the score on the index of sociability, the more contact one has with friends. If our hypothesis is correct, that interaction with others is the vehicle whereby cultural tastes are shaped, then preferences for particular types of music should be stronger among those who rank highest on the index of sociability.
Figure 1 summarizes the univariate relationships between sociability and prefer- ences for selected individual genres. The prevailing pattern across the majority of genres is represented by the data presented for “classical,” “rap” and “alternative rock.” Fifteen genres follow this pattern, which meets our expectation with the highest levels of sociability found among those who are most positively disposed toward that type of music. Of the 20 genres included in the survey instrument only “easy listening,” “country and western,” “bluegrass,” “oldies” and “heavy metal” fail to fit this pattern.
Further tests of the relationship between sociability and musical taste are found in Table 4. The first column of this table presents results obtained from a logistic regression that looks at the log of the odds of having no highly favored genre to that of having positive preferences for one or more musical genres. To make these results easier to interpret we report the exponentiated coefficients.7 Here, for ex- ample, we see that women and minorities are significantly less likely than men and nonminorities to not have a favored genre. Having more online experience, how- ever, increases the likelihood of having no favored genre. For our purposes, how- ever, the most important result is the significant inverse relationship between in- creased sociability and the probability of not having a favored genre. In other words, the higher the level of sociability, the lower the probability that an individ- ual will not show a strong positive preference for one or more musical genres.
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	Table 4: Musical Taste and Sociability1 and Overall Musical Preferences2 among
US Adult Survey2000 Controlling for Demographics


	No highly favored genre: any highly favored genre3)
Overall musical preferences
[image: ]
Logistic regression OLS coefficients OLS coefficients coefficients (unstandardized) (standardized)


	Constant — Female 0.66** Non-white 0.74**
–3.22** 0.09** 0.08**
–0.16** –0.04** —
0.04**
0.07** –0.01
–.005**
0.02** —
–.004** 0.01 0.01
24,790
— 0.088** 0.034**
–0.062** -0.027** —
0.037**
0.052** –0.011 –0.029**
0.022** —
–0.034 0.011 0.167**
24,790
Age 16–18 Age 19–24 Age 25–34 (reference category) Age 35–44 Age 45–54 Age 55 or older High school degree or less Some college, no BA BA degree (reference category) Graduate or professional degree Been online two years or more Increased levels of sociability N of cases
0.54**
0.83** —
0.94 0.80** 0.60
1.10 0.96
— 0.94
1.14* 0.97**
24,790

