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Abstract 
 

Music plays a critical role in our daily lives, and it can be a great way to express ourselves or to initiate a 

conversation. Previous research has shown that our music preferences are connected to some aspects of our 

personality, which can influence the formation of our social identity, lifestyle, and consumption culture. Rock 

music is one famous example of the influence of a music genre on society and consumer culture. As 

consumers’ brand preferences and consumption culture are closely connected to each other, the purpose of 

this study is to analyze how rock music influences the brand preferences of young rock enthusiasts in the 

contemporary era. Thus, five common attributes of young rock enthusiasts were identified through semi-

structured interviews with 15 participants from Millennials and Generation Z. These attributes which are a 

manifestation of young rock enthusiasts adopting norms and values in the rock community are “Rock-

inspired,” “Free,” “Authentic,” “Humble,” and “Environment-friendly,” which shape the young rock 

enthusiasts brand preferences. 

 

Keywords: consumer culture theory, social identity theory, music preferences, brand preferences, young 

rock-enthusiasts 
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1. Introduction 
 

.Music plays a crucial role in people's lives and is consumed in various ways for identity creation, maintenance, 

and communication (Hesmondhalgh, 2008). Music can be an excellent way to initiate a conversation when 

meeting new people (Rentfrow & Gosling, 2006) and reinforce social bonds with friends (Knobloch et al., 

2000). According to a previous study, music preferences reflect the personality traits of individuals and their 

value orientations (Boer et al., 2011). The critical role of music in our lives is due to the fact that it “can 

captivate audiences, provide cathartic and embodied experiences, and ground identities and communities, but 

also introduce us to rich exchanges between peoples while somehow both reifying and subverting power 

structures” (Bradshaw & Shankar, 2008).  Music has the power to shape self-identities, shared lifestyles and 

consumption experiences in today’s society (Ulusoy & Firat, 2011). Despite the tremendous influence of music 

on consumer lifestyles, there has been insufficient research in consumer research and marketing literature  

(Ulusoy & Fırat, 2018). 

One famous example of the power of music in shaping consumer culture and behavior in history is the 

emergence of rock music and its influence on the creation of youth culture. During the mid-1950s, rock 'n' roll 

music became popular, giving rise to a new phenomenon known as adolescent or youth culture. After the 

Second World War, when rock 'n' roll began gaining popularity, young people's attitudes and behaviors shifted 

significantly, with a growing emphasis on pleasure and enjoyment of themselves. Due to the lack of facilities 

to enable their new attitudes and behaviors, their impact has been particularly profound (Gillett, 1984, p. 15). 

The primary reaction of society was ignorance and disapproval, which had the effect of reinforcing the sense 

of rebellion among adolescents. They sought to create an identity and distinctive style, believing themselves 

to be a “new breed” (Ibid). 

In response to adolescents' new attitudes, consumption underwent a seismic shift as young people sought to 

stand out with their particular dressing style (Bennett, 2000).The young people of the 1950s embraced a new 

wave of fashion, cosmetics, and jewelry with their own unique style. They expressed their individuality 

through bold choices, such as studded leather jackets and multiple zips and outside seams. Around the same 

time as the rise of rock 'n' roll, one study pointed out that consumers' consumption became more playful (Levy 

& Rook, 1999). According to the researcher's findings, the traditional idea of consumers as rational individuals 

who carefully consider their spending and evaluate the value of their purchases has changed. Price, quality, 

and durability remain important factors for consumers, but other factors also play a role in influencing them. 

Consumers buy things not only for what they can do with them but also for the meaning they receive when 

they use them (Ibid). In other words, they do not just purchase goods; they also purchase symbols that are 

associated with them. In this context, consumption is imbued with diverse symbolic meanings, hedonic 

responses, and esthetic criteria. Thus, it is not only the functional value that consumers look for in their 

consumption but also other values such as symbolic values, hedonic values, social values, cultural values and 

more. In that light, and in the context of rock music and rock enthusiasts, it can be seen that rock enthusiasts 

often form strong bonds with the rock community, identifying with its values of rebellion, individualism, and 

authenticity (Boer et al., 2011). This sense of belonging and shared identity may extend to preferences for 

brands that align with rock culture and values, reflecting a desire to express and reinforce their identity as rock 

music fans. Rituals and consumption practices are also elements within the rock community that could play a 

significant role in reinforcing group identity and cultural belonging. Examining the interplay between cultural 

norms, social relationships, symbolic meanings, practices, rituals, and more can enable the uncovering of 

underlying motivations driving brand preferences among rock enthusiasts. 
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1.1. Purpose and Research Questions 
 

This research investigates how rock music influences young consumers' brand preferences in the 

contemporary era, utilizing social identity theory (Tajfel & Turner, 1979) and consumer culture theory 

(Arnould & Thompson, 2005) as theoretical frameworks. In detail, the study attempts to identify personality 

traits and values associated with rock enthusiasts and examine how these factors shape their consumption 

behavior and brand preferences. By integrating insights from social identity theory and consumer culture 

theory, this study aims to highlight the connection between rock music taste and brand preferences, providing 

valuable insights for both marketers and researchers. This will be done by addressing the following research 

questions, seeking to contribute to a deeper understanding of the interesting and extensive interplay between 

music and consumer behavior: 

RQ1: “How does rock music influence the brand preferences of young rock enthusiasts in contemporary 

times?” 

RQ2: “What attributes of a brand can attract a young rock enthusiast?” 

This study will explore how rock music influences brand preferences through an extensive literature review 

and qualitative research approach. By conducting in-depth interviews with rock music enthusiasts, we aim to 

gain insights into their perceptions, attitudes, and behaviors related to brand preferences within the context of 

rock music culture. 

 

2. Literature Review 
 

2.1. The Importance of Music Preferences 
 

Music, much like any other commodity, has the ability to convey a wide array of cultural and symbolic 

meanings. Individuals often consume music, allowing them to shape and express their identity. It is also a 

means that brings people close to each other when they have shared music preferences, as it signals similarities 

in values and personality traits, which results in social attraction (Boer et al., 2011). The term "music 

preference" refers to an individual's liking or choice of one type of music over another (Rentfrow et al., 2010). 

Music preference is considered a long-term emotional evaluation and is often used interchangeably with taste 

in music. The act of expressing musical taste allows individuals to effortlessly illustrate that their attitudes, 

values, and beliefs match those of others who share those tastes (Boer et al., 2011). As Boer (2009) proposes, 

there is a constant correlation between music preferences and value orientation. According to Boer's (2009) 

findings, individuals who have a preference for rock music tend to reject conservative values while displaying 

a preference for values associated with openness to change. This latter set of values is commonly associated 

with traits such as rebelliousness and liberalism (Juslin, 2010). Also, another study found that experience-

seeking traits positively correlated with having an interest in rock music (Rentfrow et al., 2010).  

Among the many intriguing aspects of music is that it can both be deeply personal and can also be a common 

ground for public experiences (Hesmondhalgh, 2008). These two aspects, however, are not contradictory, and 

music provides a notable platform for encountering self-identity with collective identity. In music and social 
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identity studies, individuals perceive themselves or want to be perceived by others in line with the attributes 

of their preferred musical styles (Rentfrow et al., 2010). In other words, the image that a music style carries 

plays a pivotal role in linking people to their preferred music. Therefore, many psychological, music and social 

studies have investigated music's role and connection with personality traits, values, and identity creation 

(Rentfrow et al., 2010; Boer, 2011; Larsen et al., 2010). However, despite the importance of music in the 

contemporary society and consumption behavior there is a lack of marketing and consumption literature 

research on the connection of music with consumption behavior (Giesler & Schroeder, 2006) and specifically 

brand preferences.  

