companies that are active in the same industry, but are well-known in the Netherlands.   

· Market Mavens (WoM)

The market mavenism scale that is used in this questionnaire is from Feick and Price (1987). The market maven scale obtains six items, each item will be answered in a 7-point likert scale from strongly disagree to strongly agree, respondents scoring high on this question are referred to as Market Mavens.
· The Big-Five Personality Traits

The Big-Five Personality Trait scale that is used in the questionnaire is from Gosling et al (2003). This measurement exists from one single question with 10-item inventories, represent both poles of each personality trait (Goldberg 1992) dimension, with a 7-point likert scale, from strongly disagree to strongly agree. The question is about how the respondents feel a pair of personality traits apply to them.
· Consumer Characteristics

There are five consumer characteristic questions in the questionnaire. These five questions are in the questionnaire for two reasons: 1) the consumer characteristic questions are control variables for the CPPB results and 2) they give some general information about what kind of respondents filled in the questionnaire. Different types of respondents that filled in the questionnaire can cause different outcomes in the data. 

· Control question

The questionnaire was send to respondents who are for the big majority Dutch. The last question of the questionnaire was about if the respondents had any problems with the fact that the questionnaire was in English. Perhaps if too many people had problems with this English questionnaire, the questionnaire was transformed into Dutch or the people who had problems were deleted from the results.

4.3 The Respondents

Potential respondents of all ages were sent a message via social media websites. The probability of getting respondents that will reflect the normal population would be very difficult. The male/female ratio was around 0,5. The average age of people who are active on social media are normally much younger than the average age of the population, this is because many elderly people are not active on the internet, and most of them still do not have a computer yet. For this research it is not a problem that the respondents do not reflect the normal population, because the research problem and phenomenon is based on social media, so the population based on social media is needed and not the real-life population. 

In total 106 respondents filled in the questionnaire. Ten respondents did not finish the questionnaire (they at least missed five questions) so they are deleted from the data. So the database on which the analyses where carried out from contains 96 respondents. Of these 96 respondents 64,6% is male and 35,4% female (62 male vs. 34 female). The youngest respondent is 14 years old and the oldest respondent is 60 years old, with a mean of 28 years. The majority of the respondents are highly educated, 66,7% of the respondents have a bachelor or master degree and only 20,8% of the respondents did not complete a higher education than high school. Only one person did not finished any school and only two persons only finished lower school. Most of the respondents still live with their parents, 34,4%, this high number can be caused of the low age of the respondents. A small number (15,6%) of the respondents already has a child and 50% of the respondents live alone or with a partner. The net month income of the respondents is to lag behind with the high education of the respondents, 61,8% of the respondents are earning less than 2000 euro’s a month. The combination of a low net income, low average age and the high number of respondents still lives with their parents can be caused by a high number of students participated in the questionnaire. The questionnaire was in English and 94,8% of the respondents had no problems with that, this means that the fact the questionnaire was in English was no problem. 
5 Results and Analysis

In this chapter the results of the questionnaire will be discussed and analyzed. The reliability of this study will be measured in chapter 6.1. This chapter also contains the factor analyses of the scales, if it is possible for the particular scale, and descriptive data. The factor analyses will identify groups of variables, these groups are called components. The number of components for each scale will be determined by the Eigenvalues. The analysis of the components and the other data will give answers about hypothesis that are formulated out of the conceptual framework. The analyses will focus on whether or not some variables have an effect or are related to other variables. In chapter 5.2 the hypotheses and research questions will be discussed.
5.1 SPSS results
The first measurements of this research will be about the reliability. In this study there are four scales that will be used. The reliability of the scales can be measured through the cronbach’s alpha of the scales. The cronbach’s alpha of the four scales are:

	Cronbach's Alpha
	

	
	

	Scale
	Alpha

	Music Preferences
	0,609

	Brand preference
	0,746

	Market Maven
	0,882

	Personality traits
	0,571


The alphas of the music preference scale and the personality traits scale are a bit low. But the music preference scale has 16 items and the personality trait scale has 10 items. Scales with more than 12 items can have an alpha bigger than 0,5. So only the alpha of the personality trait scale can be questioned, but is still valid.  

5.1.1 Music 

Music is the core ingredient in this research. A shared music preference is the variable to measure differences within the CPPB of communities. Because music is so important there are some other music questions in the questionnaire besides the music preference scale. For more in-depth music information about the respondents the respondents have been asked how much they listen to music and if they visit music concerts. If the respondents visit music concerts they were asked what are important reasons for them to visit music concerts. 

The first question of the questionnaire was how frequently the respondents listen to music. The descriptive data shows that 94,8% of the respondents listen to music a couple of times a day or every day. Only 2,1% of the respondents listen to music rarely. So the importance of music in daily life for the majority of the respondents is very high, and therefore the reason to do research about communities based on music preference is reliable. 
The objective of the second question in the questionnaire was to look how important music really was to the respondents. The respondents were asked if they visit music concerts or festivals. The respondents are highly involved into music, 85,4% of the respondent’s visits music concerts or festivals. The respondents (n=82) who visit music concerts gave the following reasons for deciding to visit a concert: the artist, the show, be on a concert with people who have the same music taste and feel part of a community when visiting a music concert. The mean values of these four options are:

	Reasons to visit a music concert
	Mean

	The artist
	6,45

	The show
	4,57

	Same music taste
	4,17

	Feel part of a community
	3,74


If the means of the four different aspects will be compared, the simple conclusion is that most people visit music concerts for the artist, dj or band. The other three aspects of a music concerts are also very important, see the high means, but not as important as the artist, dj or band that is playing on the concert. The aspect of feeling a part of the community on a concert has the lowest score by the respondents. So the conclusion is that the most important aspect of a music concert is still the music itself. But it is not yet known if there are big differences between groups of people or in the different music genres, these questions will be answered in chapter 6.2. 

5.1.2 Music Preferences

One of the most important analyses of the research results is about the music preferences of the respondents. The respondents (n=96) filled in how much they liked the 16 different music types of this questionnaire. 

Figure 2: Descriptive music preference data

	Statistics

	 
	 
	To what extent do you like Blues?
	To what extent do you like Jazz?
	To what extent do you like Classical music?
	To what extent do you like Folk?
	To what extent do you like Rock?
	To what extent do you like Alternative music?
	To what extent do you like Heavy Metal?

	Mean
	3,77
	3,84
	2,71
	2,08
	4,28
	2,57
	1,89

	Std. Deviation
	1,786
	1,866
	1,549
	1,434
	1,769
	1,828
	1,464

	Statistics

	 
	 
	To what extent do you like Country?
	To what extent do you like Sound Tracks?
	To what extent do you like Religious?
	To what extent do you like Pop?
	To what extent do you like Rap and HipHop?
	To what extent do you like Soul and Funk?
	To what extent do you like Electronic and Dance music?

	Mean
	2,50
	3,63
	1,43
	5,19
	4,59
	4,57
	5,34

	Std. Deviation
	1,458
	1,355
	,891
	1,332
	1,696
	1,534
	1,685


In figure 2 the descriptive data of the music preference scale is listed. The music genres with the lowest attraction of the respondents are Folk and Religious. The mean of these two music types are very low comparing the other music types. Electronic/Dance and Pop are the most popular music types. This can partly be explained because of the low average age of the respondents.

The music preference scale used in this study is “the Music-preference Dimension” (Gosling and Rentfrow). This scale divided the 14 different music types in four categories through factor analysis, see chapter 2.1.3. The factor loadings and the Eigenvalues of the music preference scale are given in appendix 2.1. 

There are five factors with an Eigenvalue bigger than 1, Gosling (2003) scale had four different factors. The music types divided per factor are: component 1: Blues, Jazz and Classical Music; component 2: Rock, Alternative and Heavy Metal; Component 3: Rap & HipHop, Soul & Funk and Electronic and Dance Music; Component 4: Country, Sound Tracks and Pop and component 5: Folk and Religious.

This extra fived factor can be caused by the very low extent people liked Folk and Religious music
 or the low average age of the respondents, because folk and religious music is not very popular under younger people. The other music types in the four factors perfectly match with scale of Gosling. So these four factors can be labeled as: 

· component 1: Reflective and Complex

· component 2: Intense and Rebellious 
· component 3: Energetic and Rhythmic 
· component 4: Upbeat and Conventional 
· Component 5: Not popular

Component five can get an own label (as showed above) or need to be disregarded of the analyses if it give no usable outcomes. 

5.1.3 Community Proneness

The attitude towards community proneness is very high. There are no respondents who do not have any kind of community membership, see the total memberships table in appendix 2.2. Community proneness is divided into two components: society memberships and social media memberships. There are two social media questions in the questionnaire. In figure 3 you can see that the respondents use social media very regular, 78,1% of the respondents uses social media at least once a day. Only 7,3% uses social media rarely. So the importance of social media in the daily-life of consumers cannot be underestimated. 

Figure 3: The frequently use of social media websites by the respondents

	 
	 
	Frequency
	Percent

	Valid
	A couple of times a day
	35
	36,5

	
	Once a day
	40
	41,7

	
	Twice a week
	7
	7,3

	
	Once a week
	7
	7,3

	
	Rarely
	7
	7,3

	
	Total
	96
	100,0


In appendix 2.2 are the number of memberships in societies and on social media websites listed. In these tables you can see that only one person do not have any social media website. So 99% of the respondents have at least one social media website. This number is huge but also very logical, because the questionnaires were spread through social media. So probably this number has to be 100% but one person filled in the question wrong or was planning to delete his/her social media website(s). The number of respondents who do not have a society membership is bigger, 6,3% of the respondents do not have any kind of society membership. The community proneness of the respondents is very high. This also logical because of the data collecting method, but it can also be seen as trend in community behavior. 

5.1.4 Brand Preference
In chapter 4.2 was stated that the brand preference scale has five different dimensions. In appendix 2.3 you can see that the Eigenvalues of the brand preference scale from the questionnaire only contains four factors. The difference in factors can be caused by changing some of the American brands, which are not very known in the Netherlands, into brands that are well-known in the Netherlands. 
The partitioning of the four different factors: component 1 is the Coca-Cola, Marlboro and Camel brand; component 2 is the Apple and Nike brand; component 3 is the Pepsi, Mariot and Holiday Inn brand and component 4 is the Reebok and IBM brand. The four different components can be labeled by the five different brand personalities who are stated in chapter 4.2. The components are labeled as:  

· Component 1 is grouped as ruggedness
· Component 2 is grouped as excitement
· Component 3 is grouped as sincerity
· Component 4 is grouped as competence
The brand personality “Sophistication” is not labeled to a component. 
5.1.5 Market Maven
The results of the Market Maven scale are very clear, the higher the score on this scale, the more market maven the respondent is. The results in appendix 2.4 show that the mean of the six different items are very high, between four and five. The results of the factor loadings need to give only one component for the six items. The factor loadings of the market maven scale and Eigenvalues are given in appendix 2.4, the factor loadings do not have to be rotated, because there is only one factor. In chapter 5.2 will be looked at the differences within this scale between music preference groups.

5.1.6 Personality Traits
The data of the personality traits from the questionnaire is not according the data that is needed according to Gosling & Rentfrow (2003). Gosling and Rentfrow made 10 different personality trait items that needed to give five different components (factors).  The data in this study only gives four factors, see appendix 2.5. The four different factors can be divided into: component 1 is “Extraverted and Enthusiastic”, “Open to new experiences and Complex” and “Reserved and Quiet”; component 2 is “Sympathetic and Warm” and “Disorganized and Careless”; component 3 is “Critical and Quarrelsome”, Anxious and Easily upset” and “Calm and Emotionally stable”; component 4 is: “Dependable and self-disciplined”. There is one item “Conventional and uncreative” that is not easy to put in a specific component, but the highest factor loading belongs to component 1, so we have a large component 1 with four different items in it. 
The purpose of this measurement is to divide the respondents in five factors that can be labeled with one of the big-five personality trait, but the data in this research give different personality trait poles within one group. So the four factors will be given personality traits that will suit them the best. Labeling factor three and four is easy, because they have only one item. Factor one is a mix of four components so that will give some difficulties and factor two exists out of two items, but with different personality traits. So with this information in mind the following factors will get a personality trait:

· Component 1: Extraversion 
Two of the four factors are the poles of “Extraversion”. These both poles also have the highest factor loading. So component 1 can be labeled as Extraversion.
· Component 2: Agreeableness
This component consists from two items, one item is a pole of the personality trait “Agreeableness” and one component is a pole of the personality trait “Conscientiousness”. Component 4 only has one item that belongs to “Conscientiousness”, so the best label for component 2 will be Agreeableness.
· Component 3: Emotional Stability
Within this components are two items of the personality trait “Emotional Stability”. This component will be labeled with this personality trait “Emotional Stability”.

· Component 4: Conscientiousness
Component 4 only has one item, this item is the pole of the personality trait “conscientiousness”, so the personality trait of component 4 is “conscientiousness”.
5.2 Hypotheses testing
In this chapter the hypotheses will be tested. All components that have been measured in the previous chapter will be put in a correlation matrix. 

5.2.1 The Correlation Matrix

The purpose of this matrix is to see which components are related to each other. The correlation matrix in appendix 2.6 shows the correlations and the significance coefficients of the components that are measured in chapter 6.1. 

None of the correlation coefficients is bigger than 0.9, but there are a lot of significance coefficients bigger than 0,05. The variable PERSONALITY_CONSCIENTIOUSNESS does not have any single significance coefficient under 0.05, so this variable need to be eliminated based on this correlation matrix. The variable MUSIC_NOT_POPULAR only has two significance coefficients under the 0.05, this low number of significance coefficients can be caused by the music types within this variable. This component consists from Folk and Religious music and had a very low mean. This music type component can be eliminated because of the low significance coefficients but also because the respondents do not like these music types, so there is too little interest in these music types and the adding component. The other variables all have more than three items under the significance coefficients of 0.05 and will be used for the hypotheses testing. 

For the Kaiser-Meyer-Olkin (KMO) measure we need to have a value bigger than 0.5 and the significance of Bartlett’s test of sphericity need to significant, so it must be lower than 0.05. The values of the KMO 

Figure 4: Values of the KMO and Bartlett’s Test

	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	,527

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	206,168

	
	df
	91

	
	Sig.
	,000


The KMO of this research is 0.527.The KMO needs to be bigger than 0.5 and between 0.5 and 0,7 is a mediocre value. This value is valid for this research, but is not very high (or strong). The significance of Bartlett’s test of sphericity is 0.000, so it is below 0,05 and therefore valid. 
The next step in this correlation matrix process is to look at the anti-image correlation matrix. The diagonal elements of the matrix should be above the bare minimum of 0.5. If the diagonal elements are above 0.5, than these variables need to be considered for excluding them for the analysis. If variables need to be excluded, the new KMO and the anti-image correlation matrix have to be re-examined. The anti-image correlation matrix is stated in appendix 2.6. In this matrix are five variables that have a value below 0.5. These variables are: PERSONALITY_EMOTIONAL_STABILITY, PERSONALITY_CONSCIENTIOUSNESS, BRAND_RUGGEDNESS, MUSIC_INTENSE_REBELIOUS and MUSIC_ENERGETIC_RHYTHMIV. These five variables are divided in two music preference components, two personality trait components and one brand preference component. The variable “PERSONALITY_CONSCIENTIOUSNESS” also had a negative score in the correlation matrix. So it is obvious that at least this variable will be excluded in this research. 

