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Abstract

The music industry is still subjected to the value gapahase from services like Napster. At

the time of writing, the issue is being addressed as a legislative one by the iralustay,

rather sore one at that. There are howetsraming services that employed a freemium
strategy upon debut, and are stilbrking on converting their free users to subscribers who

pay. Facing the challenge outlined above, the idea of offering music as an experience as
opposed to a product, haeen adopted by mangn idea that stems froli ne & Gi | mor

work. (1988). W& definethis as the listening experience.

The literature concerning how to tap into this, and the consumption of music in everyday life,
is rich. Various sources examine music as a functionality, in other words a means to for
instance regulate a mood, complemarsetting, or to distance oneself from tedious tasks.
Seeing this phenomenon in tbentext of the behavior possikityduced by accessibility, t 6 s
easy to neglect those who still engage in active listening. Nonetheless how to present these
people with elevant offerings.

In this thesis, we seekibf urt her an understanding of actiwv

consumption. o

In doing so, we have collected questionnaifieen 3629 respondents from 19 different
counties in Norway. Based on the ta&ure, we have articulated three hypotheses, that seeks
to examine the relationship between active listening and three different variables; «Escapist
experience», «Cognitiv®bject» and «Parasocial interaction». Based on the data, we have

found supportdr all three hypotheses.

Keywords: music cognition, parasocial interaction, escapist experience, active listening,

listening experience.



1.Introduction

With streaming having become a prominent method for consuming music, the way we
consume music has argughthanged accordingly. Having instant access to what can be
descri bed as musielibraynnhakes for aw marelasg @ sconsumption and a
reduction in perceived risk to the consumer as it evaluates its alternatives. Arguably, Music

has become product category where pegstirchase regret is next to reristent for those

who have adopted streaming. As a result, do we perceive the value and common use of music
differently? a very logical indication would arguably be the time we spend activelyitigt

to music, as opposed to music as means to regulate a mood, or compliment a setting, as
examinedbys| oboda, OO0 eol)lAdditiondlly,| Nad tdh, Har greaves,

2000)c o n ¢ | u d erdisictishngportani to adolescents, and that this is because it allows

themto (@) portraym i maged6 to t he o uthariedotionavimeeds.d and
(p.255.
On a different note, the 2016 IFPI report addresgeaw 1 s known agsermt he five

that refers to how today®o6s recerdedmusicasunfalyat st en
divided amongst the entitled parti€¢s-Pl, 2016) The industry is still subjeetito the value

gap that arose from disruptive technology like Napster. When the serviceleased in 1999,

an entire generation suddenly regarded all music as free. Convincing the consumers that is

was theft proved to be difficult, and the world became witness to a series of poorly handled

legal disputes between the industry and its consumers

It is not within this thesisd scope to take
at fault for the value gap. However, the free subscription yields far less economically than the
paid subscription. (IFPI, 2016). Although sources like lERtline this challenge as a
legislative issue, converting free users to paying customers is undeniably a part of it.
Debunking the saf@arborargument has little value, if the common experience amongst
consumers dictate an unwillingness to embrace thepagment models that will likely arise

from proper music licensing schemes being enforced upon the services in question. As IFPI
outline in their report, an estimated 2 billion USD stemmed from an estimated 68 million users

of paid subscription models ihé year of 2015. The revenue generated from an estimated 900

million users of aesupported models generated atireated 63 million USD. (p. 32



As a means to incentivize adoption, streaming services like Spotify offeredsapported
subscription modghereby referred to as the freemium model) upon debut. The strategy being
that if one can make the consundependenobf the technology, but restrict functionalityt

is possible to make consumers pay for music again. As a means to incentivize contiegsio
freemium users were subjected to frequent interruptions in the form of advertisement, amongst
other disadvantages, as explained\Wagner, Benlian, & Hess, 201R. 259). In the same
article, Wagner et al. Argues that restricting functionality is not a viable solution to making
free uses pay for a music service. Rather, one should offer the full service and thereafter
restrict free access all together. FurthermBegme,(2011)argues that a high conversion rate
hardly matters, i f the value proposition fo
undoultedly applied to services likep8tify in its early days, as having a large enougéru

base has arguably served as an argument for obtaining and maintaining catalogues

1.1 The listening experience and active listening

The concept of offering music as an experience, rather than a product has in other words
become rather important. In 1988,i ne & Gi | more published the
experience economyo, where they outlined th
motivation forits creation being the perceived importance of regarding experiences as distinct

economic offerings.
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Absorption