The reason for specifically focusing on the rock genre as the music taste in this study is that rock among other 

music genres brought about significant historical shifts, creating a culture driven by values of rebellious 

creativity (Hesmondhalgh, 2008). Undoubtedly, the connection between music taste and behavior is not a 

simple process, but the interactionist point of view can explain the nexus. According to interactionist theories, 

individuals intend to choose and produce an environment that allows them to amplify and mirror the attributes 

of their personalities, their image of themselves and their values (Rentfrow et al., 2010). To explain how rock 

music influenced behavior and consumption behavior in the early 1960s, it is imperative first to elaborate on 

rock music history and its intertwined economic, social and cultural aspects (Dolfsma, 1999).  

 

2.2. Rock History 

 

As per Pielke’s (1986) perspective, rock music does not possess any specific musical quality or combination 

of qualities that make it discernible from other music genres. In other words, rhythm, lyrics, and vocal qualities 

can describe rock but not entirely capture the essence of this musical genre. The theme of rock lyrics, for 

example, is often associated with sexual expressions, pleasure, drugs, and rebellion. However, they are not 

more specific to rock music than to Blues or Country and Western (C & W) music. Pielke (1986) argues that 

to fully comprehend the genre of rock music, one must take into account its close connection to culture. A 

purely musicological approach would fail to consider other crucial elements of rock music, such as the artists 

and their intentions behind their music, the audiences and their perceptions of the artist's intentions, and the 

impact of media and how it was impacted by the message and overall cultural context in which all of this 

unfolds. Thus, it would not be helpful to define what rock music is exactly without considering its economic, 

social and cultural aspects (Pielke, 1986; Dolfsma, 1999). In line with Pielke's perspective, Friedlander (1996) 

introduced a structured approach to comprehending rock music. He named his method "Rock Window," which 

aids in identifying essential information about rock music. To fully comprehend rock music using the Rock 

Window method, one must consider five critical elements: music, lyrics, artist history, societal contexts, and 

stance. When analyzing the music, it is crucial to identify the instrumental ensemble, including the instruments 

used and the rhythmic emphasis, such as the dominant beat. For the lyrics, one should focus on the dominant 

themes of the song, including romance, sex, justice, and any cultural or political messaging contained therein.  

Understanding an artist's personal and career history can also offer valuable insights into their music. 

According to Friedlander (1996), such information can be grouped into three areas: a) their adolescent 

psychological and socioeconomic situation, b) musical history, and c) any significant career achievements. 

Information about the societal context pertains to the dominant political and cultural climates that influenced 

the artist and their career. This can be classified into three main areas: a) the impact of youth culture and its 

link to society, b) the influence of cultural and political movements such as the strive for civil and human 

rights for minorities, and c) the current status of the music industry and its development. Finally, the stance 
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factor signifies any aspect of an artist's live performance or any act performed in public that contributes to a 

better understanding of the music.  

In spite of the fact that rock music achieved its breakthrough on the American scene in the mid-1950s, its 

musical foundation can be traced to both African and European musical traditions many decades before 

(Friedlander, 1996). The composition of rock music bears resemblance to the musical structures of African 

work-chants, call-and-response music, and the harmonies found in classical music from eighteenth-century 

Europe.  No one knows exactly when the term rock 'n' roll originated, but it had been previously used in blues 

music to refer to lovemaking before being associated with a dance rhythm. In 1951, Gunter Lee Carr recorded 

a pure dancing song titled "We're Gonna Rock," which eliminated the lovemaking connotation of the term 

(Gillett, 1996). However, the role of rock and roll at that time went beyond lovemaking or dancing, and it was 

a way for youth to express their disagreement against their previous generations’ values, conformity and 

conservatism (Belz, 1972). According to Gillet (1996), there were three main reasons why society and the 

music industry associations reacted negatively to rock. Firstly, the songs contained a lot of sexual expression 

or vulgarity. Secondly, the rock mindset challenged authority. And thirdly, most singers in rock genre were 

either black or white imitators of black singers, and the genre faced societal opposition, which was rooted in 

racism at the time. 

Rock emergence is closely connected with the rise of youth culture after World War II (Gillett, 1996). 

Consequently, young people began to enjoy themselves more freely than ever before. As the younger 

generation began to embrace new attitudes, explore new interests, and gain more financial independence, they 

faced a sharp backlash from society due to the lack of resources and infrastructure to support their changing 

needs and aspirations. The societal disapproval towards the behavior of young individuals triggered a strong 

sense of rebellion in them. This led to the emergence of a distinct identity and style among adolescents, which 

was nurtured and developed until, by the early fifties, they saw themselves as a “new breed” (Ibid). 

During the rise of rock, when most industries ignored the genre and the young individuals who were its 

dominant fans, the film industry was one of the pioneers in paying attention to it (Gillett, 1996). Hollywood 

was pivotal in shaping popular culture during the rise of rock. One reason for this was Hollywood producers' 

realization that teenagers were becoming a significant part of their audience. This realization helped nurture 

the self-image of teenagers, who were already influenced by rock music. During the early 1950s, two 

cinematic masterpieces emerged as exemplars of the generation gaps. The Wild One (Benedek, 1953) and 

Rebel Without a Cause (Ray, 1955) are both timeless classics that effectively capture the tension and conflict 

between different generations. Both movies portrayed actors whose clothing style, speech, body language, and 

mindset shaped and justified the unconscious emotions of teenage viewers. Although the audience had limited 

choices in what to watch back then, the film industry still was faster than the music industry in approving rock 

(Gillett, 1996). 

Rock can convey diverse meanings based on audience and context. As a music genre, the influence of rock on 

national music was evident in 1954 when Bill Haley and his Comets' "Crazy Man Crazy" (Haley & Comets, 

1953) recording shook the best-selling list of songs (Gillett, 1996). However, rock music took shape in two 

generations (Friedlander, 1996). The first generation who broke ground as rock ‘n’ roll pioneers were 

predominantly Black, consisting of Fats Domino, Check Berry, Little Richard, and Bill Haley, who achieved 

great success by scoring significant hits on the charts between 1953 and 1955. Their music was a blend of 

Black and white music styles, featuring a solid drum-generated backbeat and lyrics that highlighted the 

postwar adolescent life experiences of romance, dance, sexual expression, and rock and roll. The second 

generation, who were primarily white, achieved greater commercial success, culminating with Elvis Presley's 

rise in early 1956. Presley’s succession in the chart was continued by the Everley Brothers, Jerry Lee Lewis, 
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and Buddy Holly in 1957. This generation's music style ensured rock would achieve the popular music throne. 

The style of their music, although it was less harsh than that of the previous generation and more focused on 

romance instead of angst, was excitedly embraced by the young listeners (Ibid). 

