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Supplementary Information Text 16 

Method. To analyze consumersô pre- and post-pandemic shifts in consumer spending (in euros) 17 

and music consumption (in hours), we used the STATA 16 program. Furthermore, we used the 18 

STATA module FMLOGIT for the estimation of the fractional multinomial logit model [42]. 19 



 

 

Table S1. Live Market Model  

Variable 
Consumer spending (ln)  Music consumption (ln) 

Coefficient  SE p-Value Coefficient  SE p-Value 

COVID-19 -0.630 ***  0.061 0.000 -0.143 ***  0.018 0.000 

Summer 0.146 ***  0.040 0.000 0.058 ***  0.013 0.000 
Music related control variables         

MusicEducation 0.263 ***  0.092 0.004 -0.018  0.032 0.584 

MusicAppreciation -0.031  0.026 0.234 0.006  0.007 0.379 
ActiveListening 0.009  0.021 0.665 0.004  0.007 0.624 

MainstreamMusic 0.048 *  0.029 0.095 -0.007  0.008 0.364 

Purchase reason         
PurchaseReason_Atmosphere 1.489 ***  0.152 0.000     

PurchaseReason_Flexibility -0.025  0.113 0.827     

PurchaseReason_Habit 0.220 **  0.088 0.013     
PurchaseReason_SoundQuality 0.337 ***  0.113 0.003     

PurchaseReason_Mobility -0.067  0.193 0.728     

PurchaseReason_Other 0.002  0.079 0.983     
Demographics         

Marital status   

MaritalStat_LivTogether_Partner References References 
MaritalStat_LivAlone 0.048  0.267 0.856 -0.005  0.082 0.952 

MaritalStat_LivAlone_Partner 0.114  0.235 0.628 -0.012  0.066 0.851 

Education   
Education_MiddleSchool/Technical/HighSchool References References 

Education_NoSchool/ElementarySchool -0.008  0.251 0.973 0.024  0.118 0.837 
Education_Bachelors/Masters/PhD -0.073  0.229 0.751 -0.002  0.067 0.979 

Occupation   

Occupation_Employed/Selfemployed References References 
Occupation_Unemployed 0.152  0.161 0.345 0.031  0.040 0.431 

Occupation_Homemaker 0.220  0.184 0.232 0.067  0.051 0.189 

Occupation_School/Apprenticeship/University 0.427  0.269 0.113 0.095  0.126 0.453 
Occupation_Other 0.208  0.160 0.196 0.016  0.049 0.751 

Age -0.009  0.029 0.763 -0.002  0.008 0.842 

Children 0.342 *  0.192 0.075 -0.012  0.078 0.875 
Income (ln) 0.121 *  0.070 0.082 -0.015  0.024 0.545 

Overall R2 0.503    0.429    
Within R2 0.206    0.056    

Observations 2,970       2,960       

Note: * p < 0.1; **p < 0.05; ***p < 0.01; N = 2970 observations (594 respondents) for consumer spending N = 2960 observations (592 respondents) for music consumption. For the analysis, we used balanced panel 
fixed effects estimation with robust standard errors in Stata 16. 



 

 

Table S2. Recorded Market Model 

Variable 
Consumer spending (ln)  Music consumption (ln) 

Coefficient  SE p-Value Coefficient  SE p-Value 

COVID-19 -0.149 ***  0.041 0.000 -0.123 ***  0.027 0.000 

Summer -0.037  0.036 0.308 -0.005  0.021 0.821 
Music related control variables         

MusicEducation 0.120  0.074 0.104 0.048  0.045 0.287 

MusicAppreciation 0.053 **  0.023 0.018 0.024  0.015 0.106 
ActiveListening -0.003  0.022 0.875 -0.023 *  0.013 0.074 

MainstreamMusic 0.021  0.023 0.363 -0.019  0.016 0.235 

Purchase reason         
PurchaseReason_Atmosphere 0.306 ***  0.103 0.003     

PurchaseReason_Flexibility 0.712 ***  0.110 0.000     

PurchaseReason_Habit 0.374 ***  0.079 0.000     
PurchaseReason_SoundQuality 0.670 ***  0.110 0.000     

PurchaseReason_Mobility 0.841 ***  0.192 0.000     

PurchaseReason_Other 0.050  0.069 0.470     
Demographics         

Marital status   

MaritalStat_LivTogether_Partner References References 
MaritalStat_LivAlone -0.136  0.215 0.529 0.153  0.129 0.234 

MaritalStat_LivAlone_Partner -0.154  0.204 0.449 -0.059  0.107 0.585 

Education   
Education_MiddleSchool/Technical/HighSchool References References 

Education_NoSchool/ElementarySchool 0.004  0.190 0.983 -0.025  0.175 0.886 
Education_Bachelors/Masters/PhD -0.048  0.214 0.823 -0.033  0.070 0.636 