Entertainment Educational

Passive participation Active participation

Escapist Esthetic

Immersion

Figure 1: Pine & Gil morebs four reiagFloms of an ex|
Afwel come to the experience economyo (Pine &

This model has become somewhat acknowledged as a rather important one, given all the
literature that has spawned in its wake. The onlingceps in no way exempted frothe

concept, as illustrated Byei-Lun Chang, Yuan, & Hsu2010) Taking into consideration

the streaming servicesd6 interface, as well
distribute, It is no stretch to argue that actors Bgotify has embraced the concept, as
described byMorris & Powers,(2015) Based on thditerature we understand the term

Al i stxmarnigenecefi as something that derives fr

the idea of offering a song, or a collection of songs as experiences, rather than as products.

This all rel at e sitiabparagkgh tn the folloveing mdnaeo sevides

like Spotify offer experiences aimed to towards those who are likely to actively listen, and if
so - why does the literature neglect active listening in terms of general consumption? one
explanation could be that those who engage in such usesirmply too few to justify
comprehensive research. Below, we have includedesexcerpts from some op t i f y 6 s
relevant playlist offerings, along with the amount of followers. Note that the general amount



11

of active Spotify usergregardles of subscripon model) amountetb over 100 million as of
June 2016.

NRJa-zxLz2 assi cal Crossingo

AJazz musi cians perform cl assical composer
inspiration to many jazz masters, and enjoy imaginative renditions of Chbpinp S § k ,
Tchmi kovsky, Stravinsky and more. o0 Created by

118,379 followers.

ALIi febs Short; Play Fasto
MA col l ection of outstanding guitarists demo
(Spotify, n.d.)

29,575 followers.
AFusi on Festo

AEl ectrified Jazz, compl ex b e aCreatedby Spotifyu o s o |
(Spotify, n.d.)

44,058 followers.

Given all of the above: fle motivation for this thesis is built on identifying what efforts can

be made to better understand liseening experience for those who engage in active listening.

It is arguably naive to think that the findings will provide a solution to the challenges
previously addressed in this thesis. Rather, we strive for this to be an addition to the literature.
That being said, our sample consists of 3629 respondents, where 35Epsakdly engages

in active listening at a 4,93 mean the context of aikert-typescale ranged from-17. One

could argue that furthering an understanding of active listenitigjgrcontext, can serve as
valuable insight when curating and designing musical offerings for instance within a streaming

service.
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1.2 The purpose of this thesis.

The contributors to this thesiseaboth students at Universitgland, Norway. Additionally
the thesis has been shaped and affected by our participation*MIN®-project, which has
somewhat preconditioned its scope and research approach. This is furtherly outlined in the

respective chapter

With regards to the circumstances that preconditiottes thesis, combined with the
challenges facing the industry and our motivation outlined abthie thesis revolves around
adive listening. The logic being théitone can furtherly understand active listening, one might

further an understanding of how deliver more impressionable experiences.
With that in mind, we have articulated the following research question:

fiThis thesis seeks to further an understanding of active listening in the context of general

consumption 0

Due to the literature availablthe following variables being researched in regards to active
listeningare the followingCognitiveobject, Parasocial interactioandescapist experience.

1 http://www.minsse/
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2. Theory

2.1 Active Listening

"You cannot truly listen to anyone and do anything else at the same (vh&¢ott Peck,

1978, p.125). This quote can be rephrased to fit the act of active music listening, as music is
perceived basically in the same way as any other sonic information. The way it's perceived is
of course by hearing, a skill acquired by humdtergustf i ve mont hs in the
2008). This skill is greatly used by a term called passive listening, in Donald Clark's article he
defines passive listening as an action which is a little more than hearing. The way people
usually hear when the motivatido listen is little, for example when watching television,
listening to music or just to be polite in a conversation. It's because our mind can easily think
about other things while we listening to something or someone, a great example is that our

mind is capable to receive information faster than we are able to speak. (Clark, D.R., 1997).