The audience for rock music has traditionally been young people, making the sociology of rock closely tied 

to youth sociology (Frith, 1983). Rock is commonly known as contemporary folk music created for young 

individuals by young individuals, making it a fundamental block of young people’s culture. Young individuals 

to indicate their alignment of values with the values that rock carries and distinguish their identity from others 

they spend their income on the consumption of tangible and intangible goods such as records, music magazines 

and concerts. In 1959, Abrams conducted a study on adolescent spending habits in the United Kingdom. The 

research focused on the income of young individuals during the rise of rock music. Abrams discovered that a 

significant portion of their money was spent on "symbolic goods" that have a social function and are 

considered important for one's identity, such as records, clothes, and cinema. Over time, the social implications 

of music genres change (Juslin, 2010). Past studies have examined the social connotations of rock music in 

previous eras. This research aims to explore the contemporary era's social connotations of rock music. 

 

2.3. Music Preferences and Brand Preferences 

 

Consumer behavior is about how individuals, groups, or organizations make decisions regarding the selection, 

purchase, use, or disposal of goods, services, ideas, or experiences. Brand preferences are a crucial aspect of 

consumer behavior, representing the choices and favoritism consumers exhibit toward certain brands over 

others (Fournier, 1998). Understanding brand preferences is essential for marketers as it enables them to 

develop effective branding strategies, cultivate brand loyalty, and drive consumer engagement and satisfaction 

(Aaker, 1991). It is, hence, critical for marketers seeking to build strong, enduring relationships with their 

target audience (Keller, 2008). By gaining insights into consumers' perceptions, emotions, values, and 

decision-making processes, marketers can develop branding strategies that resonate with consumers, drive 

brand preference, and ultimately contribute to business success (Solomon, 2019). 

Consumer behavior is a broad area that encompasses various factors which influence and shape individuals' 

brand preferences and purchasing decisions. Some of these factors are psychological, sociocultural, situational 

variables, symbolic dimensions, past experiences, and so on. These factors that shape the consumer's behavior 

will then be the base affecting and shaping consumer's brand preferences. One of the things that has been used 

to target some of these factors is music. The influence of music on consumer behavior has gained significant 

attention in recent years. Music has a profound impact on human emotions, cognition, and behavior, making 

it a potent tool for marketers seeking to connect with their target audience on an emotional level. Wang et al., 

(2017) for example, investigated whether congruent music featured on the websites impacted the behavior of 

online consumers. The results showed a positive effect on consumers' behavior and users' perceptions of the 

usefulness and enjoyment of the website. Berger and Heath (2007) also emphasized the significance of 

congruence between a brand's image and the music it represents, as it enhances brand perceptions. Similarly, 

North et al. (1999) found that aligning brand identity with musical choices strengthens consumer-brand 

relationships, fostering trust and authenticity. This shows how music, in general, has an influencing ability on 

consumers’ behavior, and that it can positively affect consumers' stand towards brands. 

When looking at different specific music genres it can be seen that there's also studies that investigate how the 

genre of music can affect preferences. For example, a study by Motoki et al. (2021) showed that listening to 

a type of sound or music was associated with increased preferences for healthy savory foods. Conversely, 
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listening to other types of sounds and music was linked to increased preferences for indulgent savory foods. 

And listeners of classical music have been found to consume noticeably more alcohol than those exposed to 

other music genres (Engels et al., 2012). Thus does cultural affiliations, such as these music subcultures, 

significantly impact consumer brand preferences. Music subcultures, like rock or hip-hop culture, serve as 

identity markers, influencing not only music preferences but also consumer behavior and brand choices (Frith, 

2001). For example, individuals identifying with a culture like the rock culture may prefer brands aligned with 

the rebellious ethos of rock music, while similar trends could be observed among individuals immersed in hip-

hop culture, but instead preferring brands symbolizing for example status and authenticity. 

Something that research also brings up is that individual personality traits play a crucial role in shaping 

consumer brand preferences. Aaker (1997) and Costa & McCrae (1992) demonstrate that consumers with 

different personality traits exhibit varying brand preferences. For instance, extroverted individuals may prefer 

brands reflecting sociability and excitement, while introverted personalities may favor brands associated with 

sophistication and introspection (Rentfrow & Gosling, 2003). So while the influence of music on consumer 

behavior has been researched about, relatively few studies have extensively explored the relationship between 

rock music, its culture and consumer behavior (North & Hargreaves, 2008; Rentfrow & Gosling, 2003). 

Understanding the connection between music genres and consumer brand preferences has important 

implications for marketers and businesses. Marketers can enhance brand recall, emotional engagement, and 

purchase intention. Ultimately helping brands foster deeper connections with consumers in competitive 

marketplaces. (Rentfrow & Gosling, 2006)  

 

3. Theoretical Framework 
 

In this study, Social Identity Theory (SIT) and Cultural Consumption Theory (CCT) will be used as the 

primary frameworks to explore the brand preferences of rock music enthusiasts. These theories offer useful 

and relevant insights into the complex interplay between identity, culture, and consumption behavior. When it 

comes to Social Identity Theory, it helps us understand how rock enthusiasts' identification with the music 

culture shapes their brand preferences and perceptions. When it comes to CCT, it enables us to explore how 

rock enthusiasts interpret and derive meaning from cultural products, for example music and film. It also helps 

us understand the dynamics of consumer tribes and subcultures formed around shared cultural interests and 

values, and how that influences rock enthusiasts' brand preferences. In conclusion, the integration of SIT and 

CCT provides a robust theoretical framework for investigating the brand preferences of rock music 

enthusiasts. These theories offer complementary perspectives, shedding light on the complex relationship 

between identity, culture, and consumer behavior within the context of contemporary cultural trends and 

values. 

 

3.1. Social Identity Theory 

 

The social identity theory (SIT), was introduced by Henri Tajfel and John Turner in the 1970s (Tajfel & Turner, 

1979), and has emerged as an influential framework for understanding the complex dynamics of group 

behavior and intergroup relations. It is grounded in social psychology and brings up how individuals derive a 

significant portion of their self-concept from the social groups to which they belong, leading to the formation 

of distinct social identities, as for example rock enthusiasts do in the rock music subculture. This is one of the 

main concepts of SIT, and is called self-categorization, and is as mentioned the process when individuals define 
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themselves in terms of their group memberships. (Turner et al., 1987) Through self-categorization, individuals 

adopt the norms, values, and behaviors associated with their groups, shaping their sense of identity and 

influencing their interactions with others. Furthermore, another key concept in SIT is the concept of positive 

distinctiveness, or social comparison. Humans naturally tend to categorize themselves into groups and strive 

for these groups to be above everyone else outside of their groups (Tajfel et al., 1971). By managing to do this, 

and hence identify with a successful ingroup, individuals enhance their self-esteem and they obtain a sense of 

belonging and pride (Abrams & Hogg, 1990). When it comes to the rock community it is in particular 

characterized by a strong in-group solidarity. This solidarity is partly a result of the community's historical 

positioning as countercultural or oppositional and rebellious to mainstream society. By aligning themselves 

with the rock community, individuals not only express their musical preferences but also make a broader 

statement about their social and cultural values. As mentioned earlier this aligns with the notion that group 

membership provides a source of pride and self-esteem. (Abrams & Hogg, 1990). The rock community also 

shows a clear boundary between in-groups (rock enthusiasts) and out-groups (non-rock enthusiasts or those 

perceived as part of the mainstream). These boundaries are maintained through various social practices and 

discourses. For instance, rock fans often engage in behaviors that signal their membership, such as attending 

concerts, collecting band merch, and participating in different rock related settings. This boundary maintenance 

is a key aspect of SIT, where the distinction between “us” and “them” is essential for group unity (Turner et 

al., 1987). 