Occupation   

Occupation_Employed/Selfemployed References References 
Occupation_Unemployed -0.019  0.163 0.907 -0.016  0.109 0.884 

Occupation_Homemaker -0.001  0.175 0.994 -0.088  0.113 0.440 

Occupation_School/Apprenticeship/University 0.074  0.218 0.735 -0.150  0.170 0.380 
Occupation_Other 0.022  0.155 0.885 0.004  0.106 0.971 

Age -0.037 ***  0.014 0.006 -0.013  0.010 0.180 

Children -0.033  0.227 0.883 -0.017  0.130 0.896 
Income (ln) 0.198 ***  0.072 0.006 0.022   0.039 0.582 

Overall R2 0.720    0.756    
Within R2 0.069    0.027    

Observations 2960       2960       

Note: * p < 0.1; **p < 0.05; ***p < 0.01; N = 2970 observations (594 respondents) for consumer spending N = 2960 observations (592 respondents) for music consumption. 
For the analysis, we used balanced panel fixed effects estimation with robust standard errors in Stata 16.     



 

 

Table S3. Recorded Submarket Model 

 Consumer spending 

Variable 
Premium streaming Physical Digital downloads No spending 

APE  SE p-Value APE  SE p-Value APE  SE p-Value APE  SE p-Value 

COVID-19 0.042 ***  0.010 0.000 -0.074 ***  0.011 0.000 -0.011 *  0.006 0.058 0.043 ***  0.013 0.001 

Summer -0.006  0.008 0.481 0.004  0.011 0.703 -0.002  0.006 0.758 0.003  0.012 0.768 

Music related control variables                 
MusicEducation 0.018  0.014 0.196 0.012  0.011 0.265 0.002  0.007 0.818 -0.032 *  0.016 0.052 

MusicAppreciation 0.011 **  0.005 0.034 0.047 ***  0.006 0.000 0.011 ***  0.004 0.005 -0.069 ***  0.006 0.000 

ActiveListening -0.016 ***  0.005 0.003 0.002  0.005 0.732 0.002  0.004 0.519 0.012 *  0.007 0.088 

MainstreamMusic 0.019 ***  0.006 0.003 -0.002  0.006 0.773 -0.001  0.004 0.695 -0.016 **  0.008 0.038 

Purchase reason                 

PurchaseReason_Atmosphere -0.165 ***  0.034 0.000 0.317 ***  0.058 0.000 0.214 ***  0.056 0.000 -0.366 ***  0.054 0.000 
PurchaseReason_Flexibility 0.003  0.028 0.915 0.296 ***  0.059 0.000 0.336 ***  0.058 0.000 -0.635 ***  0.050 0.000 

PurchaseReason_Habit -0.151 ***  0.028 0.000 0.292 ***  0.057 0.000 0.278 ***  0.057 0.000 -0.418 ***  0.049 0.000 

PurchaseReason_SoundQuality -0.145 ***  0.030 0.000 0.341 ***  0.058 0.000 0.285 ***  0.057 0.000 -0.481 ***  0.052 0.000 
PurchaseReason_Mobility 0.027  0.039 0.490 0.286 ***  0.067 0.000 0.315 ***  0.061 0.000 -0.629 ***  0.069 0.000 

PurchaseReason_Other -0.180 ***  0.030 0.000 0.213 ***  0.058 0.000 0.259 ***  0.058 0.000 -0.292 ***  0.051 0.000 

Demographics                 
Marital status     

MaritalStat_LivTogether_Partner Reference Reference Reference Reference 

MaritalStat_LivAlone -0.011  0.024 0.664 -0.009  0.021 0.671 0.020  0.014 0.152 -0.001  0.029 0.984 
MaritalStat_LivAlone_Partner -0.021  0.037 0.569 0.035  0.038 0.354 -0.013  0.022 0.548 -0.002  0.043 0.964 

Education     

Education_MiddleSchool/Technical/HighSchool Reference Reference Reference Reference 

Education_NoSchool/ElementarySchool 0.021  0.039 0.592 -0.013  0.033 0.699 0.015  0.029 0.594 -0.023  0.044 0.601 

Education_Bachelors/Masters/PhD -0.005  0.023 0.836 0.017  0.021 0.410 -0.011  0.012 0.352 -0.001  0.028 0.971 

Occupation     

Occupation_Employed/Selfemployed Reference Reference Reference Reference 

Occupation_Unemployed -0.056  0.034 0.105 0.020  0.042 0.627 -0.034 **  0.016 0.034 0.070  0.045 0.120 