"Hearing and listening are not the same thing". (Clark, DARJive listening is a way of
listening; Donald Clark describes it as listening with a purpose. Suchsaugsoreceiving
information or directions, understanding others, solving problems, sharing interests,
understanding other peoplebés feelings or
process involving an array of intellectual behaviors.” (Cartipbla Canpolat, S., Kuzu, &
Yildirim, 2015, p. 168). In educational environments, active listening is the ideal way to learn
more effectively. It affects the quality of learning in the way of productivity and-femg
learning. A study showed that sucdessstudents used cognitive strategies as: paying
attention, taking notes, making associations, questioning and using known affective strategies
as: showing up on time, having interest and motivation to learn. These are all necessary to
succeed in a claggwm, but one last thing made the big difference; the reason for why students
wanted to learn. Students who only focused on obtaining information to succeed on exams
didn't learn naturally and got bored after a while. The study came in a conclusionitieat act
listening is most effective while individuals learns in a natural way and have a sincere interest

in the lesson. (Canpolat, M., Canpolat, S., Kuzu & Yildirim, 2015).

t
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In this study we will focus on three key elements that may have an influence iadtioes
listening occurs and in what degree. That's why we have picked out factors which is based on
subconscious experiences, imaginative relationships and cognitive activities. These will all

be based on data collected from the Mibl&stionnaire, relevd research anliterature

2.2 Escapist Experience

MerriamWester online dictionary defines "Escapism” as "habitual diversion of the mind to
purely imaginative activity or entertainment as an escape from reality or routine”. (Escapist,
n.d.). Oh, Fiore & Jamg (2007) had to consider three types and measurement of escapism to
define the experience. This was part of a qualitative study where they focused on tourist
experience and based the theory on Pine and Gilmore's (1999) hedé&ur realms of
experiene, (entertainment, education, esthetics and escapism). The first reason was to flee
from and avoid daily routines, the second was driven by escaping to a different location and

the third was to experience and escape in a specific activity. (Oh, Fioraidg)eo

One of the earliest inventions of modern headphones was by Nathaniel Baldwin, and it
purpose was to deliver private sound to the listener. (Thompson, D., 2012). Since 2001, the
iPod have been sold 390 million times. (Costello, 2015). The acquittez ¢?od, the iPhone,

was sold 1 billion times in 2016 (Apple, 2017), and 78,29 million first quarter of 2017 (Statista,
2017). All these units have been sold with included earphones/earbuds. Just by looking at the
sales of iPods and iPhones, we can catelinat there are, or have been, at least one billion
four hundred sixtyeight million two hundred and ninety thousand earphones in the world,
that's a lot of sonic privacy. There is still a ton of other devices that serve the same purpose,

but Apple had ben the leading company for personal sound.

All these devices can be observed in public, people with small speakers inside or outside of
their ears. On transportation, in the streets, in stores, everywhere an escape is more pleasing
than the living enviroment around. "l wouldn't stop someone wearing those white wires to
ask for directions. It's like they're putting up a big closed sign," says telegraph columnist
Bryony Gordon in an BBC article (Castella, 2011). Music therapist, Clen@artss thinks
thatthere is therapeutic benefits if music is chosen and used consciously, but that people also
use it as an tool for social anxiety as any other methods for an social escape. (Hawkins, 2014).

There is difficult to tell if an escapist experience is produceddbye listening or a wanted
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state to escape reality. It's possible to think of connections in the three different types of
escapism by Oh, Fiore & Jeoung's definitions, and the third one, "experience and escape in a

specific activity”, may be the one nmiaslevant to our topic active listening.

2.3 Cognitive-Object

Music and cognitive science are linked in many ways, but Pearce, M. and Rohrmeier, M.
reviews three factors in the article Music Cognition and the Cognitive Sciences (2012), that
makes music an iportant topic for cognitive scientific research. The first factor is "music is

a universal human trait fulfilling crucial roles in everyday life." (Pearce, M. & Rohrmeier, M.
2012). The second is that music has an important role in the evolution of hatogaretic
development. The third is that appreciating and producing music at the same time draw in
numerous complex perceptual, cognitive and passionate procedures. These three factors can

also be relevant for our assignment and fits some of the queistitresMINS questioner

In the article Personality and music: Can traits explain how people use music in everyday life?
Tomas Chamorr®remuzic & Adrian Furnham (2007) did a study on the relationship between
personalities and the uses of music, focusing/leypnand how music is being used in everyday

life. They had three main hypotheses;
(H1): Three major usages of music; emotional, cognitive and background.

(H2): If H1 is supported, Neuroticism will positively correlate with emotional usage,
extraversion wi positively correlate with the use of background music and openness and TIE,

(Typical Intellectual Engagement), will positively correlate with cognitive usage of music.

(H3): If H1 is supported, there will be a positively correlation between IQ and fidE a

cognitive use of music.