After excluding the personality variable a new correlation matrix, anti-image matrix and KMO Bartlett’s test will be measured. These new measurements will be carried out because of potential differences in the outcomes. The only differences are in the anti-image matrix. The anti-image correlation values are different than before deleting the personality value, only the differences are too small to make a real difference, see appendix 2.6 New anti-image matrix. 

So the variable “PERSONALITY_CONSCIENTIOUSNESS” will be excluded from the hypotheses testing. The other four variables who did not passed the 0,5 criteria in the anti-image matrix will be used for the hypotheses testing, because the values are still very close to 0,5, so maybe they can give some interesting results  for the hypotheses in spite of their low anti-image matrix.

5.2.2 Hypotheses testing  
The conceptual framework in chapter 2 conducted five different hypotheses. These hypotheses need to be tested via test, correlation or regression models. 
H1: A shared music preference has a positive effect on a common pattern of purchase behavior.

There are five music preference components that need to have a positive effect on the CPPB. The CPPB consist out of four brand components and one market mavenism component. The purpose of this hypothesis is to look if all the music preference components have a specific CPPB. To test this hypothesis it is necessary to use a correlation model. A correlation model is needed to see which components are positive, negative or not related to each other. The correlation matrix is showed in appendix 3.1. 

Four of the different music components have at least one correlation coefficient that is significant. One music preference component, Music not Popular, has no correlation coefficients who are significant. The absence of significant correlation coefficients can be explained by the low Eigenvalue in chapter 5.1.2 and the low score in the correlation matrix of chapter 5.2.1. Because four of the music preference components have significant correlation coefficients it is possible to make a specific CPPB for each of the different music components. The music preference components and CPPB profiles can be situated as the following: 

· Music Reflective and Complex: Brand Competence

The music preference component “Reflective and Complex” has a relationship with the brand preference component “Competence”. This means that people who are labeled with the music preference badge of “Reflective and Complex”, also like brands that can be categorized under the label “Brand Competence”. 

· Music Intense and Rebellious: Brand Excitement (negative)

The music preference component “Intense and Rebellious” only haves a relationship with the Brand preference component of “Excitement”. However this relationship is negatively, so people who can be labeled with this music preference badge will definitely not like brands that belong to the component of “Brand excitement”. 

· Music Energetic and Rhythmic: Brand Ruggedness (negative), Brand Sincerity (negative) and Market Mavenism

The music preference component “Energetic and Rhythmic” has relationships with three components of the CPPB. This music preference component has two negative relationships with a brand preference component and a positive relationship with the market mavenism component. So people who are labeled with the music preference of “Energetic and Rhythmic” have a negative feeling with brands that are situated in the “Brand Ruggedness” and “Brand Sincerity” component. However this music preference component have a positive relationship with the market mavenism component, so these people are very good for marketing objectives that need market mavens.  

· Music Upbeat and Conventional: Brand Excitement, Brand Competence and Market Mavenism

The music preference component “Upbeat and Conventional” can be seen as the most general group. This music preference component has three positive relationships with other CPPB components. People within this music preference component like brand who belong to the brand preference components “Excitement” and “Competence”. The people within this music preference component also are market mavens. 

So we can conclude that people within the music preference component “Upbeat and Conventional” have the most general and broad correlation with the CPPB and the other groups are more specific in their CPPB outcomes. 
The next step for this hypothesis is to make a multiple regression model for the CPPB. The Music preferences components are the independent variables and the CPPB components are the outcome variables. Within this multiple regression model the variable community proneness will be added. The outcome of this variable is needed for hypothesis 3, see appendix 3.3. 

The R squares of all the multiple regression models for the CPPB are listed below.

Figure 5: R square model of the multiple regression CPPB model

	 
	 
	 
	R² Model 
	 
	 

	 
	
	
	
	
	 

	Model
	Brand Ruggedness
	Brand Excitement
	Brand Sincerity
	Brand Competence
	Market Maven

	1
	0,009
	0,001
	0
	0,058
	0,024

	2
	0,03
	0,131
	0,009
	0,058
	0,038

	3
	0,055
	0,136
	0,059
	0,063
	0,082

	4
	0,093
	0,205
	0,085
	0,087
	0,134

	5
	0,116
	0,206
	0,088
	0,091
	0,134

	6
	0,128
	0,208
	0,091
	0,091
	0,204


The total scores of the R squares of each of the dependent variables combined with the music preference components are showed at model 5. The difference between model 5 and 6 is the variable community proneness which is needed for answering hypothesis 3. 

The R square scores showed at model 5 are very low. Only the 0,208 score on “Brand Excitement” is an indication of a predictive relationship between that variable and the music preference components. The significance scores of the multiple regression models are listed below.

Figure 6: significance scores of the multiple regression CPPB model

	 
	 
	 
	p - values
	 
	 

	 
	
	
	
	
	 

	Model
	Brand Ruggedness
	Brand Excitement
	Brand Sincerity
	Brand Competence
	Market Maven

	1
	,350a
	,810a
	,899a
	,018a
	,138a

	2
	,245b
	,001b
	,656b
	,115c
	,169b

	3
	,160c
	,004c
	,135c
	,082d
	,052c

	4
	,065d
	,000d
	,090d
	,063b
	,012d

	5
	,048e
	,001e
	,138e
	,125e
	,025e

	6
	,056f
	,002f
	,196f
	,198f
	,002f


Not all these scores are significant (p < 0,05). The brand preference component “Excitement” is very significant and furthermore we can conclude that model 5, all music preference components, are in three out of five variables significant. 

Figure 7: t-statistics and their p-values of the multiple regression CPPB model
	
	
	
	t statistics and p - values
	
	
	
	
	 

	 
	Brand Ruggedness
	Brand Excitement
	Brand Sincerity
	Brand Competence
	Market Maven

	Music component
	t
	p
	t
	p
	t
	p
	t
	p
	t
	p

	Reflective Complex
	1,332
	0,186
	0,244
	0,808
	0,27
	0,788
	1,953
	0,054
	0,606
	0,546

	Intense Rebellious
	-1,339
	0,184
	-3,672
	0
	-1,41
	0,162
	0,071
	0,944
	-0,394
	0,695

	Energetic Rhythmic
	-1,539
	0,128
	-0,715
	0,477
	-1,8
	0,075
	0,52
	0,604
	1,33
	0,187

	Upbeat Conventional
	2,117
	0,037
	2,54
	0,013
	1,693
	0,094
	1,439
	0,154
	1,478
	0,143

	Music not popular
	-1,653
	0,102
	0,424
	0,673
	0,511
	0,611
	-0,625
	0,533
	0,101
	0,92

	Community proneness 
	-1,076
	0,285
	0,496
	0,621
	-0,562
	0,576
	-0,023
	0,982
	2,767
	0,007


In figure 7 are the t-statistic scores with their p – values listed. In this figure are very few t-statistics who are significant. The music component upbeat and conventional has a negative t-statistic, but significant, with the brand component ruggedness. The components intense rebellious and brand excitement have the same problem. The only positive aspect of this table is the big t-statistic and low p – value of community proneness on market mavenism. These scores indicate a big predictive power of community proneness on market mavenism. These results can be used for hypothesis 3. 

The conclusion of these scores is that the predictive power of music preference on the CPPB is very low. The combined power of all music preference components has a low significant predictive power on the CPPB, but it cannot be underestimated. For the market mavenism component, including community proneness, the R square score is above 20,4% and this also counts for the brand preference component “Excitement” (20,8%). So the results for this hypothesis are a bit mixed. The correlation scores of the music preferences on the CPPB are clear and useable. But the predictive power of music preferences on the CPPB is very low. So there is a relationship between the music preferences and the CPPB, but this relationship is not very specific, strong and predictive.  

H2: Consumer characteristics do not have an effect on the common pattern of purchase behavior.

To see if the consumer characteristics only have a control function in this research, a multiple regression model will be used. This multiple regression model will look if the variation in the outcome of the CPPB can partly be explained by the consumer characteristics. CPPB need to be divided into the brand performance and the word of mouth (market mavenism) component. However, for the consumer characteristics variables, dummies need to be created in SPSS. All these dummies will be averaged to one variable “Consumer characteristics”. This variable will be the independent variable and the CPPB will be the dependent variable in a simple regression model. The purpose of this measurement is to see whether consumer characteristics have the same or different influence on the CPPB as the music preference components. The outcome of the simple regression model for the predictive power of consumer characteristics on the CPPB are listed in appendix 3.2. In these tables it is clearly showed that the predictive power of the consumer characteristics are zero. The R square is zero and not significant (p = 0,891). So consumer characteristics certainly have no effect on the CPPB. 

H3: The effect that a shared music preference has on a common pattern of purchase behavior is stronger when consumers have high community proneness.

The community proneness variable is based on how many social websites people have, and therefore how community proneness consumers are. This variable was added as an extra model in the multiple regression model of hypothesis 1, see appendix 3.3. The impact of the variable community proneness is very clear to see in figure 5. In figure 8 the differences of the R square scores between model 5 and 6 is the impact of community proneness. In figure 8 the two models and the difference between them are listed.

Figure 8: R square cores of the multiple regression CPPB model with community proneness differences
	 
	 
	 
	R² Model 
	 
	 

	 
	
	
	
	
	 

	Model
	Brand Ruggedness
	Brand Excitement
	Brand Sincerity
	Brand Competence
	Market Maven

	5
	0,116
	0,206
	0,088
	0,091
	0,134

	6
	0,128
	0,208
	0,091
	0,091
	0,204

	Difference
	0,012
	0,002
	0,003
	0
	0,07


In figure 8 it is very clear to see that community proneness has almost no influence on the brand preference components within the CPPB. But on the market mavenism variable, community proneness has obviously an influence. The difference between model 5 and 6 is 0,07 and this is 34,3% of the total score of model 6. 

The t-statistic value of community proneness on market mavenism in figure 7 is also significant and high, therefore we can conclude that community proneness not only makes the relationship between music preferences and the market mavenism variable stronger, but it has its own relationship with market mavenism.  

H4: Consumer characteristics have a positive effect on a shared music preference.

It is common known that particular music types are related to specific consumer characteristics. So it is assumable that the different music preference components have specific consumer characteristics. For this hypothesis a correlation matrix is made out of the music preference components and the different consumer characteristic variables. However, for the consumer characteristics variables, dummies need to be created in SPSS and the “Age” variable needed to be arranged in categories. 

The correlation matrix is listed in appendix 3.4. In the matrix are five music preference columns and five consumer characteristic variables with in total 21 different categories. The purpose of this matrix is to see if the music preference components have specific consumer characteristics patterns. 

Gender

The consumer characteristic “Gender” is normally divided in male and female. Male consumers look to have a positive relationship with the music preference components of “Reflective and Complex” and “Energetic and Rhythmic” and a negative relationship with “Upbeat and Conventional”. Female consumers look to have opposite relationships with the music preference components. Female consumers have negative relationships with the music preference components of “Reflective and Complex” and “Energetic and Rhythmic” and a positive relationship with “Upbeat and Conventional”. So male and female consumers have opposite music preferences. 

Age

Consumers who are between 19-30 years old have a clear positive relationship with the music preference component “Energetic and Rhythmic”. Consumers within this age category have negative relationships with all the other music preference components. So people within this age category really like this music preference component. Consumers between 31-40 years old have a positive relationship with the music preference component “Upbeat and Conventional”. Consumers between 41-50 years old and older than 50 years have a positive relationship with the music preference component “Reflective and Complex”. So three out of the five music preference components can be labeled very well with an age category, especially the young adults of 19-30 years old.  
Education

The consumers who finished their low school and MBO as their last education have a positive relationship with the music preference component “Not Popular”. Consumers with a HBO/Bachelor degree have a positive relationship with the music preference component “Energetic and Rhythmic” and consumers with a master degree have a negative relationship with this music preference component. So the education variable is very difficult to use for a music preference pattern. 

Income

Consumers with a monthly income between 0-1000 euro have a positive relationship with the music preference component “Energetic and Rhythmic”. Consumers with a monthly income between 1001-2000 euro have positive relationships with the music preference components “Intense and Rebellious” and “Not Popular”. Consumers with a monthly income between 2001-3000 euro have positive relationships with the music preference components “Reflective and Complex” and “Upbeat and Conventional”. Consumers who have a monthly income of more than 4000 euro’s have a positive relationship with the music preference component “Upbeat and Conventional”. 

Household situation

There are no significant correlations for the household situation variable. 

The usable consumer characteristics for the music preference components are: gender, age and income. The categories within these consumer characteristics variables can make correlation patterns for the music preference component. These correlation patterns are: 

· Reflective and Complex; male, older than 41 years and a monthly income of 1001-2000 euro’s and more than 4000 euro’s 

· Intense and Rebellious; a monthly income of 1001-2000 euro’s

· Energetic and Rhythmic; male, 19-30 years old and a monthly income of 0-1000 euro’s

· Upbeat and Conventional; female, 31-40 years old and a monthly income of 2001-3000 euro’s
· Not popular; a monthly income of 1001-2000 euro’s

So to conclude this hypothesis, consumer characteristics have a positive influence on a shared music preference. The music preference components can be labeled with different consumer characteristics, but not all. Only gender, age and income are usable to make consumer patterns within music preference components. So these consumer characteristics can give some information about the consumers who have specific music preferences. 
H5: Consumers personality trait has a positive effect on a shared music preference.

This hypothesis is based on the relationship between the consumer personality components and the music preference components. Previously in this research, chapter 3, it is stated that the different music preference components will likely have a relationship with one of the personality trait components, because music preference is a kind of personality trait on his own. To look if the music preference components have a relationship with the different personality trait components a correlation analyze will be conducted, see appendix 3.2. 

The correlation matrix of the personality trait components and the music preference components conducted the following results:

· Personality Extraversion: Music Energetic and Rhythmic

The personality trait “Extraversions” has a positive correlation with the music preference component “Energetic and Rhythmic”. But this correlation is very low (0,171). 

· Personality Agreeableness: Music Reflective Complex and Music Upbeat Conventional. The personality trait component “Agreeableness” has a positive relationship with two music preference components, “Reflective Complex” and “Music Upbeat”. 

· Personality Emotional Stability: Music Reflective Complex and Music Upbeat

The personality trait component “Emotional Stability” has a positive relationship with two music preference components, “Reflective Complex” and “Music Upbeat”. These two music preference components are the same as the personality trait component “Agreeableness”. 

From the results of the correlation matrix we cannot conclude that people with the same personality trait have the same music preference. There can only be concluded that the personality traits have a relationship with different types of music preferences, but not all preferences and two types of personality traits have the same relationship. To see if the personality trait components have a predictive power on specific music preference components we need to make a multiple regression model. The first step in this process is to do a multiple regression analyze between all the components of the personality trait variable and these need to be compared with each of the music preference components, who are the outcome variables. 

In appendix 3.5 are all multiple regression analyses listed for each of the music preference components. The outcomes are very clear. None of the R squares are higher than 0,10, most of them even lower than 0,05. None of the F-ratio’s are significant (p < 0,05) and also the Beta’s and t-statistics are very low and insignificant (p < 0,05). So the predictive power of the personality trait variable on the music preference variable is negligible. 