	
1. estimated odds of not having at least one highly favored music genre 2. OLS estimates 3. exponentiated log of the odds ** p<01, * p<05
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The results presented in the second and third columns of Table 4 examine the relationship between sociability and musical preferences in a different fashion. These two columns report unstandardized and standardized OLS regression coef- ficients obtained when overall positive musical preferences are regressed on the same set of independent variables. In this case, the dependent variable, overall mu- sical preferences is the sum of the preference scores for all 20 genres. Unlike the lo- gistic regression results in column one, the OLS coefficients may be negative or positive depending on whether the relationship is negative or positive. Here, then, we see that women and minorities are significantly more likely to report a positive preference for a greater number of musical genres. Younger people are less likely to have a broad range of preferences than those between the ages of 25 and 34, while those between the ages of 35 and 54 are more likely. Lower overall preference scores are also found among the least well educated as well as the most well educated, while increased sociability is associated with higher overall preference scores. Standardized
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regression coefficients are reported in the third column to indicate the relative strength of the independent variables. The large value for the standardized coeffi- cient associated with increased sociability indicates that the relative effect of this variable (0.167) is nearly twice the size of the next largest standardized coefficient (the value of 0.088, which captures the effect of gender).
Conclusions and Suggestions for Further Research
How important is contact with friends for developing and sustaining musical taste? In this study the highest levels of sociability were associated with having positive attitudes toward the most genres of music. That is, individuals who re- ported the most contact with friends also reported liking more kinds of music. In addition we have seen that contact with friends is associated with a lowering of the probability that an individual will have no strong preferences for at least one musi- cal genre.
Taken together, these findings lend indirect support to Mark’s (1998) conten- tion that cultural choices are created and sustained through network ties. It is im- portant to note that the effect of sociability remained after controlling for demo- graphic factors typically used to explain music preferences. In fact, as noted above, the standardized coefficient associated with increased sociability was nearly twice the size of the coefficient for gender—the next largest standardized coefficient. This is consistent with findings suggesting a loosening of the connection between social class and taste and a reconceptualization of taste in terms of lifestyle or status group patterns (see, for example, Hughes & Peterson, 1983; Peterson, 1992; van Eijck, 2000). However, not much attention has been paid in the literature to the social mechanisms that produce or sustain taste groups. What evidence there is has come from ethnographies or surveys of particular taste groups in particular social locations (see, for example, Skully & Dalton, 1996; Pattacini, 2000). Following Mark, and building on social identity theory (see, for example, Cotterell, 1996) we posit that sociability is a key factor in this process of taste formation.
Our future research on this topic will address these issues in two ways. First, using our existing data set, we will reconstruct Mark’s music-genre demographic niches and analyze respondents’ location within those niches. This will then allow us to examine the relationship between sociability, niche location, and musical preference. Second, we are part of a team of researchers fielding a new Internet survey (Survey2001) in which we have included more detailed questions about so- ciability and the sharing of musical tastes within friendship groups. Hopefully these inquiries will shed light on what we see as key issues in cultural sociology— the formation of cultural taste and the role of taste in creating and sustaining indi- vidual and group identities.
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Notes
1. There is a long history of white, middle-class youth identifying with black culture which, for a time, seems infinitely cooler than the culture of their parents. White teens’ current fascination with hip-hop fashion, music, and language may be more explicit imitation, but it is not a new phenomenon. 
2. According to Bennett (1999: 604), the basic idea of “neo-tribes” is that “. . . the group is no longer a central focus for the individual but rather one of a series of foci or ‘sites’ within which the individual can live out a selected, temporal role or identity before re- locating to an alternative site and assuming a different identity.” 
3. Not surprisingly then, fans of particular genres share some similarities in attitudes and beliefs. For example, Hansen and Hansen (1991) report that individuals who expressed liking for heavy metal music were higher in Machiavellianism and machismo and lower in need for cognition than nonfans. In their study heavy metal fans made higher esti- mates than non-fans of consensus among young people for sexual, drug-related, oc- cult, and antisocial behaviors and attitudes. Punk rock fans were less accepting of au- thority than those who dislike this music. Punk fans estimated higher frequencies than nonfans of antiauthority behaviors such as owning weapons, committing a crime, shoplifting, and going to jail. 
4. For details about the logic of Web-based survey instruments, program features, design elements, and sampling issues with Survey2000, see Witte et al., 2000. 
5. A long-standing issue with the GSS and other probability samples has been the over- representation of females (Smith 1979). 
6. It is noteworthy that just over half of the respondents indicate that they exchange emails on a weekly or daily basis with friends nearby. One can easily imagine individu- als using e-mail to keep in touch with distant friends, but e-mail is seemingly also be- coming a mainstay of communication between friends who live quite near to one an- other (Wellman et al., 2001). 
7. Thus, a value of 1.00 indicates no relationship, a value above 1.00 means a higher value on the independent variable increases the odds of having no favored genre and one below 1.00 means a higher value on an independent variable leads to reduced odds of not having a favored genre. Asterisks are used to flag those variables where the esti- mated exponentiated coefficients are significantly different from 1.00. 
References
Arnett, Jeffrey. 1991. “Adolescents and heavy metal music: from the mouths of metalheads.” Youth and Society 23: 76–98.
Bennett, Andy. 1999. “Subcultures or neo-tribes? Rethinking the relationship between youth, style and musical taste.” Sociology 33 i3: 599–614.
Bourdieu, Pierre. [1979]1984. Distinction: A Social Critique of the Judgement of Taste, trans- lated by Richard Nice. Cambridge, MA: Harvard University Press.
Gans, Herbert J. 1969. Popular Culture and High Culture. New York: Basic Books. Hakaman, Ernest A. and Alan Wells. 1993. “Music preference and taste cultures among ado-
lescents,” Popular Music and Society 17: 55–70. Mark, Noah. 1998. “Birds of a feather sing together,” Social Forces 77: 453–85.

[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
one line short


[image: ]
[image: ]

[image: ]
[image: ]
Consalvo 065-140 2/26/04 10:19 AM Page 128
[image: ]
[image: ]


[image: ]
[image: ]
[image: ]
[image: ]
128 places, politics, and policies of the internet

Peterson, Richard A. 1992. “Understanding audience segmentation: from elite and mass to omnivore and univore,” Poetics 21: 234–58.
Veblen, Thorstein [1899] 1934. Theory of the Leisure Class. New York: The Modern Library. Weinstein, Deena. 1994. “Rock: Youth and its music.” Pages 3–24 in Adolescents and Their
Music. Ed. by Jonathan S. Epstein. New York: Garland Publishing. Wellman, Barry, Anabel Quan Haase, James Witte, & Keith Hampton. 2001. Does the Internet multiply, decrease, or increase social capital? Networks, participation, and com-
mitment online and offline.” American Behavioral Scientist, vol. 45(3): 436–455. Witte, James C., Lisa M. Amoroso, & Philip E. N. Howard “Method and representation in Internet-based survey tools: Mobility, community, and cultural identity in Survey2000.
Social Science Computing Review, vol. 18 (2): 179–195. Zill, Nicholas, & John Robinson. 1994. “Name that tune: demographics of musical taste in
the U.S.,” American Demographics 16:22–28.
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]

image5.png




image6.png




image7.png




image8.png




image9.png




image10.png




image11.png




image12.png




image13.png




image14.png




image15.png




image16.png




image1.png




image2.png




image3.png




image4.png





e o, ko s 1 A
e e redp et g B
e g e i g o ko

R g e i
e
e e
FEREE ey
e,
i L s
LR S

T T b i o e o e s
e ot e e o o g sy e
ol i e s o g e i s T2
b e et e et e
o e e e et e ey
L T
o e . e et et o ot
e i v e sy a0 Py st
e o 1 e e et e e o
o s ot v S P
it ot e e e e