341 students from Britain and America participated in this study, in an age range of 17 to 41.
They first completed The Wonderlic Personell Test (WPT) (Wonderlic, 1992), a timed test for
measuring general intelligence. After th&PT, they had to hand in no time limited self
reported inventories (the Big Five personality traits, TIE, and Uses of Music Inventory) (Costa
& McCae, 1992; Goff & Ackerman, 1992; Chamefeemuzic & Furnham, 2007The 15

items Music Inventory questionina was designed after a preliminary qualitative pilot study.
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The final questionnaire got five items each for associations with the three usages of music
(emotional, cognitive and background). The details of the structure can be seen in the table
below (Tdle. 1).

M(emot) M(cog) M(back)

I. Listening to music really affects my mood .81

2. | am not very nostalgic when | listen to old songs .74
| used to listen to (R)

3. Whenever | want to feel happy | listen to a happy song .64

4. When | listen to sad songs | feel very emotional .57

5. Almost every memory | have is associated with a particular song .56

6. | often enjoy analysing complex musical compositions .74

7. | seldom like a song unless | admire the technique of the musicians b6

8. | don’t enjoy listening to pop music because it's very primitive 66

9. Rather than relaxing, when | listen to music | like 63
to concentrate on it

10. Listening to music is an intellectual experience for me —.38 60

I'1. | enjoy listening to music while | work a7

12. Music is very distracting so whenever | study | need .64

to have silence (R)

13. If | don't listen to music while I'm doing something, — .44 .56
| often get bored

14. | enjoy listening to music in social events .49

15. | often feel very lonely if | don’t listen to music A7
Eigenvalues 330 1.86 1.59
Scale reliability (Cronbach’s «) .78 85 .76

Note. N = 264. Loadings <.30 suppressed. M(emot)= emotional use of music (e.g. emotional
regulation), M(cog)= rational/cognitive use of music (intellectual appreciation), M(back)= background
use of music (e.g. background, parties), (R) = reversed item.

Table 1 Structure matrix and item loadings for the uses of music inventory.
from Chamorro-Premuzic & Furnham, 2007, Personality and music: Can
traits explain how people use music in everyday life?, p. 179. Copyright 2007
The British Psychological Society.

The overall result and correlations between all the factors can be seen in the table below
(Table.2)
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M(emot) M(cog) M(back) Like Recog
1. 1Q —.05 30 — .06 d6* .10
2. TIE A5 S .09 6% 37
3. Neuroticism 30 .00 .03 -.09 —.10
4. Extraversion —.16* —.10 .05 .08 .06
5. Openness —.I1 3k 0l 16 12
6. Agreeableness —.09 —.01 .00 0l .03
7. Conscientiousness — 22%* .04 —.15 -0l .04

Note. N = 34]. M(emot)=emotional use of music (e.g. emotional regulation), M(cog)=
rational/cognitive use of music (intellectual appreciation), M(back)= background use of music (e.g.
background, parties). Like = styles/artists/genres participants liked, Recog = styles/artists/genres
participants reported to recognize. |Q = Wonderlic Personnel Test (Wonderlic, 1992), TIE = typical
intellectual engagement (Goff & Ackerman).

*p < .05; #p < .0l.

Table 2 Individual difference correlates of the uses of music inventory from
Chamorro-Premuzic & Furnham, 2007, Personality and music: Can traits
explain how people use music in everyday life?, p. 179. Copyright 2007 The
British Psychological Society.

Previously in this assignment, active listening was associated with intelligence and cognitive
technigues by other studies and statements. It seems that cognitive usage of music continues
to show positively correlations with intelligence and active listening. The question "Rather
than relaxing, when 1 listen to music | like to concentrate on it." if@neo-Premuzic &
Furnham, 2007) is interesting in association with active listening since active listening was
shown to be most efficient when it occurred naturally and by interest (Canpolat, M., Canpolat,
S., Kuzu & Yildirim, 2015). Music is mostly heaoh freely and unforced, active listening is

not a required task and cognitive usage of music can therefore thought to be associated with a
natural and sincere way to actively listen. Cognidgiect can be significantly relevant for

our topic, active ligning.