So we can conclude for this hypothesis that the personality trait of consumer has no predictive effect on music preferences. However, it is worth mentioning that the only relationship between these two variables is the positive correlation between the three remaining personality trait components and three music preference components. So there is a relationship between personality traits and music preferences, but this relationship has no predictive power. 
6 Conclusions

6.1 Conclusion

The starting point of this research is whether people with the same music preferences have the same common pattern of purchase behaviour (CPPB). The CPPB exists out of two main variables: Market Mavenism and Brand Preference. Market mavenism has only one component and brand preferences consists out of four components, each of these components stands for a different type of brand personality. The music preference variable consist out of five components, each of these components stands for a music type with different music genres in it. The music preference component “Music Not Popular” is not going to be analyzed for the conclusion, there are multiple reasons for this action. The first issue is that this component already had big troubles to be a component in the first place, the Eigenvalue was just with a minimum score above one and the cronbach’s alpha score was not acceptable. The numbers of significance scores in the correlation matrix in chapter 5.2.1 were very low. With the hypotheses testing in chapter 5.2.2, this component had only one positive relationship within the correlation matrixes and regression models. The last reason is that the consumer who participated in the questionnaire also gave the music genres within this component (Religious and Folk) a very low score, a mean of 1,43 and 2,08 (see figure 2). So the purpose of this component within this research is negligible.  

First the different kinds of variables who influence the shared music preference variable will be discussed. According to former research there are two variables that directly, see figure 1 conceptual framework, have a relationship with the variable shared music preference: Personality Traits and Consumer Characteristics. There is one difference between the natures of the relationship of the two variables with the music preference variable. The relationship of the personality traits on the music preferences is based on the predictive power the personality trait components have on the music preference components. The consumer characteristics variable only want to give information about which characteristics have a relationship with the different music preference component. The purpose of this relationship is to see which type of consumers can be found within the different shared music preference based communities. 

The predictive power of the personality trait components are zilch. None of the personality trait components has a significant part of predictive power on the music preference components. But in the correlation matrix it was showed that there are relationships between personality trait components and the music preference components. The personality trait Extraversion has a relationship with the music preference of Energetic and Rhythmic. The two personality traits Agreeableness and Emotional Stability both have a relationship with the music preference components of  Music Reflective Complex and Music Upbeat Conventional. 


The purpose of the relationship of the consumer characteristics on the shared music preference variable is to make a consumer profile about the different music preference components. The variables ”gender”, “age” and “Income” are the only useable characteristics for the relationship with the shared music preference variable. 

In the figure below are the personality trait components and the consumer characteristics profiles of the different music preference components are showed. The purpose of this figure is to give information about the consumers who have a particular shared music preference, so who are within one community. 

 Figure 9: Shared Music Preference consumer profiles



The second step of this research was to look if the music preference components can say something about the consumer behavior of the respondents. This consumer behavior variable was divided into two components, brand preferences and market mavenism, and was called a Common Pattern of Purchase Behavior (CPPB). This CPPB was also tested on the influence of the consumer characteristics variable, but the results were very clear that there was no relationship between them. The relationship of the music preference components and the CPPB had a moderating variable called community proneness. The relationship between the music preference components and the CPPB was divided into two parts, a correlation and predictive part. The correlation matrix was a good model to see which components had a relationship with each other, the predictive part was to look how strong these relationships are and if the music preference component can predict the outcome of the CPPB. The correlation relationships between the components are listed below in figure 10. The green arrows are positive relationships and the red arrows are negative relationships. 

Figure 10: Relationships between a Shared Music Preference and the CPPB


The predictive power of a shared music preference on the CPPB was tested in hypothesis 1. The results were different than expected, the predictive power on the CPPB was very low. All music preference components together were able to predict 20,6% of the brand preference component “Excitement” and together with community proneness 20,8% of the market mavenism component, the predictive power on the other brand preference components were to low. To create a CPPB based on the predictive power of a shared music preference is very difficult, because not all the music preference components have significant relationships with a CPPB type. So this CPPB is not based on only significant scores, the strongest relationships were also included in this CPPB, only then it is possible to create a kind of predictive CPPB of each shared music preference type. These shared music preference types are listed below in figure 11. 

Figure 11: The CPPB of each shared music preference


The red arrows shows negative relations and the green arrows are positive relationships. Each music preference component has its own positive or negative predictive relationship with a CPPB component and is neutral to other ones. The conclusion of this CPPB is that a shared music preference cannot predict the outcome of market mavenism and has a very low, and sometimes insignificant, predictive power on the brand preference components. So to give a CPPB for each shared music preference the correlation relationships in figure 10 will be used. This figure gives all the positive and negative relationships for the different kind of shared music preference based community and their CPPB. 

Furthermore the influence of the community proneness variable on the relationship between the CPPB and all the music preferences was only apply able to the market mavenism component. Also the community proneness variable has its own relationship with the market mavenism variable, this was not expected. The result of this community proneness variable is logical to explain. Community proneness is about how active somebody is on social media and society memberships, earlier in this research it has already been told that social media is based on telling somebody about something you experienced, and this philosophy is also applicable to the market mavenism theory. So we can conclude that the level of community proneness of consumers shows us how market maven somebody can be. 

6.2 Research questions

In this paragraph the research question will be answered. 

Which characteristics of the common pattern of purchase behavior can be predicted through a shared music preference?
The shared music preference variables were divided into two different results, the predictive power the variables had and the correlations between these variable and the CPPB. The predictive power on the CPPB is very low but all the brand preference components of the CPPB had a relationship with one shared music preference. The market mavenism variable within the CPPB had no predictive relationship with a shared music preference but with the variable community proneness. All shared music preferences were able to have a predictive power only on the brand preference “Excitement”, together with the moderating variable of community proneness market mavenism could be predicted. Because of these low predictive powers of the shared music preferences, the final CPPB consisted out of the correlations between the shared music preferences and the different CPPB components. 

The four shared music preferences all have a specific CPPB. These specific CPPB’s consisted out of all the different kind of components. So all four different kinds of brand preference components and the market mavenism components are used for developing the different CPPB’s. The final CPPB profiles of the shared music preference based communities are showed in figure 12, the red boxes are negative relationships and the green boxes are positive relationships. 

Figure 10: CPPB model of the shared music preference communities







Which characteristics of a shared music preference influence the common pattern of purchase behavior amongst community members?
It was assumable that the results of the different kind of shared music preferences were able to be predicted by the different personality trait components. The results showed that there was no predictive power of the personality traits on the shared music preferences. Also the consumer characteristics had no predictive power on the CPPB. So only the four shared music preference components influence the CPPB. 

Which types of shared music preferences can predict the common pattern of purchase behavior amongst community members?
The variable shared music preference consisted out of five original components. The shared music preference component “Music not Popular” had significant problems with a lot of different analyzes, so this component was not participating within the final results and conclusion. So the shared music preference variable had four different types of components left who influenced the CPPB. The four types of shared music preferences are: Reflective and Complex; Intense and Rebellious; Energetic and Rhythmic and Upbeat and Conventional.
6.3 Limitations

In this chapter the limitations of the validity will be discussed. The validity consists out of an internal and external component.
Internal validity
The first issue concerning the internal validity are the components created out of the different scales. Most components created out of the scales were not confirming the components that needed to be created out of the scales. So the validity of the results of these components can be questioned. 

For future research about this topic the scales and marketing variables that are used within this research need to be revised. The marketing variable brand preference within the CPPB can be questioned. It was very difficult to get a measurement for brand liking. Because there was no useable measurement for Brand liking, this variable was transformed into brand preferences. Brand preference was measured through a brand personality scale, and the personality of the brand thought to present the brand preference of consumers. 

Nevertheless the components and scales who are created and used in this research conducted a CPPB based on the shared music preference of consumers. So communities based on their music preference can have a specific pattern of purchase behavior. 

External validity

The research group of this research is not representative for the normal population. The male/female ratio is not normal divided, respondents have a low average age, a big part of the respondents still lives with their parents and respondents were highly educated. These issues are a big problem for the external validity, but the foundation of this research is based on social media. The general population on social media is not yet know, but it is assumable that it differs from the normal population.  The external validity issues can be explained by the fact that the questionnaire was send to friends within the social media websites. In general, a group of friends do not reflect a normal population. Future research need to use respondents who are representative for the general population on social media. 
7 Managerial Implications 
The main purpose of this study is to show managers and marketers that social media creates a lot of new opportunities for them. Communities and networks are getting more important in this new Web 2.0 based world. The last decennia’s it cost a lot of effort for managers and companies to reach their target customers. The internet, and especially social media, gave these managers and companies’ new useable channels to reach their consumers again. Managers are now able to reach their target customers through micro marketing. This research shows us that it is not only possible to reach the customers again, but also to predict the behaviour of these consumers based on what kind of community they belong to. Within this research music preference based communities were used. The results of this research were very clear that it is possible to predict the purchase behaviour of communities, but the results were not as specific and strong than was hoped for. 

Nevertheless the outcome of the common pattern of purchase behaviour is very useful. Companies are investing a lot money in the music business for advertising. The results of this study shows that not all music groups like the same brands. So based on the brand personality of a company, it is wise to look which music types have a positive or negative relationship with that brand personality, because each shared music preference has a different brand preference. Also the presence of market mavens within the shared music preference communities are different. If managers are looking for maket mavens, not all music preference based communities are useful for that purpose. So managers need to look at the “CPPB model of the shared music preference communities” to see which music preference based communities are more market maven. 

The most unexpected finding of this research is that the more community proneness somebody is, the more market maven that person is. The explanation for phenomenon is very logical, but actually see it within the data is very interesting. 
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Appendix

Appendix 1 Questionnaire
Questionnaire to measure the influence of music preference on purchase behavior
Dear participant,
My name is Tim Stierman and I am a master graduate student at the Erasmus University Rotterdam. I am currently writing my master thesis and this questionnaire is aimed at obtaining valuable information for my research. This questionnaire will approximately take 5 minutes of your time. Thank you very much for filling it in!

1) How frequently do you listen to music?

( A couple of times a day

( Everyday

( Once a week

( Rarely

2) Do you go to music concerts or festivals?

( Yes

( No

If answered No, go to question 4.
3) To what extent the following reasons apply to you when you decide to go to a music concert? (1= Not at all; 7= Very much) 
1
2
3
4
5
6
7 

The music of the artist, dj or band?

O
O
O
O
O
O
O

The show of the concert?


O
O
O
O
O
O
O

Be there with other people who 

O
O
O
O
O
O
O

share the same music taste?

Feel part of the concert community when
O
O
O
O
O
O
O

you attend a concert?

4) To what extent do you like the following music genres? (1= Not at all; 7= Very much)
1
2
3
4
5
6
7 

Blues





O
O
O
O
O
O
O

Jazz





O
O
O
O
O
O
O

Classical


 

O
O
O
O
O
O
O

Folk





O
O
O
O
O
O
O

Rock





O
O
O
O
O
O
O

Alternative




O
O
O
O
O
O
O

Heavy Metal


 

O
O
O
O
O
O
O

Country




O
O
O
O
O
O
O

Sound tracks




O
O
O
O
O
O
O

Religious




O
O
O
O
O
O
O

Pop



 

O
O
O
O
O
O
O

Rap/Hip Hop




O
O
O
O
O
O
O

Soul/Funk




O
O
O
O
O
O
O

Electronica/Dance



O
O
O
O
O
O
O
5) Are you a member of any of the following societies (multiple answers possible)?

( Charity organization

( Rotary/Lions

( Sports club

( Store loyalty card (e.g. AH Bonuskaart, Movie rental membership)
( None

Others (please specify): ………………………………………………………………………………………
6) Are you a member of any of the following social media websites (multiple answers possible)?

( Hyves

( LinkedIn

( Facebook

( Twitter

( Hi5

( Windows Live

( MySpace
( Last.fm
( None
Others (please specify): ………………………………………………………………………………………
7) How frequently do you use social media websites?

( A couple of times a day

( Once a day

( Twice a week

( Once a week

( Rarely 
8) What is your evaluation of the following brands? (1=poor brand; 7=excellent brand)

1
2
3
4
5
6
7
Apple





O
O
O
O
O
O
O

IBM





O
O
O
O
O
O
O

Coca-Cola




O
O
O
O
O
O
O

Pepsi





O
O
O
O
O
O
O

Marriott Hotels



O
O
O
O
O
O
O

Holiday Inn Hotels



O
O
O
O
O
O
O

Nike Athletic Shoes



O
O
O
O
O
O
O

Reebok Athletic Shoes


O
O
O
O
O
O
O

Marlboro Cigarettes



O
O
O
O
O
O   
O
Camel Cigarettes



O
O
O
O
O
O
O
9) To what extent do the following statements apply to you? (1= Strongly disagree; 7= Strongly agree)

1
2
3
4
5
6
7
I like introducing new brands and product
O
O
O
O
O
O
O

to my friends.

I like helping people by providing them 
O
O
O
O
O 
O
O

with information about my kinds of products.

People ask me for information about 

O
O
O
O
O
O
O products, places to shop, or sales.

If someone asked where to get the best 
O
O
O
O
O
O
O
Buy on several types of products, I could 
tell him or her where to shop. 
My friends think of me as a good source of 
O
O
O
O
O 
O
O

information when it comes to new products 

or sales.

Think about a person who has information 
O
O
O
O
O
O
O

about a variety of products and likes to 
share this information with others. This 
person knows about new products, sales, 
stores etc. but does not necessarily feel an 
expert on one particular product. How well 
would you say that this description fits you?

10) Here are a number of personality traits that may or may not apply to you. You should rate the extent to which the pair of traits applies to you, even if one characteristic applies more strongly than the other. (1= Strongly disagree; 7= Strongly agree):

1
2
3
4
5
6
7
Extraverted and enthusiastic


O
O
O
O
O
O
O
Critical and quarrelsome


O
O
O
O
O 
O
O
Dependable and self-disciplined

O
O
O
O
O
O
O
Anxious and easily upset


O
O
O
O
O
O
O
Open to new experiences and complex 
O
O
O
O
O
O
O
Reserved and quiet


 
O
O
O
O
O
O
O
Sympathetic and warm

 
O
O
O
O
O
O
O
Disorganized and careless

 
O
O
O
O
O
O
O
Calm and emotionally stable

 
O
O
O
O
O
O
O
Conventional and uncreative


O
O
O
O
O
O
O
11) What is your gender?
( Male
( Female

12) How old are you?

…………

13) What is your highest finished education?

( None

( Lower school
( High school
( MBO

( HBO/Bachelor 

( Master
14) What is your net monthly income category?

( 0 – 1.000 Euro’s 

( 1.001 – 2.000 Euro’s 

( 2.001 – 3.000 Euro’s 

( 3.001 – 4.000 Euro’s 

( More than 4000 Euro’s 

15) How is your household situation at this moment?

( Living with my parents
( Living alone

( Living together with a partner

( Living together with my partner and at least one child
16) Did you have any problems with filling out this questionnaire in English? 

( No
( Yes
Thank you for filling in my questionnaire!

Appendix 2 SPSS Results

Appendix 2.1 Music preferences

Eigenvalues of the music preference scale

	Total Variance Explained

	Component
	Initial Eigenvalues
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	3,308
	23,629
	23,629
	2,509
	17,924
	17,924

	2
	1,874
	13,388
	37,017
	2,305
	16,466
	34,389

	3
	1,668
	11,914
	48,931
	1,872
	13,370
	47,760

	4
	1,414
	10,102
	59,032
	1,494
	10,674
	58,433

	5
	1,011
	7,219
	66,252
	1,095
	7,818
	66,252

	6
	,911
	6,511
	72,763
	
	
	

	7
	,835
	5,964
	78,726
	
	
	

	8
	,717
	5,124
	83,850
	
	
	

	9
	,526
	3,759
	87,609
	
	
	

	10
	,484
	3,455
	91,063
	
	
	

	11
	,433
	3,092
	94,156
	
	
	

	12
	,386
	2,756
	96,911
	
	
	

	13
	,231
	1,649
	98,560
	
	
	

	14
	,202
	1,440
	100,000
	
	
	

	Extraction Method: Principal Component Analysis.