 

Moreover, social identity theory can, as many other theories, be applied in different ways and situations. For 

example, leaders who efficiently promote and represent positive social identity can influence the majority to 

take collective action and make social change (Ashforth & Mael, 1989). Another application of SIT has been 

to understand the process of how consumers' social identities influences their brand preferences and buying 

decisions as it makes them embody the ingroup prototype (Hogg & Terry, 2000). If brands adjust and manage 

to align with the intended consumer's social identity, they can evoke feelings of belonging and positive self-

image, which further can lead to increased brand loyalty. In this study the theory could be applied to understand 

how rock-enthusiasts identification with the rock-music culture shapes those consumers' brand preferences 

and choices, as well as their perceptions of brands that align with the values and identity of the Rock-culture. 

 

When it comes to critique against the theory it is important to have in mind that the questioning that is 

highlighted about SIT is about that the theory and the authors may be exaggerating the importance of the group 

one belongs to and does not take into account enough the role of individual differences in shaping social 

behavior. (Hogg & Terry, 2000) 

 

3.2. Cultural Consumption Theory 

 

The cultural consumption theory (CCT) provides a useful framework for understanding how individuals 

engage with cultural products and practices within the field of consumption. The theory has been developed 

by researchers such as Pierre Bourdieu and Richard Peterson (Bourdieu, 1984; Peterson & Kern, 1996), and 

suggests that cultural consumption is not only a passive act of consumption but rather an active process through 

which individuals construct and negotiate their identities, social positions, and meanings within society. (Holt, 

1997; Bourdieu, 1984). Furthermore, CCT highlights the importance of cultural taste and distinction in shaping 

individuals' consumption practices and social identities (Peterson & Kern, 1996). Cultural taste reflects 

individuals' preferences for certain cultural forms and genres, which are influenced by their social 

backgrounds, lifestyles, and aspirations. Cultural distinctions emerge through individuals' efforts to signal their 

cultural capital and social status through their consumption choices, leading to the formation of taste-based 
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communities and subcultures (Warde, 1997). CCT emphasizes the role of symbolic consumption, where 

individuals use consumer goods and practices to communicate and express their identities, aspirations, and 

values to others (Belk, 1988). Symbolic consumption includes a broad range of behaviors, including brand 

choice, fashion consumption, and leisure activities, all of which are used for self-expression and identity 

construction. 

 

When looking at previous research, it can be seen that CCT has been used to explore various aspects of cultural 

consumption across different areas, including popular culture, art consumption, and lifestyle choices (Holt, 

1995). The previous studies have, for example, examined how consumers interpret and derive meaning from 

cultural products such as music, literature, and film, highlighting the role of cultural narratives, symbols, and 

rituals in shaping consumption experiences (Schouten & McAlexander, 1995). CCT has also been very 

important when understanding the dynamics of consumer tribes and subcultures, as these are formed around 

shared cultural interests, values, and identities (Cova & Cova, 2002). It is common that these consumer 

communities develop their own norms, rituals, and consumption practices, which serve to reinforce group 

unity and identity. The rock community demonstrates this phenomenon of consumer tribes, as they share a 

common passion and form social connections around their consumption activities. In the rock community, 

fans often form tight groups that gather at concerts, share music, and engage in discussions about their favorite 

bands and genres. These interactions foster a sense of solidarity and communal identity that can even transcend 

geographical boundaries. (Cova, Kozinets & Shankar, 2007) 

 

Music, in general, has the power to symbolize meaning (Larsen et al., 2010) and cultural sources in a way that 

identities are shaped as they are challenged, debated and recreated through a continuous process of 

implementation (Ulusoy & Firat, 2011) . In this process, consumers are theorized as the creators of cultural 

sources, meanings, and artifacts (Holt, 2002). This is in accordance with CCT, which is a valuable theory that 

offers great insights into the complex exchange between culture, consumption, and identity formation. By 

examining the cultural meanings embedded within consumer goods and practices, CCT provides a nuanced 

understanding of how individuals engage with and derive meaning from the products and practices that 

surround them. Thus, this theory could be useful in analyzing how rock music consumption intersects with 

consumer behavior and brand preferences within the context of contemporary cultural trends and values.  

 

In the process of understanding consumer behavior within niche subcultures like rock music enthusiasts, the 

integration of Social Identity Theory (SIT) and Cultural Consumption Theory (CCT) offers a good framework 

for exploration. Several studies have effectively used these theories in different contexts, providing legitimacy 

to their application in understanding behaviors among individuals. For example, a study conducted by Hogg 

and Terry (2000) highlights SIT and explores how individuals categorize themselves and others within 

organizational settings, emphasizing the role of social categorization in shaping perceptions of in-group and 

out-group members. They discuss the processes of social identification and depersonalization, wherein 

individuals align themselves with their organizational group while downplaying personal attributes. By among 

other things drawing on the insights garnered from these studies, the integration of SIT and CCT in this 

research aims to provide a comprehensive understanding of how group identity and cultural consumption 

intersect to influence brand preferences among rock enthusiasts. Through this approach, this study aims to 

seek to uncover the underlying mechanisms driving consumer behavior within the rock music subculture and 

contribute to the existing body of knowledge in consumer research. 

 

4. Methodology  
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Research Approach: 

For the purpose of exploring participants' experiences and perceptions of rock music and how their inclination 

towards rock music has impacted various aspects of their lives, identity, consumption choices, and brand 

preferences, we have employed a qualitative approach. A qualitative approach was deemed necessary to 

thoroughly analyze the significance of rock music in various aspects of individuals' lives and its impact on 

identity formation. This approach would enable us to investigate how rock music culture influences 

individuals' consumption choices and attitudes and, accordingly, their brand preferences. As Eriksson and 

Kovalainen (2008) explain, qualitative studies are regarded as exploratory and adaptable, making this research 

approach suitable for the study in which we intend to explore the participants' life experiences, motivations, 

attitudes and behaviors.  

  

Acquisition Of Empirical Material:  

We have conducted in-depth semi-structured interviews with 15 rock music enthusiasts to explore their 

experiences, attitudes, and behaviors related to rock music and brands. The interviews have explored 

participants' relationships with rock music, their perceptions of how it influences their emotions, attitudes, 

social identity and mindset towards brands, and their experiences of brand-consumer interactions in the 

context of rock music. Each interview lasted approximately 45-60 minutes, allowing sufficient time for 

participants to express their thoughts and experiences in depth. To ensure that during the interview, relevant 

topics are covered, an interview guide was developed and used (McCracken, 1988). Semi-structured 

interviews are conducted with a number of questions prepared before the interview, but they are flexible 

enough to be followed up by subsequent questions by the interviewer that cannot be organized in advance 

(Wengraf, 2001). In addition, depending on each individual participant's response, the order of questions could 

vary due to the flexibility of the semi-structured interviews (Fylan, 2005). This flexibility was so important to 

help the researchers deepen their understanding of each individual's experience, knowledge of rock music, 

and level of engagement. 