2.4 Parasocial interaction

Horton and Wohl (1956) describes the term parasocial interaction as a "simulacrum of
conversational give and take", "esiled, nondialectical, controlled by the performer, and not
susceptible of mutual development" and pugotisat mass media, (TV, radio and movies),

gives an "illusion of fac¢o-face relationship with the performer.” (Horton & Wohl, 1956,

p.215). The phenome occurs when the -sided media consumer creates illusionary
relationship with a media performer, Hoon & Woh| <c¢chose to call thi

The persona is presented such as they appear to bentaeof the scene and being directly
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observed by the audience through a-womg transmission. The personae can achieve
imaginative relationshipsvith a crowd of strangers by inviting them to observe their
personality, give the audience a feeling of being personally addressed, and claim an intimacy

which is in a way penetrated by illusion.

More recent studies and experiments show that these peréosa u s a damguagé and o d y
facial expressions affects the degree of experienced parasocial interaction. In details the
experiments focused on bodily addressing andgayeng. Based on the PSI (Parasocial
Interaction)Scale (Rubin, Perse & Powell, 1988ubin & Perse, 1987) made the improved
EPSI (Experienced Parasocial Interacti®eple (Cummins & Ciu, 2014; Harmann &
Goldhoorn, 2011). Hartmann & Goldhoorn (2011), since theSR3le didn't have many items
that tapped i nt o trerce andfdelingsnacoend garasotidl interastiory e x p
that occurred in the moment. These scales are mostly aimed for parasocial interaction through
media with moving pictures, sound, visual human interaction and body language. (L.Dibble,
Hartmann & F.Rosaen(026). For notation and clarity, parasocial interaction is not the same

as the term "parasocial relationship”. Parasocial interaction is referred to the exposure and the
interaction which happens in the moment. Horton and Wohl use the term parasocial
relationship for a repeated consume of the "personae” over a period of time. (Horton & Wohl,
1956).

Therefore, studies and results found with these methods can be thought of being irrelevant
since our focus is newisual, but we want to know how parasocial iatgion can affect active
listening, and not necessary how parasocial interaction can occur by active listening- A "non
visual" and different kind of study done by Gayle S. Stever & Kevin Lawson (20BB)zed

how online communication, in this case Twittean affect and create parasocial interaction.
There were samples from celebrities in many different categories and occupations, where they
also used Twitter in varieties. The only similarity was that they all used Twitter to
communicate with the publia dans. Some of the conclusions was that parasocial interaction
could enhance the enjoyment of parasocial interaction and after an interview with Josh Groban
& Richard Bacon, got proof that at least Groban thinks Twitter is a tool for building good

communcations with his fan base (Stever & Lawson, 2013).

One theory may be that there could be positive correlations between parasocial interaction and

active listening, since parasocial interaction affects and causes parasocial relationships, which
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canmakeah enhance | i stenerds attention to thei
purposes.

2.5 Model and hypotheses

Based on théditerature we have outlined a theoretical model with the intention of visually
communicating what relationships this thesigkseto examine. The MINBroject has
somewhat affected our model. Further explanation is provided in chapter 3.

Escapist Experience

Cognitive-Object |—»{ Active Listening

Parasocial
Interaction

Figure 2: The model for our thesis

The Hypotheses pertaining to the model has been articulated as follows:
H1: Parasoial interaction is directly and positively related to active listening.
H2: Escapist experience is directly and positively related to active listening.

H3: Cognitiveobject is directly and positively related to active listening.
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3. Research approach

MINS (AitVsi ¢ I nnovation Net wor lnterlech prgject aflicaandi n a
cooperation between Inland Norway University of Applied Sciences and Karlstad University.
ltés purpose is to develop and educate the
The project had already outlined a deductive approach, as well as a mono methodical survey
strategy. Furthermore, the study is cresstional as it is based on a single dataset.

An illustration of how we have fumted our gbrts would likethis:

Figure 3: based on fAthe research oniond from ARE
busi ness s Saudlers)ltewis) & Bhgrnhill, 2007, p.102.)

The philosophical prerequisite that defines our approach, can be defineel pgssttivist
worldview, according to Saunders et@007). Given the purpose of the MIN&oject and
the motivation for this thesis, the results needs to be applicable. This imposes that what is

being researched has to be observable and measurableobeci@amena.

Furthermore, having a deductive approach has been deemed necessary in order to infer a causal
relationship. The approach also lends itself to collecting quantitative datsigndurtherly

justified in therespectivesub-chapter. Finally, the ggoach needs to facilitate results that are
generally apptable, about which Saundersaéts ay s t h e Ih ardedtoobe abte ¢p: i
generalisestatistically about regularities in human social behaviour it is necessary to select

samples of sufficiemt u me r i ¢.42007,9il1B)k . 0

The variables that make up the concrete hypotheses for this particular thesis have been chosen

on the basis of relevant literature and theory. The variables have in other words been chosen

2 https://interreqg.no/prosjektbank/7 131



https://interreg.no/prosjektbank/7131-2/
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based on how the literature defsithem, as we sought to pick the ones that were the most

likely to pertain to active listening, by our assessment.