Factor Loadings music preferences on five Varimax-Rotated Principal Components
	Rotated Component Matrixa

	
	Component

	
	1
	2
	3
	4
	5

	To what extent do you like Blues?
	,835
	,095
	-,096
	-,020
	-,095

	To what extent do you like Jazz?
	,839
	,041
	,167
	-,008
	-,038

	To what extent do you like Classical music?
	,749
	,252
	-,124
	-,008
	,143

	To what extent do you like Folk?
	,129
	,351
	-,391
	-,236
	,413

	To what extent do you like Rock?
	,300
	,725
	,044
	,128
	,117

	To what extent do you like Alternative music?
	,013
	,846
	-,013
	,026
	,150

	To what extent do you like Heavy Metal?
	,134
	,751
	-,162
	-,062
	-,018

	To what extent do you like Country?
	,444
	,240
	-,366
	,368
	-,032

	To what extent do you like Sound Tracks?
	,020
	,145
	-,036
	,798
	,001

	To what extent do you like Religious?
	-,088
	,155
	,123
	,159
	,799

	To what extent do you like Pop?
	,001
	-,389
	,039
	,632
	,200

	To what extent do you like Rap and HipHop?
	-,186
	-,065
	,839
	,046
	,006

	To what extent do you like Soul and Funk?
	,382
	-,073
	,750
	-,153
	,156

	To what extent do you like Electronic and Dance music?
	-,190
	,200
	,469
	,441
	-,391

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 6 iterations.


Appendix 2.2 Community Proneness 
Membership in societies

	MEMBER_SOCIETY

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	6
	6,3
	6,3
	6,3

	
	1
	29
	30,2
	30,2
	36,5

	
	2
	41
	42,7
	42,7
	79,2

	
	3
	17
	17,7
	17,7
	96,9

	
	4
	3
	3,1
	3,1
	100,0

	
	Total
	96
	100,0
	100,0
	


Memberships on social media websites

	MEMBER_SOCIAL_MEDIA

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	0
	1
	1,0
	1,0
	1,0

	
	1
	12
	12,5
	12,5
	13,5

	
	2
	21
	21,9
	21,9
	35,4

	
	3
	23
	24,0
	24,0
	59,4

	
	4
	28
	29,2
	29,2
	88,5

	
	5
	9
	9,4
	9,4
	97,9

	
	6
	1
	1,0
	1,0
	99,0

	
	8
	1
	1,0
	1,0
	100,0

	
	Total
	96
	100,0
	100,0
	


Total memberships 
	COMMUNITY_PRONENESS

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1
	2
	2,1
	2,1
	2,1

	
	2
	6
	6,3
	6,3
	8,3

	
	3
	13
	13,5
	13,5
	21,9

	
	4
	23
	24,0
	24,0
	45,8

	
	5
	16
	16,7
	16,7
	62,5

	
	6
	22
	22,9
	22,9
	85,4

	
	7
	4
	4,2
	4,2
	89,6

	
	8
	8
	8,3
	8,3
	97,9

	
	9
	1
	1,0
	1,0
	99,0

	
	10
	1
	1,0
	1,0
	100,0

	
	Total
	96
	100,0
	100,0
	


Appendix 2.3 Brand Preference
Eigenvalues of the brand preference scale
	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	3,197
	31,971
	31,971
	3,197
	31,971
	31,971
	2,198
	21,976
	21,976

	2
	1,873
	18,730
	50,701
	1,873
	18,730
	50,701
	1,834
	18,340
	40,316

	3
	1,133
	11,331
	62,031
	1,133
	11,331
	62,031
	1,778
	17,776
	58,092

	4
	1,014
	10,142
	72,173
	1,014
	10,142
	72,173
	1,408
	14,081
	72,173

	5
	,777
	7,769
	79,942
	 
	 
	 
	 
	 
	 

	6
	,709
	7,093
	87,035
	 
	 
	 
	 
	 
	 

	7
	,509
	5,093
	92,128
	 
	 
	 
	 
	 
	 

	8
	,351
	3,508
	95,636
	 
	 
	 
	 
	 
	 

	9
	,274
	2,737
	98,373
	 
	 
	 
	 
	 
	 

	10
	,163
	1,627
	100,000
	 
	 
	 
	 
	 
	 


Factor Loadings brand preferences on four Varimax-Rotated Principal Components
	Rotated Component Matrixa

	
	Component

	
	1
	2
	3
	4

	What is your evaluation of the Apple brand
	-,150
	,872
	,060
	,049

	What is your evaluation of the IBM brand
	,165
	,162
	-,060
	,898

	What is your evaluation of the Coca-Cola brand
	,652
	,301
	,045
	-,097

	What is your evaluation of the Pepsi brand
	,273
	,438
	,486
	,088

	What is your evaluation of the Marriot Hotel brand
	,246
	,247
	,630
	,231

	What is your evaluation of the Holiday Inn brand
	,084
	,046
	,899
	-,032

	What is your evaluation of the Nike brand
	,148
	,810
	,228
	,197

	What is your evaluation of the Reebok brand
	-,152
	,066
	,474
	,685

	What is your evaluation of the Marlboro brand
	,888
	-3,789E-5
	,150
	,107

	What is your evaluation of the Camel brand
	,865
	-,204
	,169
	,086

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 6 iterations.


Appendix 2.4 Market Maven

	Total Variance Explained

	Component
	Initial Eigenvalues

	
	Total
	% of Variance
	Cumulative %

	1
	3,786
	63,104
	63,104

	2
	,879
	14,653
	77,757

	3
	,491
	8,188
	85,945

	4
	,375
	6,246
	92,190

	5
	,267
	4,444
	96,635

	6
	,202
	3,365
	100,000

	Extraction Method: Principal Component Analysis.

	Component Score Coefficient Matrix

	
	Component

	
	1

	I like introducing new brands and product to my friends.
	,209

	I like helping people by providing them with information about many kinds of products.
	,204

	People ask me for information about products, places to shop, or sales.
	,203

	If someone asked where to get the best buy on several types of products, I could tell him or her where to shop. 
	,226

	My friends think of me as a good source of information when it comes to new products or sales. 
	,220

	How well would you say that this description fits you? 
	,195

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization. 

 Component Scores.

	Statistics

	 
	 
	I like introducing new brands and product to my friends.
	I like helping people by providing them with information about many kinds of products.
	People ask me for information about products, places to shop, or sales.
	If someone asked where to get the best buy on several types of products, I could tell him or her where to shop. 
	My friends think of me as a good source of information when it comes to new products or sales. 
	How well would you say that this description fits you? 

	N
	Valid
	96
	96
	96
	96
	96
	96

	
	Missing
	0
	0
	0
	0
	0
	0

	Mean
	4,72
	4,53
	4,15
	4,54
	4,24
	4,31

	Std. Error of Mean
	,166
	,157
	,146
	,153
	,148
	,144

	Std. Deviation
	1,627
	1,542
	1,429
	1,500
	1,449
	1,409


Appendix 2.5 Personality Traits
Eigenvalues personality traits

	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	2,364
	23,639
	23,639
	2,364
	23,639
	23,639
	1,858
	18,581
	18,581

	2
	1,366
	13,659
	37,298
	1,366
	13,659
	37,298
	1,645
	16,450
	35,031

	3
	1,222
	12,224
	49,522
	1,222
	12,224
	49,522
	1,343
	13,429
	48,460

	4
	1,086
	10,862
	60,384
	1,086
	10,862
	60,384
	1,192
	11,924
	60,384

	5
	,963
	9,627
	70,011
	 
	 
	 
	 
	 
	 

	6
	,806
	8,065
	78,076
	 
	 
	 
	 
	 
	 

	7
	,722
	7,217
	85,293
	 
	 
	 
	 
	 
	 

	8
	,592
	5,920
	91,213
	 
	 
	 
	 
	 
	 

	9
	,463
	4,627
	95,840
	 
	 
	 
	 
	 
	 

	10
	,416
	4,160
	100,000
	 
	 
	 
	 
	 
	 


Factor Loadings personality traits on four Varimax-Rotated Principal Components
	Rotated Component Matrixa

	
	Component

	
	1
	2
	3
	4

	Are you extraverted and enthusiastic?
	,756
	,317
	-,103
	-,030

	Are you critical and quarrelsome? (Reverse)
	,060
	-,256
	,798
	,213

	Are you dependable and self-disciplined?
	,030
	,129
	,044
	,879

	Are you anxious and easily upset? (Reverse)
	-,051
	,322
	,574
	-,363

	Are you open to new experiences and complex things?
	,667
	,176
	,160
	,149

	Are you reserved and quiet? (Reverse)
	,722
	-,259
	-,025
	-,077

	Are you sympathetic and warm?
	,271
	,731
	,038
	-,089

	Are you disorganized and careless? (Reverse)
	-,029
	,742
	,056
	,153

	Are you calm and emotionally stable?
	,081
	,378
	,509
	-,089

	Are you conventional and uncreative? (Reverse)
	,482
	,183
	,271
	-,417

	Extraction Method: Principal Component Analysis. 

 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 10 iterations.


Appendix 2.6 Correlation Matrix
	Correlation Matrixa

	 
	 
	PERSONALITY_EXTRAVERSION
	PERSONALITY_AGREEABLENESS
	PERSONALITY_EMOTIONAL_STABILITY
	PERSONALITY_CONSCIENTIOUSNESS
	BRAND_RUGGEDNESS
	BRAND_EXCITEMENT
	BRAND_SINCERITY
	BRAND_COMPETENCE
	MUSIC_REFLECTIVE_COMPLEX
	MUSIC_INTENSE_REBELLIOUS
	MUSIC_ENERGETIC_RHYTHMIC
	MUSIC_UPBEAT_CONVENTIONAL
	MUSIC_NOT_POPULAR
	MARKET_MAVEN_FACTOR

	Correlation
	PERSONALITY_EXTRAVERSION
	1,000
	,252
	,178
	-,030
	-,093
	,147
	,016
	,029
	,107
	,039
	,178
	,075
	-,127
	,241

	
	PERSONALITY_AGREEABLENESS
	,252
	1,000
	,212
	,097
	-,024
	,101
	,183
	,282
	,160
	-,094
	-,049
	,202
	-,145
	,241

	
	PERSONALITY_EMOTIONAL_STABILITY
	,178
	,212
	1,000
	-,039
	-,196
	-,116
	-,042
	,006
	,255
	,086
	,095
	,121
	,046
	,052

	
	PERSONALITY_CONSCIENTIOUSNESS
	-,030
	,097
	-,039
	1,000
	-,142
	-,076
	,067
	,082
	-,105
	,034
	,101
	-,086
	,025
	,125

	
	BRAND_RUGGEDNESS
	-,093
	-,024
	-,196
	-,142
	1,000
	,065
	,362
	,146
	,086
	-,092
	-,164
	,190
	-,158
	-,053

	
	BRAND_EXCITEMENT
	,147
	,101
	-,116
	-,076
	,065
	1,000
	,415
	,312
	-,051
	-,320
	-,100
	,209
	-,127
	,250

	
	BRAND_SINCERITY
	,016
	,183
	-,042
	,067
	,362
	,415
	1,000
	,389
	,006
	-,075
	-,233
	,152
	,060
	,118

	
	BRAND_COMPETENCE
	,029
	,282
	,006
	,082
	,146
	,312
	,389
	1,000
	,261
	,028
	,084
	,217
	-,052
	,194

	
	MUSIC_REFLECTIVE_COMPLEX
	,107
	,160
	,255
	-,105
	,086
	-,051
	,006
	,261
	1,000
	,323
	-,041
	,149
	,123
	,130

	
	MUSIC_INTENSE_REBELLIOUS
	,039
	-,094
	,086
	,034
	-,092
	-,320
	-,075
	,028
	,323
	1,000
	-,030
	,163
	,393
	-,048

	
	MUSIC_ENERGETIC_RHYTHMIC
	,178
	-,049
	,095
	,101
	-,164
	-,100
	-,233
	,084
	-,041
	-,030
	1,000
	-,018
	-,269
	,199

	
	MUSIC_UPBEAT_CONVENTIONAL
	,075
	,202
	,121
	-,086
	,190
	,209
	,152
	,217
	,149
	,163
	-,018
	1,000
	,016
	,222

	
	MUSIC_NOT_POPULAR
	-,127
	-,145
	,046
	,025
	-,158
	-,127
	,060
	-,052
	,123
	,393
	-,269
	,016
	1,000
	-,094

	
	MARKET_MAVEN_FACTOR
	,241
	,241
	,052
	,125
	-,053
	,250
	,118
	,194
	,130
	-,048
	,199
	,222
	-,094
	1,000

	Sig. (1-tailed)
	PERSONALITY_EXTRAVERSION
	 
	,008
	,047
	,389
	,193
	,083
	,441
	,392
	,159
	,357
	,047
	,241
	,117
	,011

	
	PERSONALITY_AGREEABLENESS
	,008
	 
	,023
	,182
	,413
	,173
	,042
	,004
	,066
	,189
	,325
	,028
	,087
	,011

	
	PERSONALITY_EMOTIONAL_STABILITY
	,047
	,023
	 
	,359
	,032
	,138
	,348
	,477
	,008
	,211
	,185
	,128
	,333
	,314

	
	PERSONALITY_CONSCIENTIOUSNESS
	,389
	,182
	,359
	 
	,092
	,237
	,265
	,221
	,162
	,377
	,171
	,209
	,407
	,120

	
	BRAND_RUGGEDNESS
	,193
	,413
	,032
	,092
	 
	,271
	,000
	,084
	,210
	,194
	,061
	,036
	,069
	,308

	
	BRAND_EXCITEMENT
	,083
	,173
	,138
	,237
	,271
	 
	,000
	,001
	,318
	,001
	,174
	,024
	,116
	,009

	
	BRAND_SINCERITY
	,441
	,042
	,348
	,265
	,000
	,000
	 
	,000
	,479
	,242
	,014
	,076
	,286
	,134

	
	BRAND_COMPETENCE
	,392
	,004
	,477
	,221
	,084
	,001
	,000
	 
	,007
	,396
	,215
	,020
	,314
	,034

	
	MUSIC_REFLECTIVE_COMPLEX
	,159
	,066
	,008
	,162
	,210
	,318
	,479
	,007
	 
	,001
	,350
	,080
	,123
	,111

	
	MUSIC_INTENSE_REBELLIOUS
	,357
	,189
	,211
	,377
	,194
	,001
	,242
	,396
	,001
	 
	,389
	,063
	,000
	,326

	
	MUSIC_ENERGETIC_RHYTHMIC
	,047
	,325
	,185
	,171
	,061
	,174
	,014
	,215
	,350
	,389
	 
	,433
	,005
	,030

	
	MUSIC_UPBEAT_CONVENTIONAL
	,241
	,028
	,128
	,209
	,036
	,024
	,076
	,020
	,080
	,063
	,433
	 
	,441
	,018

	
	MUSIC_NOT_POPULAR
	,117
	,087
	,333
	,407
	,069
	,116
	,286
	,314
	,123
	,000
	,005
	,441
	 
	,189

	
	MARKET_MAVEN_FACTOR
	,011
	,011
	,314
	,120
	,308
	,009
	,134
	,034
	,111
	,326
	,030
	,018
	,189
	 


a. Determinant = ,085

	Old Anti-image Matrices 

	 
	 