 

Sampling:  

A purposeful sampling of participants who represent a diverse range of demographic backgrounds, including 

gender and geographic location, and have a strong connection to rock music has been utilized in this research. 

This approach ensures that a broad spectrum of perspectives is captured. It was aimed for a sample size of 15 

participants, which is typically sufficient to achieve data saturation and capture the richness and diversity of 

experiences (Ahrne & Svensson, 2017). Since the study specifically targets young individuals, the sample 

consists of participants from Millennials and Generation Z, between 18 to 30 years of age, from different 

geographical locations like Sweden, India, the United States and Turkey, who highly prefer rock music, 

including any rock music subgenres and are casual listeners. The intention behind choosing the participants 

from different countries was to include different cultures and diversity in the sample. It is worth noting that 

some of the participants are musicians and performers, but this was not a factor considered when selecting the 

participants. The rationale behind selecting individuals belonging to this particular age group is that young 

people constituted the primary audience of rock music during the 1960s. Therefore, the objective of this 

research is to analyze how rock music impacts young individuals in the current era. The interviews were 

conducted in a peaceful environment, either in-person or online, with no interruptions from the external 

surroundings.  
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Participant Identification Age Gender  Interview Mode 

P1 21 Female  In-person 

P2 21 Male  In-person 

P3 29 Male  In-person 

P4 22 Male  Online 

P5 30 Female  Online 

P6 28 Male  Online 

P7 22 Male  In-person 

P8 24 Male  Online 

P9 27 Female  Online 

P10 29 Male  In-person 

P11 30 Female  Online 

P12 27 Female  Online 

P13 20 Female  Online 

P14 30 Male  In-person 

P15 30 Female  In-person 

Fig. 2.: Participants’ information. 

 

The interviews started with a short description of the study's purpose for the informants, and then they were 

asked for permission to record the interviews. The questions were divided by subtopics. The first subtopic was 

about music engagement, which was used to understand how much the participants were engaged with rock 

music in different aspects of their lives and to what extent they were influenced by it. Then, the interview 

moved on to questions about participants’ engaged rock communities and favorite artists or influencers in their 

rock music world to disclose their desired social identity, values and the culture they are engaged with. Lastly, 
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they were asked about their consumption habits, preferred brands, and the reasons behind their brand 

preferences. 

 

Data Analysis:  

Thematic analysis of interview transcripts to identify recurring themes, patterns, and insights related to how 

rock music influences consumer behavior and brand preferences. Following transcription, the data have been 

coded to identify recurring concepts, ideas, and experiences related to how rock music influences consumer 

behavior and brand preferences. Themes and patterns have hence been identified through a constant process 

of data coding and categorization. This process has involved constant comparison of data within and across 

interviews to identify similarities, differences, and overarching themes. (Bryman & Bell, 2017) 

  

Ethical Considerations: 

We have ensured the participants' confidentiality, anonymity and informed consent throughout the research 

process. We have hence followed ethical guidelines for research involving human subjects, particularly in 

terms of data privacy and confidentiality. (GDPR, 2018) 

  

Validity and Reliability: 

Measures to enhance the validity and reliability of the research findings included maintaining detailed 

documentation of the research process, and engaging in reflexivity to acknowledge and address potential 

biases. To ensure reliability of the sources used in this article only used peer reviewed articles and books 

published by recognized publishers that achieve a high academic standard were used. 

  

Limitations: 

Potential limitations of the qualitative approach, such as the subjective nature of data interpretation and the 

potential for researcher bias, will be acknowledged and discussed in the research findings. Time in itself has 

also been a limitation as we have had limited time to execute and present the study and its findings. 

 

5. Results and Analysis 
After collecting empirical data, in the form of interviews, which was made to reach an understanding of what 

the brand preferences of Rock enthusiasts are. A conclusion has been made that Rock enthusiasts tend to prefer 

brands that have the following five attributes: “Rock-inspired,” “Free,” “Authentic,” “Humble,” and 

“Environment-friendly.” Further on, each of the five themes will be presented and analyzed, both in the light 

of the empirical material and in the light of the two theories, SIT and CCT. Down below is a chart with the 

five themes/attributes with summarized explanations of the themes.  

 

 

 

Attribute Definition Relation to Brand Preferences 
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1. Rock-inspired Identification and 

affiliation with the 

rock community and 

everything it stands 

for. 

 

Preference for brands associated with the rock community to feel a 

greater connection and enhance this sense of belonging. 

 

2. Free Relates to the values 

such as rebellious, 

courageous, and free-

spirited.  

The brand should demonstrate an independent and rebellious character 

that is in line with rock music's essence. For example, the brand should 

show courage in standing up for injustice and societal challenges. 

3. Authentic  Authenticity and 

credibility in the 

association with rock 

music. 

Preference for brands that authentically align with the image, values, 

or community of rock. Like, collaborating with genuine rock musicians 

or bands that uphold the values of the rock community is preferable to 

capitalizing on the image of rock for other purposes. 

4. Humble  Humble attitude and 

actions. Avoiding 

luxury goods.   

Brands should demonstrate a down-to-earth attitude without any 

indication of superiority. 

 

5. Environment 

friendly 

Ethical practices and 

intentions. Interest in 

vintage products and 

avoid fast fashion. 

 

Preference for ethical brands that produce eco-friendly and versatile 

products and steer clear of fast fashion. 

Fig. 2. Chart of the five themes/attributes that have been identified and that have been analyzed in this 

chapter. 

 

5.1. “Rock-inspired”  
 

The theme and attribute that we have named “Rock-inspired” is a reference to the notion that rock enthusiasts 

were inspired by rock in many different aspects of their lives and consumption, such as clothing, home 

decoration, entertainment venues etc. According to the participants, having rock-inspired choices makes them 

feel connected to their music interest and their rock community. Hence, they expressed a preference for brands 

that have something linked to the rock community. As the participants were interviewed, they identified 

themselves with the rock community and sought brands that enhanced this sense of belonging. They prefer 

brands that associate with the rock community to feel a greater connection both in their daily life and during 

rock events and gatherings. As two of the interviewees stated: 
 

“When I go to concerts, I always dress like a “typical” rock person, and I think it's part of the 

concert experience to fully embrace the typical image and just live the rock life to the fullest in 

that moment.” - Respondent P9 
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"For instance, I've purchased several band t-shirts of rock bands like The Rolling Stones and 

Led Zeppelin. I've also invested in a few leather jackets to channel that classic rock look." - 

Respondent P14 

 

According to Turner et al., 1987, individuals derive a significant portion of their self-concept from the social 

groups to which they belong. For rock enthusiasts, their affiliation with the rock music subculture becomes a 

crucial aspect of their identity. Through self-categorization, individuals adopt the norms, values, and behaviors 

associated with the rock culture, shaping their sense of identity and influencing their interactions with others. 