3.1 Research Design

For this thesis, we aim to provide causal research, meaning that we seek to examine the cause
and effect for active listeng in a particular context. Given the ambitions, one could argue
that the crossectional time horizon is insufficient, in the sense that providing longitudinal
data makes for better foundation when examining causal relationships. There is also the issue
of whether the monmnethodical survey strategy truly serves the research question, given that
the independent variables have been operationalized on the basis of literature written by, and

for social scientist. limitations such as these are furtherly diedus their respective chapter.

The quantitative design is something thas baen predetermined by tMENS-project and

can be explained by its scope, desired result and the deductive approach. Each participant was
presented with a quota of 120 resporidéhat had to be met. This way, the participants could
collectively collect a sample large enough for the dataset to be representative, but still meet

their quota, given the timeframe.

By operationalizing the chosen variables in such a way that theetas itself to statistical
comparison, one is able to analyze the data in terms of correlation, examining a measurable
degree of the prerequisites for cause and effect. Enclosed below is a table displaying the way

the independent variables were operatiaeal, along with the theoretical source of each

variable.
Operationalization of the independent variables Theoretical background
Parasiocial interaction Parasocial

interaction scale
7a Theartistsl listen to make me comfortable, ag #mwith

friends. (Rubin & Pearse, 1987)
7b | look forward to listen tony favoriteartists every day.

7c When myfavoriteartist performs a song, it seems like
or she understands my mood.
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7d | miss being able to listen to rfgvorite artist wheneve
| for some reason am unable to

Cognitive-object Cognitive-Object

5h I find great joy in analyzing the complexity of the so| (Chamorro & Furnham,
i listen to. 2007)

5i | rarely enjoy a song without admiring techni
proficiency of the artist or band.

5j Listening to music is an intellectual experience to me|

Escapist experience Escapist experience
Whenevel listen to my music on my preferred chani (Oh, Fiore, & Jeoung, 2007
format,lé .
(Pine & Gilmore, 1998)
3e éfind myself i n anot hgdg
3f ...take on a different role

39 ...dive into my own world

3h ...completly escape from reality

Table 3: Operationalization of the independent variables

Academic practitioners belonging to Inland University, Norway haweducted the
operationalizationThe questionnaire amounts to 27 questions, occasionally narrowed down

to subquestions, depending on whether the question accounted for demographical context, a
dependentor an independent variable. For the gioest pertaining to the independent
variables, the responder was asked to rate to which degree they agreed with each statement
that accounts for the relevant variable dnkert-scale basis ranging from7, wherethe least

val ued opltdisagreec s mplt eseliyo and t he |omgetelyval ued

agreeo.

The dependenvariables differed somewhat, as thkerts cal eds 7 | evel s wer
deemed insufficient. Théependentariable relevant to our research question however, stuck
to the Likert-scale formatlt was operationalized as follows:
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15. How would you describe your method of listening to music, ranged from very p
to very active? (Check 1 box)

0% Donot know

13 Very passive
28

33

43

53X

60

7% Very active

Table 4: Operationalization of the dependent variable

3.2 Data

3.2.1 Selection

The data was collected by the 34 students participating in the project. The respondents were
randomly selected, and was asked to fill out the questionnaire on a vgplantekanonymous
basis. The respondent's age span from88years. The questionnaires were issued on paper

in order to ensure credible data, as opposed to issuing digital ones.

3.2.2 Data collection

The participants involved in the particular data collectelavant for this thesis, are students
enrolled in either a music production, or ntuslianagement bachelprogrammeat Inland
University, Norway. The participating students were issued assigned counties based on where
they planned to spend thehristmasholiday, and given a timeframe amounting to
somewhere around a month. The answered questionnaires were then entered into a database

via the survey platform figuestbacko.
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Figure 4: Respondents county distribution

The project airad to collect 4080 questionnaires, and the sampig émtirety makes up 3629

responders from 19 different counties, as illustrated below.

The project intended for each student to meet their quota, and collect questionnaires mainly
from their assigned cmty. The respondents were simply asked for their postal code. There is
therefore little evidence to suggest that the respondents were actually based in the relevant

geographical area of data collection.