	PERSONALITY_EXTRAVERSION
	PERSONALITY_AGREEABLENESS
	PERSONALITY_EMOTIONAL_STABILITY
	PERSONALITY_CONSCIENTIOUSNESS
	BRAND_RUGGEDNESS
	BRAND_EXCITEMENT
	BRAND_SINCERITY
	BRAND_COMPETENCE
	MUSIC_REFLECTIVE_COMPLEX
	MUSIC_INTENSE_REBELLIOUS
	MUSIC_ENERGETIC_RHYTHMIC
	MUSIC_UPBEAT_CONVENTIONAL
	MUSIC_NOT_POPULAR
	MARKET_MAVEN_FACTOR

	Anti-image Correlation
	PERSONALITY_EXTRAVERSION
	,563a
	-,223
	-,109
	,065
	,024
	-,183
	-,009
	,133
	-,039
	-,150
	-,164
	,058
	,087
	-,127

	
	PERSONALITY_AGREEABLENESS
	-,223
	,551a
	-,135
	-,095
	,134
	,161
	-,111
	-,220
	-,084
	,165
	,205
	-,166
	,152
	-,128

	
	PERSONALITY_EMOTIONAL_STABILITY
	-,109
	-,135
	,495a
	,064
	,237
	,157
	-,113
	,075
	-,248
	,084
	-,092
	-,152
	-,026
	,057

	
	PERSONALITY_CONSCIENTIOUSNESS
	,065
	-,095
	,064
	,434a
	,139
	,131
	-,127
	-,076
	,123
	-,048
	-,075
	,086
	-,014
	-,133

	
	BRAND_RUGGEDNESS
	,024
	,134
	,237
	,139
	,407a
	,226
	-,398
	-,022
	-,179
	,133
	,105
	-,243
	,233
	,071

	
	BRAND_EXCITEMENT
	-,183
	,161
	,157
	,131
	,226
	,511a
	-,337
	-,218
	-,003
	,346
	,151
	-,230
	,066
	-,160

	
	BRAND_SINCERITY
	-,009
	-,111
	-,113
	-,127
	-,398
	-,337
	,554a
	-,272
	,159
	-,058
	,171
	,080
	-,159
	-,047

	
	BRAND_COMPETENCE
	,133
	-,220
	,075
	-,076
	-,022
	-,218
	-,272
	,610a
	-,262
	-,078
	-,233
	-,061
	,026
	,013

	
	MUSIC_REFLECTIVE_COMPLEX
	-,039
	-,084
	-,248
	,123
	-,179
	-,003
	,159
	-,262
	,520a
	-,282
	,092
	,059
	-,057
	-,136

	
	MUSIC_INTENSE_REBELLIOUS
	-,150
	,165
	,084
	-,048
	,133
	,346
	-,058
	-,078
	-,282
	,488a
	,009
	-,261
	-,299
	,046

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,164
	,205
	-,092
	-,075
	,105
	,151
	,171
	-,233
	,092
	,009
	,457a
	-,017
	,262
	-,199

	
	MUSIC_UPBEAT_CONVENTIONAL
	,058
	-,166
	-,152
	,086
	-,243
	-,230
	,080
	-,061
	,059
	-,261
	-,017
	,529a
	-,026
	-,164

	
	MUSIC_NOT_POPULAR
	,087
	,152
	-,026
	-,014
	,233
	,066
	-,159
	,026
	-,057
	-,299
	,262
	-,026
	,549a
	-,003

	
	MARKET_MAVEN_FACTOR
	-,127
	-,128
	,057
	-,133
	,071
	-,160
	-,047
	,013
	-,136
	,046
	-,199
	-,164
	-,003
	,680a


	New Anti-image Matrices

	 
	 
	PERSONALITY_EXTRAVERSION
	PERSONALITY_AGREEABLENESS
	PERSONALITY_EMOTIONAL_STABILITY
	BRAND_RUGGEDNESS
	BRAND_EXCITEMENT
	BRAND_SINCERITY
	BRAND_COMPETENCE
	MUSIC_REFLECTIVE_COMPLEX
	MUSIC_INTENSE_REBELLIOUS
	MUSIC_ENERGETIC_RHYTHMIC
	MUSIC_UPBEAT_CONVENTIONAL
	MUSIC_NOT_POPULAR
	MARKET_MAVEN_FACTOR

	Anti-image Correlation
	PERSONALITY_EXTRAVERSION
	,566a
	-,218
	-,113
	,015
	-,193
	-,001
	,139
	-,048
	-,147
	-,160
	,052
	,088
	-,120

	
	PERSONALITY_AGREEABLENESS
	-,218
	,545a
	-,130
	,149
	,176
	-,124
	-,229
	-,073
	,161
	,199
	-,159
	,151
	-,142

	
	PERSONALITY_EMOTIONAL_STABILITY
	-,113
	-,130
	,495a
	,231
	,150
	-,106
	,081
	-,259
	,087
	-,088
	-,158
	-,025
	,066

	
	BRAND_RUGGEDNESS
	,015
	,149
	,231
	,395a
	,211
	-,388
	-,012
	-,200
	,141
	,117
	-,259
	,237
	,091

	
	BRAND_EXCITEMENT
	-,193
	,176
	,150
	,211
	,515a
	-,326
	-,210
	-,019
	,355
	,163
	-,244
	,068
	-,145

	
	BRAND_SINCERITY
	-,001
	-,124
	-,106
	-,388
	-,326
	,559a
	-,285
	,177
	-,064
	,163
	,092
	-,162
	-,065

	
	BRAND_COMPETENCE
	,139
	-,229
	,081
	-,012
	-,210
	-,285
	,604a
	-,256
	-,082
	-,240
	-,055
	,025
	,002

	
	MUSIC_REFLECTIVE_COMPLEX
	-,048
	-,073
	-,259
	-,200
	-,019
	,177
	-,256
	,515a
	-,278
	,103
	,049
	-,056
	-,122

	
	MUSIC_INTENSE_REBELLIOUS
	-,147
	,161
	,087
	,141
	,355
	-,064
	-,082
	-,278
	,486a
	,006
	-,258
	-,300
	,039

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,160
	,199
	-,088
	,117
	,163
	,163
	-,240
	,103
	,006
	,444a
	-,011
	,262
	-,211

	
	MUSIC_UPBEAT_CONVENTIONAL
	,052
	-,159
	-,158
	-,259
	-,244
	,092
	-,055
	,049
	-,258
	-,011
	,521a
	-,025
	-,154

	
	MUSIC_NOT_POPULAR
	,088
	,151
	-,025
	,237
	,068
	-,162
	,025
	-,056
	-,300
	,262
	-,025
	,546a
	-,004

	
	MARKET_MAVEN_FACTOR
	-,120
	-,142
	,066
	,091
	-,145
	-,065
	,002
	-,122
	,039
	-,211
	-,154
	-,004
	,692a


Appendix 3 Hypotheses testing

Appendix 3.1 Hypothesis 1

	Correlations

	 
	 
	 
	BRAND RUGGEDNESS
	BRAND EXCITEMENT
	BRAND SINCERITY
	BRAND COMPETENCE
	MARKET MAVEN FACTOR

	Spearman's Rho
	MUSIC REFLECTIVE COMPLEX
	Correlation Coefficient
	,093
	-,044
	-,033
	,230*
	,168

	 
	
	Sig. (1-tailed)
	,186
	,336
	,376
	,012
	,053

	 
	
	N
	95
	96
	95
	95
	94

	 
	MUSIC INTENSE REBELLIOUS
	Correlation Coefficient
	-,119
	-,248**
	-,107
	,147
	-,023

	 
	
	Sig. (1-tailed)
	,126
	,007
	,150
	,077
	,414

	 
	
	N
	95
	96
	95
	95
	94

	 
	MUSIC ENERGETIC RHYTHMIC
	Correlation Coefficient
	-,199*
	-,015
	-,177*
	,049
	,182*

	 
	
	Sig. (1-tailed)
	,027
	,443
	,043
	,320
	,039

	 
	
	N
	95
	96
	95
	95
	94

	 
	MUSIC UPBEAT CONVENTIONAL
	Correlation Coefficient
	,146
	,278**
	,088
	,186*
	,257**

	 
	
	Sig. (1-tailed)
	,079
	,003
	,198
	,035
	,006

	 
	
	N
	95
	96
	95
	95
	94

	 
	MUSIC NOT POPULAR
	Correlation Coefficient
	-,166
	-,149
	,096
	,035
	-,080

	 
	
	Sig. (1-tailed)
	,054
	,073
	,177
	,370
	,221

	 
	
	N
	95
	96
	95
	95
	94

	**. Correlation is significant at the 0,01 level (1-tailed).
	
	
	
	

	*. Correlation is significant at the 0,05 level (1-tailed).
	
	
	
	


Appendix 3.2 Hypothesis 2
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	,014a
	,000
	-,011
	1,13458
	,000
	,019
	1
	92
	,891
	1,759

	a. Predictors: (Constant), CC

	b. Dependent Variable: MARKET_MAVEN_FACTOR


	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	,025
	1
	,025
	,019
	,891a

	
	Residual
	118,429
	92
	1,287
	
	

	
	Total
	118,453
	93
	
	
	

	a. Predictors: (Constant), CC

	b. Dependent Variable: MARKET_MAVEN_FACTOR


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95,0% Confidence Interval for B
	Correlations

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Zero-order
	Partial
	Part

	1
	(Constant)
	4,403
	,452
	
	9,744
	,000
	3,505
	5,300
	
	
	

	
	CC
	,008
	,056
	,014
	,138
	,891
	-,104
	,119
	,014
	,014
	,014

	a. Dependent Variable: MARKET_MAVEN_FACTOR


Appendix 3.3 Hypothesis 1 and 3 
Brand Ruggedness

	Model Summaryg

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	,097a
	,009
	-,001
	1,43869
	,009
	,883
	1
	93
	,350
	

	2
	,174b
	,030
	,009
	1,43128
	,021
	1,965
	1
	92
	,164
	

	3
	,234c
	,055
	,024
	1,42063
	,025
	2,386
	1
	91
	,126
	

	4
	,305d
	,093
	,052
	1,39959
	,038
	3,756
	1
	90
	,056
	

	5
	,341e
	,116
	,067
	1,38913
	,023
	2,361
	1
	89
	,128
	

	6
	,357f
	,128
	,068
	1,38790
	,011
	1,158
	1
	88
	,285
	1,849

	a. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX

	b. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS

	c. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC

	d. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL

	e. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR

	f. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR, COMMUNITY_PRONENESS

	g. Dependent Variable: BRAND_RUGGEDNESS


	ANOVAg

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	1,828
	1
	1,828
	,883
	,350a

	
	Residual
	192,495
	93
	2,070
	
	

	
	Total
	194,323
	94
	
	
	

	2
	Regression
	5,854
	2
	2,927
	1,429
	,245b

	
	Residual
	188,469
	92
	2,049
	
	

	
	Total
	194,323
	94
	
	
	

	3
	Regression
	10,669
	3
	3,556
	1,762
	,160c

	
	Residual
	183,654
	91
	2,018
	
	

	
	Total
	194,323
	94
	
	
	

	4
	Regression
	18,026
	4
	4,507
	2,301
	,065d

	
	Residual
	176,297
	90
	1,959
	
	

	
	Total
	194,323
	94
	
	
	

	5
	Regression
	22,582
	5
	4,516
	2,341
	,048e

	
	Residual
	171,741
	89
	1,930
	
	

	
	Total
	194,323
	94
	
	
	

	6
	Regression
	24,812
	6
	4,135
	2,147
	,056f

	
	Residual
	169,510
	88
	1,926
	
	

	
	Total
	194,323
	94
	
	
	

	a. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX

	b. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS

	c. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC

	d. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL

	e. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR

	f. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR, COMMUNITY_PRONENESS

	g. Dependent Variable: BRAND_RUGGEDNESS


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95,0% Confidence Interval for B
	Correlations

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Zero-order
	Partial
	Part

	1
	(Constant)
	3,993
	,381
	
	10,479
	,000
	3,236
	4,749
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,096
	,102
	,097
	,940
	,350
	-,106
	,298
	,097
	,097
	,097

	2
	(Constant)
	4,302
	,439
	
	9,810
	,000
	3,431
	5,173
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,138
	,106
	,140
	1,309
	,194
	-,072
	,348
	,097
	,135
	,134

	
	MUSIC_INTENSE_REBELLIOUS
	-,156
	,111
	-,150
	-1,402
	,164
	-,376
	,065
	-,110
	-,145
	-,144

	3
	(Constant)
	5,252
	,754
	
	6,969
	,000
	3,755
	6,749
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,135
	,105
	,137
	1,287
	,201
	-,073
	,344
	,097
	,134
	,131

	
	MUSIC_INTENSE_REBELLIOUS
	-,165
	,110
	-,159
	-1,495
	,138
	-,384
	,054
	-,110
	-,155
	-,152

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,189
	,122
	-,158
	-1,545
	,126
	-,431
	,054
	-,153
	-,160
	-,157

	4
	(Constant)
	4,218
	,915
	
	4,612
	,000
	2,401
	6,034
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,105
	,105
	,106
	1,000
	,320
	-,103
	,312
	,097
	,105
	,100

	
	MUSIC_INTENSE_REBELLIOUS
	-,182
	,109
	-,176
	-1,672
	,098
	-,399
	,034
	-,110
	-,174
	-,168

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,186
	,120
	-,155
	-1,543
	,126
	-,425
	,053
	-,153
	-,161
	-,155

	
	MUSIC_UPBEAT_CONVENTIONAL
	,312
	,161
	,199
	1,938
	,056
	-,008
	,632
	,198
	,200
	,195

	5
	(Constant)
	4,751
	,972
	
	4,889
	,000
	2,820
	6,682
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,108
	,104
	,110
	1,041
	,301
	-,098
	,314
	,097
	,110
	,104

	
	MUSIC_INTENSE_REBELLIOUS
	-,123
	,115
	-,119
	-1,074
	,286
	-,352
	,105
	-,110
	-,113
	-,107

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,227
	,122
	-,190
	-1,854
	,067
	-,470
	,016
	-,153
	-,193
	-,185

	
	MUSIC_UPBEAT_CONVENTIONAL
	,301
	,160
	,192
	1,885
	,063
	-,016
	,619
	,198
	,196
	,188

	
	MUSIC_NOT_POPULAR
	-,273
	,178
	-,168
	-1,537
	,128
	-,626
	,080
	-,151
	-,161
	-,153

	6
	(Constant)
	4,907
	,982
	
	4,998
	,000
	2,956
	6,857
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,146
	,109
	,148
	1,332
	,186
	-,072
	,363
	,097
	,141
	,133

	
	MUSIC_INTENSE_REBELLIOUS
	-,161
	,120
	-,155
	-1,339
	,184
	-,399
	,078
	-,110
	-,141
	-,133

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,194
	,126
	-,162
	-1,539
	,128
	-,444
	,057
	-,153
	-,162
	-,153

	
	MUSIC_UPBEAT_CONVENTIONAL
	,353
	,167
	,225
	2,117
	,037
	,022
	,685
	,198
	,220
	,211

	
	MUSIC_NOT_POPULAR
	-,296
	,179
	-,182
	-1,653
	,102
	-,651
	,060
	-,151
	-,174
	-,165

	
	COMMUNITY_PRONENESS
	-,101
	,094
	-,127
	-1,076
	,285
	-,287
	,085
	,005
	-,114
	-,107

	a. Dependent Variable: BRAND_RUGGEDNESS


Brand Excitement

	Model Summaryg

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	,025a
	,001
	-,010
	1,12114
	,001
	,058
	1
	94
	,810
	