In line with the concept of positive distinctiveness, the rock enthusiasts we interviewed seek brands that align 

with the values and aesthetics of the rock culture. By choosing such brands, individuals enhance their self-

esteem and sense of belonging, reinforcing their social identity as rock enthusiasts. For instance, brands 

associated with rock music, such as specific clothing lines, musical instruments, and lifestyle products, are 

often preferred by rock enthusiasts because they resonate with their social identity and enhance their 

connection to the group (Hogg & Terry, 2000). The research by Bourdieu, 1984 and Peterson & Kern, 1996 

on Consumer Culture Theory further clarifies the dynamics underlying rock enthusiasts' brand preferences. It 

says that cultural consumption is an active process through which individuals construct and negotiate their 

identities within society (Bourdieu, 1984; Peterson & Kern, 1996). The rock enthusiasts we interviewed 

engage in symbolic consumption, using consumer goods and practices to communicate their identities, 

aspirations, and values to others. As it can be seen in the citation of Respondent, P14 wants brands that offer 

products with symbolic significance to rock culture, for example, band merchandise. In this case, other 

interviewees have expressed desire for items inspired by rock motifs (e.g., skulls, guitars, vintage logos). 

These items are not just products but symbols that convey a person's affiliation with the rock community. 

 

5.2. “Free” 

The second theme and attribute have been named “Free,” and it relates to values such as rebellious, 

courageousness, and free-spirited, which are also embodied by rock music. The interviews with rock 

enthusiasts show their preference for brands that resonate with these values as they think it's a good 

representation of their own values and their identity. The rock enthusiasts view themselves as part of a distinct 

social group - the rock community. Within this community, individuals engage in social comparison, 

evaluating themselves and others based on shared values, interests, and behaviors related to rock music. By 

associating themselves with brands that reflect the values of rock music, such as rebellion and courage, 

enthusiasts enhance their social identity within the rock community. These brands serve as symbols of their 

membership and affiliation with the group, allowing them to assert their unique identity and differentiate 

themselves from mainstream culture. As one of the respondents phrased it very well:  
 

“Pushing boundaries and going against the mainstream, expressiveness by having the 

courage to express yourself freely. Rock music is also all about high energy and excitement 

but individuality as well. Being able to express unique personalities and embrace yourself. 

It's a whole vibe, a culture, you know? And that something I want to channel through the 

brands I choose” - Respondent P10 

 

As can be seen in the quote brands associated with rock music are hence carrying symbolic meaning beyond 

their functional attributes. They represent a lifestyle, attitude, and set of values that resonate with the 
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enthusiasts' self-concept. Consuming products and brands associated with rock music allows the rock 

enthusiasts we interviewed to accumulate cultural capital within the rock community (Warde, 1997). These 

consumption practices serve as a form of social currency, signaling their belonging and status within the group 

(Belk, 1988). Moreover, the preference for specific brands within the rock community reflects subcultural 

consumption patterns, where individuals actively seek out products and experiences that reinforce their 

subcultural identity. Brands that align with for example the rebelliousness and the courage of rock culture 

evoke the feelings of belonging and positive self-image among rock enthusiasts that the social identity theory 

talks about according to Abrams & Hogg, 1990. When brands effectively represent the values and identity of 

the rock culture, they can therefore foster strong brand preference among the rock enthusiasts. Rock culture 

is rich with narratives and myths that shape consumption experiences. These stories often revolve around these 

themes of rebellion, freedom, and courage, which are perpetuated through music, media, and film (Gillett, 

1984). These narratives can help rock enthusiasts interpret and derive meaning from cultural products, further 

influencing their brand preferences and behaviors. 

 

Embracing brands that embody the rebellious and countercultural spirit of rock music allows enthusiasts to 

resist mainstream consumer culture and express their dissenting attitudes and values. In essence, the desire for 

brands that evoke the ethos of rock music among enthusiasts reflects a complex interplay of social identity 

construction, cultural belonging, and resistance to mainstream norms. These consumption practices serve not 

only as expressions of personal taste but also as symbolic acts of defiance and solidarity within the rock 

community and their in-group. (Turner et al., 1987) 

 

5.3. “Authentic” 

The third theme and attribute is “Authentic,” which represents the need for brands to convey authenticity. The 

brands should convey authenticity both in the way that they are sincere about their affiliation with Rock and 

in the way that their brand radiates authenticity in itself. Through their consumption choices and preferences, 

rock enthusiasts assert their autonomy and individuality, aligning themselves with brands that reflect their 

authentic selves and rejecting brands that feel inauthentic or exploitative of rock culture. 
 

- "If a brand feels like it's just trying to cash in on the rock image without really understanding the 

Rock culture, I would hesitate to buy." - Respondent P14 

- "As more authentic, nice, cool and relatable, especially if they genuinely support and engage with 

the rock community." - Respondent P15 

- "Yes, I've consciously avoided purchasing products or brands that felt inauthentic or exploited the 

image of rock music for profit without respecting its cultural significance." - Respondent P15 

 

By the statements it's clear that the brands should demonstrate authenticity and credibility in their association 

with rock music. Like for example collaborating with genuine rock musicians or bands that uphold the values 

of the rock community, rather than just capitalizing on the image of rock for other purposes. The interviewees 

prefer brands that reflect a genuine and authentic connection to rock culture and lifestyle. Because brands that 

embody the ethos of the rock culture serve as symbolic markers of membership within the subculture, allowing 

enthusiasts to express their allegiance to the community. Through the consumption of these brands, the rock 

enthusiasts we interviewed signal their cultural capital and social status, reinforcing their identity within the 

broader consumer culture landscape. 
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Moreover, for our rock enthusiasts, as shown, authenticity is crucial for maintaining a credible and respected 

in-group identity. Within the rock community, authenticity is associated with staying true to the values and 

ethos of rock music in all possible ways. Rock enthusiasts derive a significant portion of their self-concept 

from their affiliation with the rock subculture, and thus, they prefer brands that genuinely reflect and respect 

these values. Brands that, as mentioned, for example, collaborate with genuine rock musicians or bands who 

uphold the values of the rock community are seen as authentic and credible, enhancing the brand's appeal 

within the rock enthusiast group. Also as the concept of positive distinctiveness is central to SIT, where group 

members strive to distinguish their group positively from others (Tajfel et al., 1971). Rock enthusiasts achieve 

positive distinctiveness by associating with brands that are perceived as authentic and aligned with the rock 

ethos. Brands that, as previously said, merely capitalize on the image of rock without truly embodying its 

values are viewed negatively, as they threaten the positive distinctiveness of the rock community. Rock 

enthusiasts, as respondents 14 and 15 show, are thus likely to reject such brands as inauthentic, which can lead 

to a backlash against brands that are perceived as exploiting rock culture for commercial gain. Lastly, as 

maintaining clear boundaries between in-groups (rock enthusiasts) and out-groups (non-rock enthusiasts) is 

essential for group unity (Turner et al., 1987), authenticity in branding helps reinforce these boundaries by 

ensuring that only brands that genuinely reflect rock values are accepted within the community. Authentic 

brands that align with the rock culture help maintain the in-group's distinct identity and provide a source of 

pride and self-esteem for its members. Vice versa, brands that fail to authentically connect with rock values 

are quickly identified and rejected, preserving the integrity of the in-group. 