It was also intended for the participants to colfeocin a wide age span of respondents, In
order to get as a representative dataset as overall possible. The results have somewhat deviated

from the original plan, as lllustrated below.



25

24, Age, 2017
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24. Age, 2017

Figure 5: Respondents age distribution

Thede i ati on can be explained by the questiont
out a form estimated to take somewhere around 15 minutes, the average respondent might not
be as inclined to provide a vi adnts.&ivemthatwer i
the questionnaire had a | ot of questions re
underrepresented age groups submitted incomplete questionnaires, and were therefore
excluded from the dataset. The uneven age span is argedlelsted by educational level

amongst the respondents.
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26. Highest form of education completed. (Check 1 box)
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26. Highest form of education completed. (Check 1 box)
Figure 6: Respondents education level
Webve also included an overview of gender arm
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Figure 7: Respondents gender distribution
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As our thesis has no use for the entire dataset, but rather just parts of it, we have included a
summary of the relevant data. Some of the questions in the questionnaire presents the
respondent with tdenodopt koonwd o THablesdata.tThefi hi s
submissions containing such answers have therefore been removed from the database, leaving
us with a lesser, but more relevant set of data. The amount of viable submissions per variable,

as well as the amount of submissions providing viabkvers to all the relevant variables has

been summari zed bel ow. As indicated by dval
answers.
Descriptive Statistics
N Minimum Maximum Mean Std. Deviation
T T T T

3.efgh "Escapist experience” 3332 1,00 7,00 4,3601 155962

5.hij "Cognitive Object" 3099 1,00 7,00 3,9654 1,68344

7.abcd "Parasocial interaction] 3072 1,00 7,00 4,2030 1,49476

15. How would you describe 3519 1 7 4,93 1,568

your method of listening to

music, ranged from very

passive to very active? (Chec|

1 box)

Valid N (listwise) 2567

Table 5: Descriptive Statistics
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3.3 Method of analysis

In order to measure the degree of association between the variables, we conducted a correlation
analysis. The correlation analysis exgessthe correlations through three different metrics:
APearson correlataohéd) dsagdi iNoan€&€eoMm2what
see that every variable is positively related to each other to a strong degree, as expressed by
the correlatio coefficient (Pearson R). furthermore, as expressed by the two stars (**)
following the coefficient it is unlikely to be coincidental. The statistical significance amounts

to 1% or less amongst all the variables.

Having proved a noteworthy correlatioattveen the variables, We sought to further examine

the strength of the relationship between the dependent and independent variables. Conducting

a multiple Ilinear regression analysis all ows
independentvaridbe ' s 6 val ue. The ddeppmdenevaraldle amoumtsito ct i o |
31, 9%, as expressed by the r square in the |

regressiordoes nohecessarily infer causalitwe still chose to use this technique, givihe

scope of the thesis.

Additionally, the regression has been accompanied by the AN@$# which is short for

Aoweay analysis of var i ahanalyseshe vaBiancennithinthe. et .
regression analysis, meaning it assesseshehtte differences between and within groups of

data are statistically significant, as expressed by thati®& (401,780). It has been deemed
necessary in order to argue the suitability of our regression model. Further down, the reader

will find tablesdé ai | i ng the regression analysisd sum
well as a variance analysis (ANOVA).



29

3.4 The study's reliability and validity

Given that the different independent variables being tested are regarded as latent, as well as
therqgper ati onalizati on, we have chosen to mak
measure the consistency of responses. It could be argued that since the data is reported, as
opposed to observed, the respondent is left to answer rather compound quesgtons, w

necessarily having thererequisite knowledge to do so.

The Cronbaclés alpha score amounts to 0,759, which we would deem as acceptable. This
indicates that the results can be somewhat reproduced by a different group of respondents, or

within a different timeframe, to a reasonable extent.

Reliability Statistics

Cronbach's Alpha
Based on
Standardized

Cronbach's Alpha ltems N of Items

,759 ,761 3

Table 6: Reliability Statistics

Wedve al so c hos eTotaltSmtisis herel inafder totargee cdrrecesgoring.
The Corrected IterTotal Correlation indicates that each item strongly correlates with the
scale. According t®allant,(2007) values less than .3 indicate that the items are measuring

something different fromhe scale. By that standard, we interpret the scoring as acceptable.