Occupation_Homemaker -0.023  0.033 0.492 -0.009  0.033 0.775 -0.031 *  0.017 0.070 0.062  0.042 0.138 
Occupation_School/Apprenticeship/University 0.051  0.059 0.389 -0.053  0.054 0.333 -0.005  0.030 0.856 0.006  0.072 0.931 

Occupation_Other 0.011  0.038 0.771 -0.012  0.029 0.670 -0.012  0.025 0.640 0.014  0.044 0.754 

GenderFemale -0.057 ***  0.022 0.010 -0.031  0.019 0.109 0.003  0.013 0.804 0.084 ***  0.026 0.001 
Age -0.004 ***  0.001 0.000 0.002 *  0.001 0.058 -0.001  0.001 0.128 0.003 ***  0.001 0.007 

Children -0.002  0.023 0.946 0.026  0.020 0.200 -0.006  0.012 0.628 -0.019  0.027 0.493 

Income (ln) 0.025   0.017 0.148 -0.022   0.015 0.131 0.016 *  0.009 0.065 -0.019   0.020 0.346 

Wald chi2 732.30                

Prob > chi2 0.000                

Observations 2,970                               

Note: * p < 0.1; **p < 0.05; ***p < 0.01; N = 2970 observations (594 respondents) for consumer spending. For the analysis, we used a fractional multinomial logit model and report average partial effects with clustered standard 

errors by participant. The fractional multinomial logit model is estimated with the STATA 16 and the module FMLOGIT [42]. 

 



 

 

Table S3. (cont'd) Recorded Submarket Model 

 Music consumption 

Variable 
Premium streaming Free streaming Physical 

APE  SE p-Value APE  SE p-Value APE  SE p-Value 

COVID-19 0.034 ***  0.005 0.000 0.007  0.004 0.101 -0.007  0.006 0.187 

Summer -0.005  0.004 0.237 -0.002  0.003 0.549 0.006  0.005 0.196 

Music related control variables             

MusicEducation 0.006  0.008 0.416 0.004  0.006 0.488 0.005  0.009 0.568 

MusicAppreciation 0.006 *  0.003 0.054 -0.007 ***  0.002 0.000 0.031 ***  0.004 0.000 

ActiveListening -0.010 ***  0.004 0.007 0.001  0.002 0.736 0.010 ***  0.004 0.007 

MainstreamMusic 0.005  0.004 0.241 -0.001  0.002 0.548 -0.019 ***  0.004 0.000 

Demographics             

Marital status    

MaritalStat_LivTogether_Partner Reference Reference Reference 

MaritalStat_LivAlone -0.001  0.016 0.956 0.018 *  0.011 0.085 0.010  0.016 0.533 

MaritalStat_LivAlone_Partner 0.004  0.028 0.878 -0.002  0.013 0.879 0.011  0.024 0.639 

Education    

Education_MiddleSchool/Technical/HighSchool Reference Reference Reference 

Education_NoSchool/ElementarySchool 0.052 *  0.031 0.090 0.006  0.014 0.649 0.010  0.023 0.668 

Education_Bachelors/Masters/PhD -0.008  0.014 0.578 0.016  0.011 0.136 0.026  0.016 0.113 

Occupation    

Occupation_Employed/Selfemployed Reference Reference Reference 

Occupation_Unemployed -0.052 ***  0.014 0.000 0.009  0.016 0.586 0.017  0.020 0.391 

Occupation_Homemaker 0.019  0.026 0.479 -0.012  0.013 0.377 0.011  0.026 0.675 

Occupation_School/Apprenticeship/University 0.099 *  0.057 0.081 0.032  0.025 0.194 0.026  0.045 0.564 

Occupation_Other -0.001  0.029 0.973 0.013  0.015 0.388 -0.009  0.018 0.604 

GenderFemale -0.032 **  0.015 0.038 -0.010  0.009 0.275 0.030 **  0.014 0.031 

Age -0.004 ***  0.001 0.000 -0.002 ***  0.000 0.001 0.003 ***  0.001 0.000 

Children 0.009  0.014 0.536 -0.015  0.010 0.112 0.005  0.015 0.741 

Income (ln) 0.015   0.010 0.127 0.002   0.004 0.690 -0.008   0.009 0.359 

Wald chi2 765.37            

Prob > chi2 0.000            

Observations 2960                       

Note: * p < 0.1; **p < 0.05; ***p < 0.01; N = 2960 observations (592 respondents) for music consumption. For the analysis, we used a fractional multinomial logit model and report average partial effects with cluster-robust 
standard errors with respect to participants. The fractional multinomial logit model is estimated with the STATA 16 and the module FMLOGIT [42]. 