	2
	,362b
	,131
	,112
	1,05123
	,130
	13,918
	1
	93
	,000
	

	3
	,368c
	,136
	,108
	1,05390
	,005
	,530
	1
	92
	,468
	

	4
	,452d
	,205
	,170
	1,01652
	,069
	7,890
	1
	91
	,006
	

	5
	,454e
	,206
	,162
	1,02136
	,001
	,139
	1
	90
	,710
	

	6
	,456f
	,208
	,155
	1,02567
	,002
	,246
	1
	89
	,621
	2,028

	a. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX

	b. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS

	c. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC

	d. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL

	e. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR

	f. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR, COMMUNITY_PRONENESS

	g. Dependent Variable: BRAND_EXCITEMENT


	ANOVAg

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	,073
	1
	,073
	,058
	,810a

	
	Residual
	118,154
	94
	1,257
	
	

	
	Total
	118,227
	95
	
	
	

	2
	Regression
	15,453
	2
	7,727
	6,992
	,001b

	
	Residual
	102,773
	93
	1,105
	
	

	
	Total
	118,227
	95
	
	
	

	3
	Regression
	16,042
	3
	5,347
	4,814
	,004c

	
	Residual
	102,184
	92
	1,111
	
	

	
	Total
	118,227
	95
	
	
	

	4
	Regression
	24,195
	4
	6,049
	5,854
	,000d

	
	Residual
	94,031
	91
	1,033
	
	

	
	Total
	118,227
	95
	
	
	

	5
	Regression
	24,340
	5
	4,868
	4,667
	,001e

	
	Residual
	93,886
	90
	1,043
	
	

	
	Total
	118,227
	95
	
	
	

	6
	Regression
	24,599
	6
	4,100
	3,897
	,002f

	
	Residual
	93,627
	89
	1,052
	
	

	
	Total
	118,227
	95
	
	
	

	a. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX

	b. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS

	c. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC

	d. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL

	e. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR

	f. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR, COMMUNITY_PRONENESS

	g. Dependent Variable: BRAND_EXCITEMENT

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95,0% Confidence Interval for B
	Correlations

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Zero-order
	Partial
	Part

	1
	(Constant)
	5,581
	,295
	
	18,916
	,000
	4,995
	6,167
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	-,019
	,079
	-,025
	-,241
	,810
	-,176
	,138
	-,025
	-,025
	-,025

	2
	(Constant)
	6,166
	,318
	
	19,389
	,000
	5,535
	6,798
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,066
	,078
	,087
	,857
	,394
	-,088
	,221
	-,025
	,089
	,083

	
	MUSIC_INTENSE_REBELLIOUS
	-,302
	,081
	-,378
	-3,731
	,000
	-,463
	-,141
	-,352
	-,361
	-,361

	3
	(Constant)
	6,499
	,557
	
	11,668
	,000
	5,393
	7,605
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,065
	,078
	,085
	,840
	,403
	-,089
	,220
	-,025
	,087
	,081

	
	MUSIC_INTENSE_REBELLIOUS
	-,305
	,081
	-,382
	-3,756
	,000
	-,467
	-,144
	-,352
	-,365
	-,364

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,066
	,091
	-,071
	-,728
	,468
	-,246
	,114
	-,049
	-,076
	-,071

	4
	(Constant)
	5,408
	,663
	
	8,158
	,000
	4,091
	6,725
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,033
	,076
	,043
	,439
	,662
	-,117
	,184
	-,025
	,046
	,041

	
	MUSIC_INTENSE_REBELLIOUS
	-,323
	,079
	-,404
	-4,109
	,000
	-,479
	-,167
	-,352
	-,396
	-,384

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,063
	,087
	-,067
	-,719
	,474
	-,236
	,111
	-,049
	-,075
	-,067

	
	MUSIC_UPBEAT_CONVENTIONAL
	,328
	,117
	,268
	2,809
	,006
	,096
	,561
	,225
	,282
	,263

	5
	(Constant)
	5,313
	,713
	
	7,456
	,000
	3,898
	6,729
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,033
	,076
	,043
	,428
	,670
	-,119
	,184
	-,025
	,045
	,040

	
	MUSIC_INTENSE_REBELLIOUS
	-,334
	,084
	-,417
	-3,973
	,000
	-,501
	-,167
	-,352
	-,386
	-,373

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,055
	,090
	-,059
	-,616
	,540
	-,234
	,123
	-,049
	-,065
	-,058

	
	MUSIC_UPBEAT_CONVENTIONAL
	,330
	,118
	,270
	2,809
	,006
	,097
	,564
	,225
	,284
	,264

	
	MUSIC_NOT_POPULAR
	,049
	,131
	,039
	,373
	,710
	-,211
	,308
	-,089
	,039
	,035

	6
	(Constant)
	5,265
	,722
	
	7,290
	,000
	3,830
	6,700
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,020
	,081
	,026
	,244
	,808
	-,141
	,180
	-,025
	,026
	,023

	
	MUSIC_INTENSE_REBELLIOUS
	-,322
	,088
	-,403
	-3,672
	,000
	-,496
	-,148
	-,352
	-,363
	-,346

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,067
	,093
	-,071
	-,715
	,477
	-,252
	,118
	-,049
	-,076
	-,067

	
	MUSIC_UPBEAT_CONVENTIONAL
	,313
	,123
	,255
	2,540
	,013
	,068
	,558
	,225
	,260
	,240

	
	MUSIC_NOT_POPULAR
	,056
	,132
	,044
	,424
	,673
	-,206
	,318
	-,089
	,045
	,040

	
	COMMUNITY_PRONENESS
	,034
	,068
	,055
	,496
	,621
	-,102
	,170
	,184
	,052
	,047

	a. Dependent Variable: BRAND_EXCITEMENT


Brand Sincerity

	Model Summaryg

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	,013a
	,000
	-,011
	1,02291
	,000
	,016
	1
	93
	,899
	

	2
	,096b
	,009
	-,012
	1,02383
	,009
	,832
	1
	92
	,364
	

	3
	,243c
	,059
	,028
	1,00319
	,050
	4,825
	1
	91
	,031
	

	4
	,291d
	,085
	,044
	,99493
	,026
	2,518
	1
	90
	,116
	

	5
	,297e
	,088
	,037
	,99860
	,003
	,340
	1
	89
	,561
	

	6
	,302f
	,091
	,029
	1,00246
	,003
	,316
	1
	88
	,576
	2,327

	a. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX

	b. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS

	c. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC

	d. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL

	e. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR

	f. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR, COMMUNITY_PRONENESS

	g. Dependent Variable: BRAND_SINCERITY


	ANOVAg

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	,017
	1
	,017
	,016
	,899a

	
	Residual
	97,309
	93
	1,046
	
	

	
	Total
	97,326
	94
	
	
	

	2
	Regression
	,889
	2
	,445
	,424
	,656b

	
	Residual
	96,437
	92
	1,048
	
	

	
	Total
	97,326
	94
	
	
	

	3
	Regression
	5,745
	3
	1,915
	1,903
	,135c

	
	Residual
	91,582
	91
	1,006
	
	

	
	Total
	97,326
	94
	
	
	

	4
	Regression
	8,237
	4
	2,059
	2,080
	,090d

	
	Residual
	89,089
	90
	,990
	
	

	
	Total
	97,326
	94
	
	
	

	5
	Regression
	8,576
	5
	1,715
	1,720
	,138e

	
	Residual
	88,750
	89
	,997
	
	

	
	Total
	97,326
	94
	
	
	

	6
	Regression
	8,894
	6
	1,482
	1,475
	,196f

	
	Residual
	88,433
	88
	1,005
	
	

	
	Total
	97,326
	94
	
	
	

	a. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX

	b. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS

	c. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC

	d. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL

	e. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR

	f. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR, COMMUNITY_PRONENESS

	g. Dependent Variable: BRAND_SINCERITY


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95,0% Confidence Interval for B
	Correlations

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Zero-order
	Partial
	Part

	1
	(Constant)
	4,217
	,271
	
	15,568
	,000
	3,679
	4,755
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,009
	,072
	,013
	,127
	,899
	-,134
	,153
	,013
	,013
	,013

	2
	(Constant)
	4,361
	,314
	
	13,903
	,000
	3,738
	4,984
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,029
	,076
	,042
	,385
	,701
	-,121
	,179
	,013
	,040
	,040

	
	MUSIC_INTENSE_REBELLIOUS
	-,072
	,079
	-,099
	-,912
	,364
	-,230
	,085
	-,087
	-,095
	-,095

	3
	(Constant)
	5,316
	,532
	
	9,987
	,000
	4,258
	6,373
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,026
	,074
	,037
	,349
	,728
	-,121
	,173
	,013
	,037
	,035

	
	MUSIC_INTENSE_REBELLIOUS
	-,082
	,078
	-,112
	-1,050
	,296
	-,237
	,073
	-,087
	-,109
	-,107

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,189
	,086
	-,224
	-2,197
	,031
	-,361
	-,018
	-,218
	-,224
	-,223

	4
	(Constant)
	4,713
	,650
	
	7,250
	,000
	3,422
	6,005
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,008
	,074
	,012
	,109
	,914
	-,140
	,156
	,013
	,011
	,011

	
	MUSIC_INTENSE_REBELLIOUS
	-,092
	,078
	-,125
	-1,186
	,239
	-,246
	,062
	-,087
	-,124
	-,120

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,188
	,086
	-,222
	-2,194
	,031
	-,358
	-,018
	-,218
	-,225
	-,221

	
	MUSIC_UPBEAT_CONVENTIONAL
	,182
	,114
	,163
	1,587
	,116
	-,046
	,409
	,154
	,165
	,160

	5
	(Constant)
	4,568
	,699
	
	6,538
	,000
	3,180
	5,956
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,007
	,075
	,010
	,096
	,924
	-,141
	,155
	,013
	,010
	,010

	
	MUSIC_INTENSE_REBELLIOUS
	-,108
	,083
	-,147
	-1,308
	,194
	-,272
	,056
	-,087
	-,137
	-,132

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,176
	,088
	-,208
	-2,004
	,048
	-,351
	-,002
	-,218
	-,208
	-,203

	
	MUSIC_UPBEAT_CONVENTIONAL
	,184
	,115
	,166
	1,605
	,112
	-,044
	,413
	,154
	,168
	,162

	
	MUSIC_NOT_POPULAR
	,075
	,128
	,065
	,583
	,561
	-,179
	,328
	,063
	,062
	,059

	6
	(Constant)
	4,627
	,709
	
	6,525
	,000
	3,217
	6,036
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,021
	,079
	,031
	,270
	,788
	-,136
	,179
	,013
	,029
	,027

	
	MUSIC_INTENSE_REBELLIOUS
	-,122
	,087
	-,167
	-1,410
	,162
	-,294
	,050
	-,087
	-,149
	-,143

	
	MUSIC_ENERGETIC_RHYTHMIC
	-,164
	,091
	-,194
	-1,800
	,075
	-,345
	,017
	-,218
	-,188
	-,183

	
	MUSIC_UPBEAT_CONVENTIONAL
	,204
	,121
	,184
	1,693
	,094
	-,036
	,444
	,154
	,178
	,172

	
	MUSIC_NOT_POPULAR
	,066
	,129
	,057
	,511
	,611
	-,191
	,323
	,063
	,054
	,052

	
	COMMUNITY_PRONENESS
	-,038
	,068
	-,067
	-,562
	,576
	-,172
	,096
	-,034
	-,060
	-,057

	a. Dependent Variable: BRAND_SINCERITY


Brand Competence

	Model Summaryg

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	,241a
	,058
	,048
	1,09539
	,058
	5,750
	1
	93
	,018
	

	2
	,241b
	,058
	,038
	1,10131
	,000
	,003
	1
	92
	,955
	

	3
	,251c
	,063
	,032
	1,10465
	,005
	,445
	1
	91
	,506
	

	4
	,295d
	,087
	,046
	1,09638
	,024
	2,378
	1
	90
	,127
	

	5
	,302e
	,091
	,040
	1,10007
	,004
	,397
	1
	89
	,530
	

	6
	,302f
	,091
	,029
	1,10630
	,000
	,001
	1
	88
	,982
	2,031

	a. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX

	b. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS

	c. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC

	d. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL

	e. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR

	f. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR, COMMUNITY_PRONENESS

	g. Dependent Variable: BRAND_COMPETENCE


	ANOVAg

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	6,900
	1
	6,900
	5,750
	,018a

	
	Residual
	111,590
	93
	1,200
	
	

	
	Total
	118,489
	94
	
	
	

	2
	Regression
	6,904
	2
	3,452
	2,846
	,063b

	
	Residual
	111,586
	92
	1,213
	
	

	
	Total
	118,489
	94
	
	
	

	3
	Regression
	7,447
	3
	2,482
	2,034
	,115c

	
	Residual
	111,043
	91
	1,220
	
	

	
	Total
	118,489
	94
	
	
	

	4
	Regression
	10,305
	4
	2,576
	2,143
	,082d

	
	Residual
	108,185
	90
	1,202
	
	

	
	Total
	118,489
	94
	
	
	

	5
	Regression
	10,785
	5
	2,157
	1,782
	,125e

	
	Residual
	107,704
	89
	1,210
	
	

	
	Total
	118,489
	94
	
	
	

	6
	Regression
	10,786
	6
	1,798
	1,469
	,198f

	
	Residual
	107,704
	88
	1,224
	
	

	
	Total
	118,489
	94
	
	
	

	a. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX

	b. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS

	c. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC

	d. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL

	e. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR

	f. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR, COMMUNITY_PRONENESS

	g. Dependent Variable: BRAND_COMPETENCE



	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95,0% Confidence Interval for B
	Correlations

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Zero-order
	Partial
	Part

	1
	(Constant)
	3,874
	,288
	
	13,438
	,000
	3,301
	4,446
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,185
	,077
	,241
	2,398
	,018
	,032
	,339
	,241
	,241
	,241

	2
	(Constant)
	3,883
	,333
	
	11,655
	,000
	3,221
	4,545
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,187
	,081
	,243
	2,295
	,024
	,025
	,348
	,241
	,233
	,232

	
	MUSIC_INTENSE_REBELLIOUS
	-,005
	,085
	-,006
	-,056
	,955
	-,173
	,164
	,066
	-,006
	-,006

	3
	(Constant)
	3,563
	,584
	
	6,100
	,000
	2,403
	4,724
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,188
	,082
	,244
	2,300
	,024
	,026
	,350
	,241
	,234
	,233

	
	MUSIC_INTENSE_REBELLIOUS
	-,002
	,085
	-,002
	-,018
	,985
	-,171
	,168
	,066
	-,002
	-,002

	
	MUSIC_ENERGETIC_RHYTHMIC
	,063
	,095
	,068
	,667
	,506
	-,125
	,252
	,059
	,070
	,068

	4
	(Constant)
	2,918
	,715
	
	4,082
	,000
	1,498
	4,339
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,169
	,082
	,220
	2,063
	,042
	,006
	,332
	,241
	,212
	,208

	
	MUSIC_INTENSE_REBELLIOUS
	-,012
	,085
	-,015
	-,144
	,886
	-,181
	,156
	,066
	-,015
	-,015

	
	MUSIC_ENERGETIC_RHYTHMIC
	,065
	,094
	,069
	,688
	,493
	-,122
	,252
	,059
	,072
	,069

	
	MUSIC_UPBEAT_CONVENTIONAL
	,195
	,126
	,158
	1,542
	,127
	-,056
	,446
	,194
	,160
	,155

	5
	(Constant)
	3,091
	,768
	
	4,025
	,000
	1,565
	4,617
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,170
	,082
	,221
	2,069
	,041
	,007
	,333
	,241
	,214
	,209