The same table also indicates t heCrontmthisabi | i
Al pha if Item Deletedd column. These values
to, should one remove an item fromtheteStd di t i on all out put regardi

has been enclosed asattachmentor further inspection.
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Item-Total Statistics

Scale Mean Squared Cronbach's

if ltem Scale Variance| Corrected Item Multiple Alpha if ltem

Deleted if tem Deleted | Total Correlaibn Correlation Deleted
3.efgh "Escapist 8,2745 7,799 ,556 ,323 714
experience"
5.hij "Cognitive 8,6503 7,076 571 ,342 ,701
Object"
7.abcd 8,4166 7,543 ,647 ,418 ,616
"Parasocial
interaction”

Table 7: Item-Total Statistics
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4.Data analysis

The data has been processed and exported by the statistical software package known as

ASPSS0. Compl ete outputs have been enclosed

4.1 Correlation Analysis

We have conducted a Pearsotorrelations analysis for the constant «Active Listening» and
the three variables «Escapist experience», «Cogriihject» and «Parasocial interaction» in
the same matrix below. The number in front of the variable is the item number from the MINS
guestoner and the letters are the items -suiestions. Each variable is a composition of
guestions connected to their topic. The cori@amatrix is generated in SPSS:

Correlations

Degree of 3.efgh S.hij 7.abcd
Active "Escapist "Cognitive- "Parasocial
Listening experience"” Object” interaction”
Degree of Active Pearson Correlation 1 417" 481" 475"
Listening
Sig. (2-tailed) ,000 ,000 ,000
N 3519 3242 3029 2997
3.efgh "Escapist Pearson Correlation 417" 1 445" 5317
experience”
Sig. (2-tailed) ,000 ,000 ,000
N 3242 3332 2912 2878
5.hij "Cognitive-Object” Pearson Correlation 481" 445" 1 557"
Sig. (2-tailed) ,000 ,000 ,000
N 3029 2912 3099 2757
7.abcd "Parasocial Pearson Correlation ,47‘5w 53 1" 55 7 1
interaction”
Sig. (2-tailed) ,000 ,000 ,000
N 2997 2878 2757 3072

**_ Correlation is significant at the 0.01 level (2-tailed).

Table 8: Pearson Correlations

We can observe that every coatsbn (Pearson Correlation) or (r), is positive and has the
significance (p) value of 0,01 > p 3 0,000. Given that every correlation has the same p value,
the table below will rank the correlations by highest to lowest r value.
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#1 «CognitiveObject» & «Parasocial interaction» r=0,557
#2 «Escapist experience» & «Parasocial interaction» r=0,531
#3 «Active Listening» & «Cognitiv®bject» r=0,481
#4 «Active Listening» & «Parasocial interaction» r=0,475
#5 «Escapist experience» & @gnitive-Object» r =0,445
#6 «Active Listening» & «Escapist experience» r=0,417

Table 9: Correlations ranked by r value

The strongest correlation is between «Cognifdlgect» and «Parasocial interaction», with

the highescorrelation value of r = 0,557. Correlation #2 and #4 is also affected by «Parasocial
interaction», this gives parasocial interaction the greatest overall correlation between all the
variables. Continuing down the list we can observe that the numbérsidarase by much,

the average value is 0,484. The weakest correlation is between «Active Listening» and

«Escapist experience» with the value of r = 0,417, which still is high.

4.2 Multiple regression analysis

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 ,566° 320 319 1,278

a. Predictors: (Constant), 7.abcd "Parasocial interaction”,
3.efgh "Escapist experience", 5.hij "Cognitive-Object"
Table 10: Multiple Regression - Model Summary

Running a multiple regression analysis gives us a correlation of 0,556 between all the

predictors and the dependent variable «Active Listening».



33

The adjusted R Square of 0,319 tells us that 31,9% of the variance that the depanmalaet v
is explained by the independent variables. The R Square value of 0,320 is just 0,001 in

difference, this very small change is ideal for evaluating the model's variability.

Table 11: Multiple Regression - ANOVA

In the ANOVA analysis we are mainly interested in the significavedee to evaluate if our
multiple regression models can be used for predictions. In this case the analysis gives us a

significance of p<0.05 and we can conclude with that the independent variabtesstdikely

predict the dependent variable.

Table 12: Multiple Regression - Coefficients
This tells us about the relationships between the deperatehbur independent variables for
the coefficients. All of the-values have a-palue less than 0,05, th&alue is high and ranges

from 8,516- 13,373, they are therefore all significance for the multiple model.

























































