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Music and Advertising


Abstract

	Advertising is a broad field with many methods that come together to create a goal - to persuade consumers to buy products. A strategy that advertisers and companies often use is advertising with music, whether with jingles or background music in commercials or stores, as it leaves a lasting mark and helps consumers remember and associate pleasant memories with a brand. Music creates desired moods, gains attention, improves attitudes and is found to influence purchase behavior, and facilitate brand and message recall. Music assists in influencing customers at a subconscious level and unknowingly persuades consumers to purchase a specific product.
This thesis gives an overview of advertising, music and the impacts music has in advertising. 
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What is advertising? The Merriam Webster Dictionary defines advertising as “the action of calling something to the attention of the public especially by paid announcements'' (1). Advertising is a means to persuade consumers to buy a product or service, often by creating a relationship between consumer and brand. As Adam Ferrier, Consumer and Founder Psychologist said, “Advertising is really the business of behavior change” (Ferrier, pg. 5). Everything one thinks, believes in and purchases is in “some way influenced by others'' (Ferrier, pg. 6). 
“In the 1970’s, people were exposed to about 500 ads per day. At present, people see roughly 5,000 ads per day. There are 5.3 trillion display ads shown online every year. On average, children see 20,000 thirty-second commercials each year. Adults see an average of 2 million of those on a yearly basis” (3). Many of these advertisements and commercials come from various mediums in a 24-hour day, including radio, television, social media and print ads. “Advertisers and marketers know that people readily respond when they find anything enjoyable, noteworthy or interesting” (3) so advertisers use that idea and create advertisements with music backgrounds or jingles. 
Research has found the impact of music in advertising appeals to a consumer at an emotional level. Music does not only influence thought and behaviors but leaves a lasting impact on its listeners. “Ads [in general] are geared towards both thinking and feeling. Based on advertising campaign performance, 31% of ads with emotional pull succeeded versus the 16% success of ads that focused on rational content. Emotional response to an advertisement, rather than the ad’s actual content, produces great influence on the intent of a consumer to buy a product” (3). 
In 1998, John D. Morris, Ph.D. Professor of Advertising College of Journalism and Communications at the University of Florida, and Mary Anne Boone of the University of Florida conducted a study to find out the effects of music and its emotional response (Morris, pg. 2). They found that “stimulating aspects of music can be a persuasive tool and [can] help persuade viewers” (Morris, pg. 2). The research design was set up with “two different groups of subjects … each exposed to the same 12 print advertisements. One group of subjects saw the 12 advertisements with music in the background, [while] the other group saw the same advertisements without background music” (Morris, pg. 3). “On the basis of pretest results, [the] 12 advertisements [that] were paired with 12 songs were selected as having emotional and adequate fit. Ninety college students participated in this study in six sessions. Three sessions saw the advertisements with background music, and three sessions saw the same advertisements without music” (Morris, pg. 6). No one saw the same advertisement both with and without music. The conclusion of this study was that music in advertising may influence consumers. "The process of evaluating music for advertising is understood poorly” (5) as it is “difficult to capture people’s perceptions or emotions in real time” so the correlation between advertising with music and influence amongst consumers are probable but not definite (6). 
Even though the research on music and advertising is not so strong, background music is essential for advertising as it creates a mood, facilitates brand awareness and “enhances the emotional appeal of the ad” (7) which causes companies to continue to invest in advertising, specifically with music. “For example, if you are advertising a luxury product, you might choose a slow, soothing melody to create a relaxed and luxurious mood. On the other hand, if you are promoting a high-energy product, you might choose an upbeat, fast-paced tune to create excitement and energy” (7). “By choosing music that matches the emotions you want to evoke in your audience, you can create a more powerful and memorable advertisement. For example, if you are promoting a charity that helps children, you might choose a soft, emotional melody to create empathy and compassion in your audience” (7). 
Since music has such a powerful effect, people use it to influence their mood states. For example, “listening to soft and slow music, such as classical music, is better for managing negative emotions compared to hard or heavy music” (8). Listening to happy music can positively influence one’s emotions and cause a person to feel joy. (8). “It was discovered that music can release dopamine in two main places in the brain, the dorsal and ventral striatum. When you are having a pleasurable experience, such as listening to your favorite song, these areas of the brain light up” (9). 
The processing of music in our brains is complex. "It begins with the sound waves entering through the ear, striking the eardrum, and causing vibrations that are converted into electric signals. These signals travel by sensory nerves to the brainstem, the brain’s message relay station for auditory information. Then they disperse to activate auditory (hearing) cortices and many other parts of the brain" (10). 
Besides affecting many parts of the brain during its processing stage, music also activates other areas indirectly. It activates "the cerebellum, which helps process and regulate rhythm and movement” (10). “Music [also] activates the amygdala and hippocampus, which play a role in emotions and memories" (10). This contributes to the reason patients with short-term memory loss from Alzheimer's can often remember familiar songs like the “Happy Birthday" song because it is encoded in their long-term memory (10). 