 

5.4. “Humble”  

The finding of this study suggests that humbleness is a norm and value that matters to young rock enthusiasts 

as they can also observe it in their rock community. Many informants repeated the phrase “down-to-earth” 

when they were talking about the clothing style they appeal to or the people they follow in their rock 

community. For example, when informant P2 was sharing his opinion on people in his rock music community 

that influence and inspire him, he described them as: 

 

“They are people that are very distinct in some way and stand out in a way that can be a little 

weird sometimes, but in a good way. They are generally people who are down to earth and 

appreciate people that are respecting to differences” - Respondent P2 

 

Although young rock enthusiasts desire to express their individuality, they do not wish to do so at the expense 

of feeling superior to others. Therefore, they have stated that they are not interested in luxury or high-end 

brands that convey a sense of superiority. This can be due to a common belief among the rock community, 

where the feeling of distinction and standing out does not necessarily equate to buying and preferring brands 

that communicate a superior symbolic meaning and value. For example, informant P3 describes the type of 

outfit and style that he believes has been shaped by his interest in rock music: 

 

“If I look at the rock bands that I like and follow, I can see they are not wearing luxurious 

brands like Louis Vuitton, which I don’t care about either, and I don’t care if a brand is a high-

end fashion representative...In terms of clothing, for example, I’m more into the street style of 
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clothing and would mostly choose brands that associate themselves with this type of style” - 

Respondent P3 

 

Similar to informant P5, she mentioned her preferred brands when purchasing goods:  

 

“The Price, quality and aesthetics that the brand provides matter to me. However, as I think 

more about it, I can say that classic fashion brands like Gucci and, you know, those luxury 

brands, I would never buy from them. So, to add to the factors I mentioned earlier, I would say 

the association that the brand has. If I see the brand associate itself with those fancy and 

luxurious contexts, I would never buy from it” - Respondent P3 

 

This finding suggests that young rock enthusiasts' self-categorization and social identity are influenced by the 

norms and values associated with their music preferences. Accordingly, this impacts what kind of brand they 

prefer and purchase from. Through the lens of SIT, this is in line with Hogg & Terry (2000) finding, which 

implies the influence of consumers' desired social identity on their brand preferences as they want to embody 

their groups prototype.  

 

This finding partially conflicts with Tajfel et al.’s (1971) study, which suggests a human tendency to self-

categorize into groups and desire for their groups to be superior to others outside their group due to the fact 

that the informants expressed they are not into brands that promote superiority. However, in accordance with 

the author's findings, they want to self-categorize themselves, but not in a way that puts the group above 

others. 

 

 

5.5. “Environmental-friendly” 

One factor that frequently came up when informants described their purchasing habits was their ethical 

consumption and concern for a brand's sustainability. They strive to be ethical consumers and prefer not to 

follow mainstream consumption practices. They expressed a preference for vintage shopping and versatile 

products with long-term benefits. 

 

 

“Any brand that is like a fast fashion brand, I try to avoid. Also, anything that is like one-time 

use, not super durable in the long term.”- Respondent P1 

 

 

“I prefer eco-friendly brands or vintage items, or other brands that can contribute to a better 

environment than many others do.” – Respondent P9 

 

 

“One of my favorite rock bands is Green Day. Apart from the fact that I like their songs, they 

also stand for the environment, do some environmental activities and they try to bring 



   

 

19 

 

 

awareness to the fatal outcome of climate change, which is something I like about them” – 

Respondent P2 

 

Rock music is a complex genre that cannot be fully understood through musicology alone. According to 

Friedlander (1996), it is intertwined with various other factors, such as economic, societal, and cultural 

contexts. To comprehend rock music, one must understand the meaning behind the song, the artist's intentions, 

and the impact of the surrounding political and societal climate on the artist and their work. In more detail, 

the rock music genre has shaped values and norms for which young rock enthusiasts are encouraged to stand 

up for movements that address the challenges that exist in today's society. Through the lens of CCT, this is in 

line with Cova & Cova's (2002) proposal, in which the authors point out how individuals adopt norms, rituals 

and consumption practices as an influence of the community they are engaged with. Therefore, some young 

people have adopted certain consumption practices influenced by their music preferences. For example, some 

of the informants showed a preference for vintage shopping and avoided fast fashion. This could be a result 

of their concern about current environmental challenges, such as global warming, which is one of the major 

challenges and concerns of today’s society. As a result, their music preference shapes values that also influence 

their brand preferences. Young rock enthusiasts are more inclined to be ethical consumers and prefer brands 

that stand for the same values. 

 

6. Conclusions 
In conclusion, this study reveals a variety of attributes that were common to the young rock enthusiasts that 

we interviewed, which are a manifestation of the shared values and norms that they adopted from the rock 

community. In other words, this study reveals how rock music influences our young rock enthusiast identities, 

and these attributes manifest in them as a result of adopting and recreating norms and values that are shared 

in the community. Through solid empirical collection and analysis, it has been noticed several common 

attributes among young rock enthusiasts which had a profound effect on the brands they preferred. These 

attributes have been named: "Rock-inspired," "Free," "Authentic," "Humble," and "Environment friendly." 

Each of these attributes serves as a guiding beacon, illuminating the path toward brand preference and 

consumer engagement within the Rock community. 

  

The exploration into the theme of "Rock-inspired" highlights the strong desire among enthusiasts to align 

themselves with brands that mirror the style, ethos and camaraderie of the rock community. Through self-

categorization and positive distinctiveness, individuals derive a sense of belonging and identity reinforcement 

by affiliating with brands that resonate with the values and aesthetics of rock culture. Symbolic consumption 

emerges as a potent tool through which enthusiasts communicate their allegiance and status within the 

community, creating connections that extend beyond mere consumerism. 

  

The theme of "Free" encapsulates the rebellious and free-spirited essence that is within rock music and its 

followers. Enthusiasts gravitate towards brands that embody these values, viewing them as a reflection of their 

own identity and aspirations. Through acts of symbolic defiance and differentiation, consumers assert their 

autonomy and individuality within the rock community, utilizing brand choices as a form of cultural capital 

to navigate the complex landscape of subcultural belonging. 
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The theme authenticity emerged as a cornerstone attribute desired by Rock enthusiasts in their brand 

preferences. Brands that demonstrate sincerity and credibility in their association with rock music resonate 

deeply with consumers, fostering a sense of trust and connection. By rejecting inauthentic or exploitative 

representations of rock culture, enthusiasts assert their independence and judgment, aligning themselves with 

brands that uphold the values and integrity of the community. 

  

One interesting discovery is the importance of being "humble" among young rock fans. While they embrace 

individuality, they avoid brands that convey a sense of superiority or exclusivity, preferring instead those that 

resonate with their down-to-earth ethos. This preference for authenticity and inclusivity underscores the 

influence of rock culture in shaping consumer behavior and social identity. 

  

Lastly, the need for brands to embrace ethical practices and environmental responsibility emphasizes the 

evolving consciousness within the rock community. Enthusiasts prioritize brands that demonstrate a 

commitment to sustainability and ethical sourcing, viewing such initiatives as integral to their identity and 

values. By advocating for environmental stewardship through their consumption choices, enthusiasts leverage 

their purchasing power to make meaningful changes and align with brands that share their ethos of social 

responsibility. 

 

So a concrete answer to the two research questions would be that the study has shown that brands should 

preferably have the five attributes that have been named “Rock-inspired,” “Free,” “Authentic,” Humble,” and 

“Environment friendly,” to attract young rock enthusiasts. The study has hence shown that rock and everything 

that it entails influences the brand preferences of young rock enthusiasts in contemporary times in the way 

that it makes them prefer brands that have some of these five attributes. 