	
	MUSIC_INTENSE_REBELLIOUS
	,007
	,091
	,009
	,081
	,936
	-,173
	,187
	,066
	,009
	,008

	
	MUSIC_ENERGETIC_RHYTHMIC
	,052
	,097
	,055
	,533
	,595
	-,141
	,244
	,059
	,056
	,054

	
	MUSIC_UPBEAT_CONVENTIONAL
	,191
	,127
	,155
	1,504
	,136
	-,061
	,443
	,194
	,157
	,152

	
	MUSIC_NOT_POPULAR
	-,089
	,141
	-,070
	-,630
	,530
	-,370
	,192
	-,051
	-,067
	-,064

	6
	(Constant)
	3,094
	,779
	
	3,970
	,000
	1,545
	4,642
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,171
	,087
	,222
	1,953
	,054
	-,003
	,344
	,241
	,204
	,199

	
	MUSIC_INTENSE_REBELLIOUS
	,007
	,095
	,008
	,071
	,944
	-,182
	,195
	,066
	,008
	,007

	
	MUSIC_ENERGETIC_RHYTHMIC
	,052
	,100
	,056
	,520
	,604
	-,147
	,252
	,059
	,055
	,053

	
	MUSIC_UPBEAT_CONVENTIONAL
	,192
	,133
	,156
	1,439
	,154
	-,073
	,457
	,194
	,152
	,146

	
	MUSIC_NOT_POPULAR
	-,089
	,143
	-,070
	-,625
	,533
	-,373
	,194
	-,051
	-,067
	-,064

	
	COMMUNITY_PRONENESS
	-,002
	,074
	-,003
	-,023
	,982
	-,149
	,145
	,123
	-,002
	-,002

	a. Dependent Variable: BRAND_COMPETENCE


Market Mavenism

	Model Summaryg

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	,154a
	,024
	,013
	1,12116
	,024
	2,234
	1
	92
	,138
	

	2
	,196b
	,038
	,017
	1,11881
	,015
	1,388
	1
	91
	,242
	

	3
	,286c
	,082
	,051
	1,09941
	,043
	4,240
	1
	90
	,042
	

	4
	,366d
	,134
	,095
	1,07376
	,052
	5,351
	1
	89
	,023
	

	5
	,366e
	,134
	,085
	1,07965
	,000
	,032
	1
	88
	,859
	

	6
	,452f
	,204
	,149
	1,04099
	,070
	7,656
	1
	87
	,007
	1,798

	a. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX

	b. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS

	c. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC

	d. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL

	e. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR

	f. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR, COMMUNITY_PRONENESS

	g. Dependent Variable: MARKET_MAVEN_FACTOR

	ANOVAg

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	2,808
	1
	2,808
	2,234
	,138a

	
	Residual
	115,645
	92
	1,257
	
	

	
	Total
	118,453
	93
	
	
	

	2
	Regression
	4,545
	2
	2,273
	1,816
	,169b

	
	Residual
	113,908
	91
	1,252
	
	

	
	Total
	118,453
	93
	
	
	

	3
	Regression
	9,670
	3
	3,223
	2,667
	,052c

	
	Residual
	108,783
	90
	1,209
	
	

	
	Total
	118,453
	93
	
	
	

	4
	Regression
	15,840
	4
	3,960
	3,435
	,012d

	
	Residual
	102,613
	89
	1,153
	
	

	
	Total
	118,453
	93
	
	
	

	5
	Regression
	15,877
	5
	3,175
	2,724
	,025e

	
	Residual
	102,576
	88
	1,166
	
	

	
	Total
	118,453
	93
	
	
	

	6
	Regression
	24,174
	6
	4,029
	3,718
	,002f

	
	Residual
	94,279
	87
	1,084
	
	

	
	Total
	118,453
	93
	
	
	

	a. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX

	b. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS

	c. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC

	d. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL

	e. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR

	f. Predictors: (Constant), MUSIC_REFLECTIVE_COMPLEX, MUSIC_INTENSE_REBELLIOUS, MUSIC_ENERGETIC_RHYTHMIC, MUSIC_UPBEAT_CONVENTIONAL, MUSIC_NOT_POPULAR, COMMUNITY_PRONENESS

	g. Dependent Variable: MARKET_MAVEN_FACTOR

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95,0% Confidence Interval for B
	Correlations

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Zero-order
	Partial
	Part

	1
	(Constant)
	4,055
	,296
	
	13,687
	,000
	3,467
	4,643
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,118
	,079
	,154
	1,495
	,138
	-,039
	,276
	,154
	,154
	,154

	2
	(Constant)
	4,251
	,339
	
	12,530
	,000
	3,577
	4,925
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,147
	,083
	,191
	1,779
	,079
	-,017
	,311
	,154
	,183
	,183

	
	MUSIC_INTENSE_REBELLIOUS
	-,102
	,086
	-,127
	-1,178
	,242
	-,273
	,070
	-,070
	-,123
	-,121

	3
	(Constant)
	3,265
	,584
	
	5,594
	,000
	2,105
	4,424
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,149
	,081
	,194
	1,836
	,070
	-,012
	,311
	,154
	,190
	,186

	
	MUSIC_INTENSE_REBELLIOUS
	-,092
	,085
	-,115
	-1,090
	,279
	-,261
	,076
	-,070
	-,114
	-,110

	
	MUSIC_ENERGETIC_RHYTHMIC
	,197
	,095
	,208
	2,059
	,042
	,007
	,386
	,209
	,212
	,208

	4
	(Constant)
	2,324
	,700
	
	3,319
	,001
	,933
	3,715
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,122
	,080
	,159
	1,522
	,132
	-,037
	,282
	,154
	,159
	,150

	
	MUSIC_INTENSE_REBELLIOUS
	-,107
	,083
	-,134
	-1,292
	,200
	-,273
	,058
	-,070
	-,136
	-,127

	
	MUSIC_ENERGETIC_RHYTHMIC
	,195
	,093
	,207
	2,093
	,039
	,010
	,380
	,209
	,217
	,206

	
	MUSIC_UPBEAT_CONVENTIONAL
	,288
	,125
	,233
	2,313
	,023
	,041
	,536
	,243
	,238
	,228

	5
	(Constant)
	2,373
	,755
	
	3,141
	,002
	,871
	3,874
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,123
	,081
	,159
	1,518
	,132
	-,038
	,283
	,154
	,160
	,151

	
	MUSIC_INTENSE_REBELLIOUS
	-,102
	,089
	-,127
	-1,143
	,256
	-,279
	,075
	-,070
	-,121
	-,113

	
	MUSIC_ENERGETIC_RHYTHMIC
	,191
	,097
	,202
	1,969
	,052
	-,002
	,383
	,209
	,205
	,195

	
	MUSIC_UPBEAT_CONVENTIONAL
	,288
	,125
	,232
	2,297
	,024
	,039
	,537
	,243
	,238
	,228

	
	MUSIC_NOT_POPULAR
	-,025
	,142
	-,020
	-,178
	,859
	-,307
	,256
	-,088
	-,019
	-,018

	6
	(Constant)
	2,099
	,735
	
	2,856
	,005
	,638
	3,560
	
	
	

	
	MUSIC_REFLECTIVE_COMPLEX
	,050
	,082
	,065
	,606
	,546
	-,114
	,213
	,154
	,065
	,058

	
	MUSIC_INTENSE_REBELLIOUS
	-,035
	,089
	-,044
	-,394
	,695
	-,213
	,142
	-,070
	-,042
	-,038

	
	MUSIC_ENERGETIC_RHYTHMIC
	,128
	,096
	,136
	1,330
	,187
	-,063
	,319
	,209
	,141
	,127

	
	MUSIC_UPBEAT_CONVENTIONAL
	,187
	,126
	,150
	1,478
	,143
	-,064
	,438
	,243
	,156
	,141

	
	MUSIC_NOT_POPULAR
	,014
	,137
	,011
	,101
	,920
	-,259
	,287
	-,088
	,011
	,010

	
	COMMUNITY_PRONENESS
	,193
	,070
	,311
	2,767
	,007
	,054
	,332
	,409
	,284
	,265

	a. Dependent Variable: MARKET_MAVEN_FACTOR


Appendix 3.4 Hypothesis 4

	Correlations

	 
	 
	 
	MUSIC_REFLECTIVE_COMPLEX
	MUSIC_INTENSE_REBELLIOUS
	MUSIC_ENERGETIC_RHYTHMIC
	MUSIC_UPBEAT_CONVENTIONAL
	MUSIC_NOT_POPULAR

	Spearman's rho
	Male
	Correlation Coefficient
	,201*
	,143
	,226*
	-,172*
	,093

	
	
	Sig. (1-tailed)
	,025
	,082
	,013
	,047
	,184

	
	
	N
	96
	96
	96
	96
	96

	
	Female
	Correlation Coefficient
	-,201*
	-,143
	-,226*
	,172*
	-,093

	
	
	Sig. (1-tailed)
	,025
	,082
	,013
	,047
	,184

	
	
	N
	96
	96
	96
	96
	96

	
	0-18j
	Correlation Coefficient
	-,129
	,074
	,000
	,032
	,149

	
	
	Sig. (1-tailed)
	,105
	,237
	,500
	,379
	,073

	
	
	N
	96
	96
	96
	96
	96

	
	19-30
	Correlation Coefficient
	-,367**
	-,189*
	,363**
	-,242**
	-,193*

	
	
	Sig. (1-tailed)
	,000
	,032
	,000
	,009
	,030

	
	
	N
	96
	96
	96
	96
	96

	
	31-40
	Correlation Coefficient
	,126
	,123
	-,061
	,210*
	,052

	
	
	Sig. (1-tailed)
	,111
	,116
	,279
	,020
	,307

	
	
	N
	96
	96
	96
	96
	96

	
	41-50
	Correlation Coefficient
	,182*
	,050
	-,163
	-,078
	,072

	
	
	Sig. (1-tailed)
	,038
	,315
	,056
	,224
	,243

	
	
	N
	96
	96
	96
	96
	96

	
	older than 50
	Correlation Coefficient
	,371**
	,083
	-,388**
	,161
	,119

	
	
	Sig. (1-tailed)
	,000
	,211
	,000
	,058
	,125

	
	
	N
	96
	96
	96
	96
	96

	
	Low School
	Correlation Coefficient
	,075
	,153
	-,060
	-,056
	,200*

	
	
	Sig. (1-tailed)
	,233
	,068
	,282
	,295
	,025

	
	
	N
	96
	96
	96
	96
	96

	
	High School
	Correlation Coefficient
	,122
	,084
	,013
	,143
	,011

	
	
	Sig. (1-tailed)
	,117
	,209
	,449
	,083
	,459

	
	
	N
	96
	96
	96
	96
	96

	
	MBO
	Correlation Coefficient
	-,011
	,033
	-,093
	-,042
	,174*

	
	
	Sig. (1-tailed)
	,456
	,376
	,185
	,343
	,045

	
	
	N
	96
	96
	96
	96
	96

	
	HBO/BA
	Correlation Coefficient
	-,052
	-,048
	,214*
	,033
	-,147

	
	
	Sig. (1-tailed)
	,307
	,320
	,018
	,376
	,076

	
	
	N
	96
	96
	96
	96
	96

	
	Master
	Correlation Coefficient
	-,048
	-,110
	-,174*
	-,139
	-,015

	
	
	Sig. (1-tailed)
	,321
	,143
	,045
	,088
	,443

	
	
	N
	96
	96
	96
	96
	96

	
	0 - 1000
	Correlation Coefficient
	-,206*
	-,209*
	,236*
	-,159
	-,150

	
	
	Sig. (1-tailed)
	,022
	,020
	,010
	,061
	,073

	
	
	N
	96
	96
	96
	96
	96

	
	1001 - 2000
	Correlation Coefficient
	-,156
	,180*
	-,111
	-,050
	,190*

	
	
	Sig. (1-tailed)
	,064
	,040
	,140
	,313
	,032

	
	
	N
	96
	96
	96
	96
	96

	
	2001 - 3000
	Correlation Coefficient
	,200*
	,093
	-,023
	,208*
	-,008

	
	
	Sig. (1-tailed)
	,026
	,184
	,414
	,021
	,468

	
	
	N
	96
	96
	96
	96
	96

	
	3001 - 4000
	Correlation Coefficient
	,146
	-,028
	-,089
	,116
	-,013

	
	
	Sig. (1-tailed)
	,079
	,394
	,193
	,130
	,448

	
	
	N
	96
	96
	96
	96
	96

	
	More than 4000
	Correlation Coefficient
	,171*
	-,025
	-,146
	-,110
	,001

	
	
	Sig. (1-tailed)
	,047
	,406
	,078
	,143
	,497

	
	
	N
	96
	96
	96
	96
	96

	
	Parents
	Correlation Coefficient
	,023
	-,033
	,107
	-,136
	-,107

	
	
	Sig. (1-tailed)
	,412
	,376
	,149
	,093
	,150

	
	
	N
	96
	96
	96
	96
	96

	
	Alone
	Correlation Coefficient
	,003
	,154
	-,072
	,055
	,029

	
	
	Sig. (1-tailed)
	,488
	,067
	,244
	,297
	,388

	
	
	N
	96
	96
	96
	96
	96

	
	Together
	Correlation Coefficient
	,021
	-,071
	,040
	-,003
	,114

	
	
	Sig. (1-tailed)
	,421
	,247
	,350
	,489
	,134

	
	
	N
	96
	96
	96
	96
	96

	
	Together and with kids
	Correlation Coefficient
	-,059
	-,046
	-,108
	,119
	-,034

	
	
	Sig. (1-tailed)
	,283
	,329
	,147
	,123
	,369

	
	
	N
	96
	96
	96
	96
	96


Appendix 3.5 Hypothesis 5 

	Correlations

	 
	 
	 
	MUSIC REFLECTIVE COMPLEX
	MUSIC INTENSE REBELLIOUS
	MUSIC ENERGETIC RHYTHMIC
	MUSIC UPBEAT CONVENTIONAL
	MUSIC NOT POPULAR

	Spearman's rho
	PERSONALITY EXTRAVERSION
	Correlation Coefficient
	,107
	,066
	,171*
	,092
	-,051

	
	
	Sig. (1-tailed)
	,151
	,263
	,049
	,188
	,311

	
	
	N
	94
	94
	94
	94
	94

	
	PERSONALITY AGREEABLENESS
	Correlation Coefficient
	,225*
	-,017
	-,095
	,260**
	-,068

	
	
	Sig. (1-tailed)
	,015
	,437
	,182
	,006
	,257

	
	
	N
	94
	94
	94
	94
	94

	
	PERSONALITY EMOTIONAL STABILITY
	Correlation Coefficient
	,243**
	,084
	-,011
	,172*
	,050

	
	
	Sig. (1-tailed)
	,009
	,213
	,459
	,049
	,317

	
	
	N
	93
	93
	93
	93
	93


Music Reflective and Complex

	Model Summaryd

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	,096a
	,009
	-,002
	1,46122
	,009
	,845
	1
	91
	,361
	

	2
	,186b
	,035
	,013
	1,45025
	,026
	2,381
	1
	90
	,126
	

	3
	,280c
	,078
	,047
	1,42504
	,044
	4,212
	1
	89
	,043
	1,978

	a. Predictors: (Constant), PERSONALITY_EXTRAVERSION

	b. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS

	c. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS, PERSONALITY_EMOTIONAL_STABILITY

	d. Dependent Variable: MUSIC_REFLECTIVE_COMPLEX


	ANOVAd

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	1,803
	1
	1,803
	,845
	,361a

	
	Residual
	194,300
	91
	2,135
	
	