Research has shown that music in background television commercials, a method of music in advertising, creates a more effective product advertisement as “the version of a commercial that included music in the background had higher emotional arousal and attention level than those who were shown a version that only included narration”. Hyun-Woo Lee, a sports management researcher and assistant professor in the Department of Health and Kinesiology, “found that EEG activity in the frontal lobe (the front part of the brain), which is heavily associated with our emotions, was increased by background music” (6). 
Besides a higher emotional arousal and attention level, “purchase intention was [also] stronger in a research group that watched [an] ad with background music” (6) than without. “In a seven-point scale questionnaire, the average purchase intention of the group who heard background music was 4.36, while the group without music averaged 3.64” (6). 
Background music does not only apply in commercials but is also used in brick-and-mortar stores as “music is central in building positive customer and guest experiences. According to research by MarketingCharts, playing music that consumers enjoy makes them 24% more likely to buy a product” (11).
“One of the more consistent findings of research into the effects... of music on behavior is that music that is more arousing leads to individuals spending less time on activities. [Research has shown] that when loud music was played in a supermarket customers spent less time shopping and [that] music tempo affects the speed with which consumers moved around a store…The tempo of music in a restaurant affected the time that people spent in the restaurant, such that individuals dining under the fast music condition spent less time at their tables than individuals dining under the slow tempo condition” (12). “Research [that] was conducted in a supermarket reported a 38% increase in gross sales when the store played slow music rather than fast music” (12). 
One may wonder about the purpose of advertising as it is a bother, but “imagine a world without advertising... there would be no unsolicited harassment by sales representatives, no distraction by neon signs and billboards, no interruptions to movies on television by commercial breaks. But before sighing with relief, think of the following ...there would also be no newspapers and magazines, no television, no radio, no internet. All of these forms of media depend on advertising revenues for their existence. There would be fewer great sports competitions such as tennis, football and Formula One because they all depend largely on commercial sponsorship. And, on a personal level, [one’s] knowledge of ‘what is out there,’ what products are available… would be seriously impaired” (Ferris, pgs. 8-9).
“Music in advertising is big business. ‘In 2018, revenue generated from synchronization (i.e., the use of music in commercials, films, games, and television) totaled more than $400 million and music used in commercials aired during the Super Bowl alone were secured with licenses ranging in cost from $100,000 to more than $750,00” (5). 
Besides background music in commercials and stores, advertisers use another method- the jingle. A jingle is “a short verse or song marked by catchy repetition” (13) that contains musical phrases and meaning that exclusively promotes and positions the product being advertised, usually through advertising slogans to reinforce brand identity” (14). “Jingles have existed in advertising since the early 1920s. Note Line Music Productions attributes the first modern commercial jingle to a 1926 General Mills breakfast cereal commercial featuring an a-cappella quartet. Advertising jingles became more prominent in the 1930s and later became an important element in television advertising. Advancement in technology over the years has added to the auditory capabilities of jingles and most modern 21st century jingles are recorded in professional state-of-the-art music studios” (14). 
“Jingles are effective as they create an emotional connection that has a long-term effect on the mind of the customer with regards to a particular brand” (15). They create sensory branding through sound which is used to “elicit feelings and emotions” (16). “When sound and a message are well-synchronized, the client is more likely to recall the message” (16). Research has shown that jingles have a major impact on product retention which is when current customers return to a product for additional purchases (17). “After hearing a jingle several times as part of a marketing campaign, consumers will often create their own repetition, humming the tune or singing the words in their head. Sometimes the mere sight of the product can trigger the words of the corresponding jingle” (18). “Neurologists say that what we hear stays in our minds for nearly five full seconds before it begins to fade. Yet what we see is gone in less than a second. With music, deep emotional connection takes place in the minds of the consumers (19). 
Jingles are often called earworms, which comes from the German word Ohrwurm, meaning a musical itch. The word earworm was coined in 1979 by the psychiatrist Cornelius Eckert and is defined as a looped segment of music that is about 20 seconds long and automatically comes into your awareness and keeps playing on repeat (20). Dr. Oliver Sacks, a neurologist and author who studies music and the brain, says “earworms are a special form of involuntary musical imagery which is out of control and can become quite unpleasant and intrusive” (21). TV and radio ads are a common source of earworms. Advertisers try to compose jingles or short songs that will hopefully turn into earworms because then the customers will most likely “remember their restaurant, breakfast cereal, or other product” (21). 
Music plays a significant role in advertising as it assists in persuading consumers to buy an advertised product. Advertising in music, a catchy jingle or background music, can affect consumers neurologically, emotionally and physically. Music has been a part of advertising and will always be a key component in the effort to persuade consumers to purchase desired products. 
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