 

To address the first research question regarding how rock music preference influences the brand preferences 

of young rock enthusiasts, this study suggests that rock music serves as a cultural resource that creates taste-

based communities and subcultures. These communities are formed by individuals who share a common 

interest and passion for rock music, and they shape their identity, values, norms, and consumption practices. 

Young individuals interested in rock music self-categorize into these communities, adopting shared values and 

norms to enhance their positive self-image and express their social distinction from other groups and 

individuals. As a result, values such as being rock-inspired, free, authentic, humble, and environment-friendly 

are developed among young rock enthusiasts and become part of their identity, influencing their brand 

preferences and reflecting these values in various aspects of their lives. 

 

7. Contributions 
This study endeavors to address multiple gaps in the marketing literature and, by doing so, makes important 

contributions. First, this study aims to expand on limited research regarding music preferences as factors 

shaping consumption culture and identity. Second, the research digs into the unexplored area of music 

preferences as an influencing factor on brand preferences. Third, the study shed light on the influence of the 

rock music genre on new generations, while prior studies were mainly focused on previous generations' 

engagement with this music genre. The theoretical lens for the study is CCT and SIT, which support the 



   

 

21 

 

 

explanation of the role of music as a powerful cultural resource on our brand preferences. In summary, this 

study brings insights for marketers to learn more about music as a powerful source of influence on consumers’ 

brand preferences. 

 

8.  Limitations and Future Research 
This study examines the impact of music preferences on consumers' consumption culture and brand 

preferences, focusing on rock music and young people in the contemporary era. However, it could be difficult 

to come to a definite conclusion about applying these consumption attitudes to everyone who listens to rock 

music. Also, various other factors may have influenced young rock enthusiasts' consumption culture and brand 

preferences. To understand this better, conducting quantitative research on the correlation between music 

preferences and consumption habits or brand preferences would be beneficial. In addition, due to the 

limitations of this study, it was not possible to explore other music genres like jazz or hip-hop to understand 

how other music genres might influence consumption behavior and brand preferences. Hence, studying other 

music genres with a focus on their influence on people’s consumption behavior and brand preferences can 

help further understand the differences among people with different music preferences. Finally, it would be 

important to examine such a concept through the lens of Consumption Practices Theory to understand what 

practices the preferred music developed for the consumer. 
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Appendix 
 

Interview Guide 

 

Thank you for participating in this research interview. Your insights and experiences are invaluable to the success of our 

thesis, which focuses on how preferring a music style like rock music can influence your consumption behavior and 

brand preferences. From the beginning we assure you that this interview will be anonymous which means no personal 

data or identifiers from you will be disclosed at any point. The findings from this research will be reported in a way that 

ensures your anonymity.  In order to capture all details in transcription, I will record the interview. This recording will 

only be used for the purposes of my thesis and will be transcribed by me. Both the recording and the transcript will be 

stored securely, and any identifying information will be removed.  

The interview will consist of a series of questions related to music taste, personal experiences and values, aspirations, 

lifestyle, consumption choices and brand preferences. During the interview, in some occasions you may find some 

questions may seem similar or repetitive, but each is designed to explore different aspects of the topic or to deepen our 

understanding. Your patience and effort to answer these questions thoughtfully are greatly appreciated, as they are crucial 

for the depth and reliability of our analysis. 

What to Expect During the Interview: 

The interview is expected to last approximately 60 minutes. You will be asked a series of questions ranging from your 

personal experiences, music taste to your opinion on brands. There will be so many opportunity for you to elaborate on 

your answers or discuss any related thoughts you might have. Feel free to ask for clarification if a question seems unclear 

or if you need a moment to think about your answer. 

 

General Questions: 

1- What is your age? 

2- What gender do you identify as? 

3- What kind of music do you listen to the most? 

4- To what extent are you engaged with music, specifically rock music?  

5- How long have you been engaged with Rock music? 

6- What or who influenced your music preference? 

7- Can you tell me about activities you are engaged in when listening to rock music? (For example, friends 

gathering, playing games etc.) 
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Rock Music Engagement & Perceptions: 

1- Can you tell about your top three favorite rock bands or artists?  

2- Why do you like them? (For example, style of clothing, singing, onstage behavior, fan engagement etc.)  

3- How do you keep up on news or latest updates on your favorite rock artist or bands? (For example, Spotify, 

Instagram, Youtube, magazine, friends etc.) 

4- Can you share an experience where rock music significantly influenced your mood or emotions? 

5- Can you tell in what ways rock music has influenced your life? 

6- How do you perceive the role of music in your life: merely as a genre of entertainment, or does it hold a 

deeper significance for you or society? 

7- What keywords do you associate with rock? 

8- What values does rock bring for you?  

9- What behavior do you associate with rock? 

10- Would you say that you sometimes have adopted any of these values or behaviors that you mentioned? 

Consumption & Brand Choices 

1- Are there any brands that you prefer to purchase from? 

2- What values would you say these brands bring you? 

3- Do you think your rock music interest has influenced your fashion choices?  

- If yes, how?  

4- Can you give me examples of clothing or accessories you’ve purchased inspired by rock music or musicians? 

5- How do you think your interest in rock music impacts your choices in other areas of consumption, such as 

beverages, entertainment, vehicles etc.? 

6- How do you perceive brands that actively associate themselves with rock music?  

- Does this association make you more inclined to purchase from them? 

7- Have you ever consciously avoided purchasing products or brands that you felt did not align with the image or 

values associated with rock music?  

- If yes, can you provide an example? 

8- Does your interest in rock music influence the types of events or venues (For example, concerts, bars, festivals 

etc.) you prefer to attend? Please elaborate. 

9- Have you ever participated in fan communities or forums dedicated to discussing rock music and associated 

brands? 

10- Would you say that you are part of, or feel like being part of a rock community? 

11- What things make you feel like being part of the rock community? (For example, listening to rock, attending 

concerts, similar fashion style, merchandise etc.) 

12- Would you say these things influence your brand preferences? 

13- Have you realized that choosing certain brands would enhance your sense of belonging to a rock community?  

14- Can you describe how your cultural background and lifestyle have influenced your taste in rock music? 

15- Would you say your cultural background and lifestyle have influenced your brand preferences as well? 

 

 

Self & Social Identity 

1- Are there people in the “rock-world” that influence you with their style, characteristics, and way of living? 

(For example, friends, artists, YouTubers or Instagram influencers etc.) 

2- How would you describe their personality and style? 

3- Have these people influenced the brands you choose and prefer? 

4- Are there any brands that are aligned with the values you find in rock?  
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5- Does choosing these brands enhance your sense of belonging in the rock community or positive self-image? 

6- Do you feel proud being associated as a “rock-enthusiast”? 

7- Do you think that some brands better suit the rock-image you want to project? 

8- How important is it to you that the brands you choose reflect your identity as a rock enthusiast? 

9- Would you say that your preference of brands is affected by your identity as a rock enthusiast? 

10- Do you think your rock enthusiasm influences your life in any other kind of way?  

- If yes, how?  

11- What characteristics and attributes describe you when you engage with the "rock-world"? 

12- Has rock music played a role in your interactions with other people and society? 

- If yes, how? 

13- Do you have any comments on the questions 
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