	
	Total
	196,103
	92
	
	
	

	2
	Regression
	6,812
	2
	3,406
	1,619
	,204b

	
	Residual
	189,291
	90
	2,103
	
	

	
	Total
	196,103
	92
	
	
	

	3
	Regression
	15,366
	3
	5,122
	2,522
	,063c

	
	Residual
	180,737
	89
	2,031
	
	

	
	Total
	196,103
	92
	
	
	

	a. Predictors: (Constant), PERSONALITY_EXTRAVERSION

	b. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS

	c. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS, PERSONALITY_EMOTIONAL_STABILITY

	d. Dependent Variable: MUSIC_REFLECTIVE_COMPLEX


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95,0% Confidence Interval for B
	Correlations
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Zero-order
	Partial
	Part
	Tolerance
	VIF

	1
	(Constant)
	2,762
	,796
	
	3,468
	,001
	1,180
	4,344
	
	
	
	
	

	
	PERSONALITY_EXTRAVERSION
	,151
	,165
	,096
	,919
	,361
	-,176
	,479
	,096
	,096
	,096
	1,000
	1,000

	2
	(Constant)
	1,955
	,948
	
	2,062
	,042
	,072
	3,838
	
	
	
	
	

	
	PERSONALITY_EXTRAVERSION
	,094
	,168
	,059
	,558
	,579
	-,240
	,427
	,096
	,059
	,058
	,950
	1,053

	
	PERSONALITY_AGREEABLENESS
	,208
	,135
	,164
	1,543
	,126
	-,060
	,476
	,177
	,161
	,160
	,950
	1,053

	3
	(Constant)
	,783
	1,092
	
	,717
	,475
	-1,387
	2,954
	
	
	
	
	

	
	PERSONALITY_EXTRAVERSION
	,048
	,166
	,031
	,290
	,772
	-,282
	,379
	,096
	,031
	,030
	,933
	1,071

	
	PERSONALITY_AGREEABLENESS
	,161
	,135
	,127
	1,194
	,235
	-,107
	,428
	,177
	,126
	,122
	,922
	1,085

	
	PERSONALITY_EMOTIONAL_STABILITY
	,369
	,180
	,215
	2,052
	,043
	,012
	,726
	,246
	,213
	,209
	,942
	1,062


a. Dependent Variable: MUSIC_REFLECTIVE_COMPLEX
	


Music Intense and Rebellious

	Model Summaryd

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	,020a
	,000
	-,011
	1,39524
	,000
	,036
	1
	91
	,849
	

	2
	,069b
	,005
	-,017
	1,39992
	,004
	,393
	1
	90
	,533
	

	3
	,109c
	,012
	-,021
	1,40268
	,007
	,647
	1
	89
	,423
	2,186

	a. Predictors: (Constant), PERSONALITY_EXTRAVERSION

	b. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS

	c. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS, PERSONALITY_EMOTIONAL_STABILITY

	d. Dependent Variable: MUSIC_INTENSE_REBELLIOUS


	ANOVAd

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	,071
	1
	,071
	,036
	,849a

	
	Residual
	177,150
	91
	1,947
	
	

	
	Total
	177,221
	92
	
	
	

	2
	Regression
	,840
	2
	,420
	,214
	,807b

	
	Residual
	176,381
	90
	1,960
	
	

	
	Total
	177,221
	92
	
	
	

	3
	Regression
	2,113
	3
	,704
	,358
	,784c

	
	Residual
	175,108
	89
	1,968
	
	

	
	Total
	177,221
	92
	
	
	

	a. Predictors: (Constant), PERSONALITY_EXTRAVERSION

	b. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS

	c. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS, PERSONALITY_EMOTIONAL_STABILITY

	d. Dependent Variable: MUSIC_INTENSE_REBELLIOUS


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95,0% Confidence Interval for B
	Correlations

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Zero-order
	Partial
	Part

	1
	(Constant)
	2,743
	,760
	
	3,607
	,001
	1,232
	4,254
	
	
	

	
	PERSONALITY_EXTRAVERSION
	,030
	,157
	,020
	,191
	,849
	-,283
	,343
	,020
	,020
	,020

	2
	(Constant)
	3,059
	,915
	
	3,344
	,001
	1,242
	4,877
	
	
	

	
	PERSONALITY_EXTRAVERSION
	,053
	,162
	,035
	,325
	,746
	-,269
	,374
	,020
	,034
	,034

	
	PERSONALITY_AGREEABLENESS
	-,082
	,130
	-,068
	-,627
	,533
	-,340
	,177
	-,060
	-,066
	-,066

	3
	(Constant)
	2,607
	1,075
	
	2,425
	,017
	,471
	4,744
	
	
	

	
	PERSONALITY_EXTRAVERSION
	,035
	,164
	,023
	,215
	,830
	-,290
	,361
	,020
	,023
	,023

	
	PERSONALITY_AGREEABLENESS
	-,100
	,133
	-,083
	-,754
	,453
	-,363
	,163
	-,060
	-,080
	-,079

	
	PERSONALITY_EMOTIONAL_STABILITY
	,142
	,177
	,087
	,804
	,423
	-,209
	,494
	,075
	,085
	,085

	a. Dependent Variable: MUSIC_INTENSE_REBELLIOUS


Music Energetic and Rhythmic

	Model Summaryd

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	,188a
	,035
	,025
	1,18660
	,035
	3,319
	1
	91
	,072
	

	2
	,221b
	,049
	,028
	1,18475
	,014
	1,284
	1
	90
	,260
	

	3
	,231c
	,053
	,021
	1,18849
	,005
	,435
	1
	89
	,511
	1,755

	a. Predictors: (Constant), PERSONALITY_EXTRAVERSION

	b. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS

	c. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS, PERSONALITY_EMOTIONAL_STABILITY

	d. Dependent Variable: MUSIC_ENERGETIC_RHYTHMIC


	ANOVAd

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	4,674
	1
	4,674
	3,319
	,072a

	
	Residual
	128,129
	91
	1,408
	
	

	
	Total
	132,803
	92
	
	
	

	2
	Regression
	6,476
	2
	3,238
	2,307
	,105b

	
	Residual
	126,327
	90
	1,404
	
	

	
	Total
	132,803
	92
	
	
	

	3
	Regression
	7,090
	3
	2,363
	1,673
	,178c

	
	Residual
	125,712
	89
	1,412
	
	

	
	Total
	132,803
	92
	
	
	

	a. Predictors: (Constant), PERSONALITY_EXTRAVERSION

	b. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS

	c. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS, PERSONALITY_EMOTIONAL_STABILITY

	d. Dependent Variable: MUSIC_ENERGETIC_RHYTHMIC


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95,0% Confidence Interval for B
	Correlations

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Zero-order
	Partial
	Part

	1
	(Constant)
	3,682
	,647
	
	5,693
	,000
	2,397
	4,967
	
	
	

	
	PERSONALITY_EXTRAVERSION
	,244
	,134
	,188
	1,822
	,072
	-,022
	,510
	,188
	,188
	,188

	2
	(Constant)
	4,166
	,774
	
	5,380
	,000
	2,628
	5,704
	
	
	

	
	PERSONALITY_EXTRAVERSION
	,279
	,137
	,214
	2,032
	,045
	,006
	,551
	,188
	,209
	,209

	
	PERSONALITY_AGREEABLENESS
	-,125
	,110
	-,120
	-1,133
	,260
	-,344
	,094
	-,072
	-,119
	-,116

	3
	(Constant)
	3,852
	,911
	
	4,228
	,000
	2,042
	5,662
	
	
	

	
	PERSONALITY_EXTRAVERSION
	,266
	,139
	,205
	1,920
	,058
	-,009
	,542
	,188
	,199
	,198

	
	PERSONALITY_AGREEABLENESS
	-,138
	,112
	-,132
	-1,226
	,223
	-,361
	,085
	-,072
	-,129
	-,126

	
	PERSONALITY_EMOTIONAL_STABILITY
	,099
	,150
	,070
	,660
	,511
	-,199
	,397
	,079
	,070
	,068

	a. Dependent Variable: MUSIC_ENERGETIC_RHYTHMIC


Music Upbeat and Conventional

	Model Summaryd

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	,060a
	,004
	-,007
	,91107
	,004
	,331
	1
	91
	,566
	

	2
	,222b
	,049
	,028
	,89488
	,046
	4,321
	1
	90
	,040
	

	3
	,240c
	,057
	,026
	,89606
	,008
	,763
	1
	89
	,385
	1,907

	a. Predictors: (Constant), PERSONALITY_EXTRAVERSION

	b. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS

	c. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS, PERSONALITY_EMOTIONAL_STABILITY

	d. Dependent Variable: MUSIC_UPBEAT_CONVENTIONAL


	ANOVAd

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	,275
	1
	,275
	,331
	,566a

	
	Residual
	75,534
	91
	,830
	
	

	
	Total
	75,809
	92
	
	
	

	2
	Regression
	3,736
	2
	1,868
	2,332
	,103b

	
	Residual
	72,073
	90
	,801
	
	

	
	Total
	75,809
	92
	
	
	

	3
	Regression
	4,349
	3
	1,450
	1,805
	,152c

	
	Residual
	71,460
	89
	,803
	
	

	
	Total
	75,809
	92
	
	
	

	a. Predictors: (Constant), PERSONALITY_EXTRAVERSION

	b. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS

	c. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS, PERSONALITY_EMOTIONAL_STABILITY

	d. Dependent Variable: MUSIC_UPBEAT_CONVENTIONAL


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95,0% Confidence Interval for B
	Correlations

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Zero-order
	Partial
	Part

	1
	(Constant)
	3,519
	,497
	
	7,086
	,000
	2,532
	4,505
	
	
	

	
	PERSONALITY_EXTRAVERSION
	,059
	,103
	,060
	,576
	,566
	-,145
	,263
	,060
	,060
	,060

	2
	(Constant)
	2,848
	,585
	
	4,869
	,000
	1,686
	4,010
	
	
	

	
	PERSONALITY_EXTRAVERSION
	,011
	,104
	,011
	,107
	,915
	-,195
	,217
	,060
	,011
	,011

	
	PERSONALITY_AGREEABLENESS
	,173
	,083
	,219
	2,079
	,040
	,008
	,339
	,222
	,214
	,214

	3
	(Constant)
	2,534
	,687
	
	3,689
	,000
	1,169
	3,899
	
	
	

	
	PERSONALITY_EXTRAVERSION
	-,001
	,105
	-,001
	-,010
	,992
	-,209
	,207
	,060
	-,001
	-,001

	
	PERSONALITY_AGREEABLENESS
	,160
	,085
	,203
	1,895
	,061
	-,008
	,329
	,222
	,197
	,195

	
	PERSONALITY_EMOTIONAL_STABILITY
	,099
	,113
	,093
	,874
	,385
	-,126
	,323
	,134
	,092
	,090

	a. Dependent Variable: MUSIC_UPBEAT_CONVENTIONAL


Music Not Popular

	Model Summaryd

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	Durbin-Watson

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change
	

	1
	,117a
	,014
	,003
	,88218
	,014
	1,253
	1
	91
	,266
	

	2
	,152b
	,023
	,001
	,88284
	,009
	,866
	1
	90
	,355
	

	3
	,166c
	,027
	-,005
	,88576
	,004
	,406
	1
	89
	,526
	1,841

	a. Predictors: (Constant), PERSONALITY_EXTRAVERSION

	b. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS

	c. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS, PERSONALITY_EMOTIONAL_STABILITY

	d. Dependent Variable: MUSIC_NOT_POPULAR


	ANOVAd

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	,975
	1
	,975
	1,253
	,266a

	
	Residual
	70,820
	91
	,778
	
	

	
	Total
	71,796
	92
	
	
	

	2
	Regression
	1,650
	2
	,825
	1,058
	,351b

	
	Residual
	70,146
	90
	,779
	
	

	
	Total
	71,796
	92
	
	
	

	3
	Regression
	1,968
	3
	,656
	,836
	,477c

	
	Residual
	69,827
	89
	,785
	
	

	
	Total
	71,796
	92
	
	
	

	a. Predictors: (Constant), PERSONALITY_EXTRAVERSION

	b. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS

	c. Predictors: (Constant), PERSONALITY_EXTRAVERSION, PERSONALITY_AGREEABLENESS, PERSONALITY_EMOTIONAL_STABILITY

	d. Dependent Variable: MUSIC_NOT_POPULAR


	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	95,0% Confidence Interval for B
	Correlations

	
	B
	Std. Error
	Beta
	
	
	Lower Bound
	Upper Bound
	Zero-order
	Partial
	Part

	1
	(Constant)
	2,265
	,481
	
	4,711
	,000
	1,310
	3,220
	
	
	

	
	PERSONALITY_EXTRAVERSION
	-,111
	,099
	-,117
	-1,119
	,266
	-,309
	,086
	-,117
	-,117
	-,117

	2
	(Constant)
	2,561
	,577
	
	4,439
	,000
	1,415
	3,708
	
	
	

	
	PERSONALITY_EXTRAVERSION
	-,090
	,102
	-,094
	-,882
	,380
	-,293
	,113
	-,117
	-,093
	-,092

	
	PERSONALITY_AGREEABLENESS
	-,076
	,082
	-,099
	-,930
	,355
	-,240
	,087
	-,121
	-,098
	-,097

	3
	(Constant)
	2,335
	,679
	
	3,439
	,001
	,986
	3,684
	
	
	

	
	PERSONALITY_EXTRAVERSION
	-,099
	,103
	-,103
	-,956
	,342
	-,304
	,107
	-,117
	-,101
	-,100

	
	PERSONALITY_AGREEABLENESS
	-,086
	,084
	-,111
	-1,023
	,309
	-,252
	,081
	-,121
	-,108
	-,107

	
	PERSONALITY_EMOTIONAL_STABILITY
	,071
	,112
	,069
	,637
	,526
	-,151
	,293
	,028
	,067
	,067

	a. Dependent Variable: MUSIC_NOT_POPULAR



Community Proneness





Common pattern of purchase behavior





H 3





Personality Traits 





Shared music preference





H 1





Market Mavenism





H 5





Brand preference 





H 4





H 2





Consumer characteristics 





Consumer Characteristics





Shared Music Preferences





Personality Traits








Female, 31-40 years old and income between €2001-3000





Male, 19-30 years old and income between €0-1000





Income between €1001-2000





Male, > 41 years and income between €1001-2000 and > €4000





Extraversion





Emotional Stability





Agreeableness





Reflective Complex





Intense Rebellious





Energetic Rhytmic





Upbeat Conventional





CPPB





Shared Music Preferences





Maket Mavenism





Brand Excitement





Brand Ruggedness





Brand Competence





Brand Sincerity





Intense Rebellious





Reflective Complex





Upbeat Conventional





Energetic Rhytmic





Brand Competence





Intense Rebellious





Reflective Complex





Upbeat Conventional





Energetic Rhytmic





Brand Excitement





Brand Sincerity





+





Brand Ruggedness





Brand Excitement





Common Pattern of Purchase Behavior 





Shared Music Preferences Communities





Brand Competence





Reflective Complex





Brand Competence





Intense Rebellious





+





Maket Mavenism





+





Brand Sincerity





Brand Ruggedness





Energetic Rhytmic





+





+





Maket Mavenism





Brand Excitement





Brand Competence





Upbeat Conventional








� In 2009 Global Advertising expenditure is more than 500 billion dollars, according to ZenithOptimedia Group Limited .


Source: http://www.zenithoptimedia.com/gff/pdf/Adspend%20forecasts%20December%202006.pdf


� See the means of figure 2
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